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THE STATE OF PARKINSON’S
Parkinson’s disease (PD) is the second-most 
prevalent neurodegenerative disorder in the 
world. It affects more than 1 million fami-
lies in the United States and it is estimated 
that 90,000 new people will be diagnosed 
this year.1 More than 10 million families 
are living with it around the globe, yet we 
still have no cure. In many cases, it is even 
hard to diagnose. While many define PD as 
a movement disorder and can picture the 
tremors that certainly accompany many 
along their journey, there is a complex suite 
of lesser-known and often unseen, nonmo-
tor symptoms to manage as well.2

It can be overwhelming news for an-
yone to take on. While it mostly affects 
older adults 50 years and up, about 4 per 
cent of cases are considered young-onset 
(YOPD) impacting those under 50, too.3 
PD develops in people from all walks of 
life regardless of race, gender, sexual orien-
tation or geographic location, but for now, 
we simply do not know why.

The Parkinson’s Foundation is a non-
profit organisation that has been around 
since 1957. To date, it has provided more 
than US$449m in funding for Parkinson’s 
research and clinical care4 — but that is not 
all. The foundation also supports those liv-
ing with the various complexities associated 
with PD, providing educational resources, 
referral services and community to remind 
constituents that they are not alone. Through 
its chapters located across the United States 
and its global network of specialised care 
centres, staff and partners are stationed for 
localised support on a grand scale.

As scientists and healthcare profes-
sionals strive for answers, the Parkinson’s 
Foundation believes in empowering so-
ciety through education. We collectively 
have to know more about PD to live 
better with it today as we work towards 
eradication tomorrow. And, as the readers 

of this journal will surely agree, there is 
nothing like an effective digital campaign 
strategy to achieve just that.

LEVERAGING PARKINSON’S 
AWARENESS MONTH
When the Parkinson’s Foundation looks 
to the editorial calendar for a chance to 
make the biggest splash, April is circled 
in ‘PD Blue’ (#00bfda) for Parkinson’s 
Awareness Month. Each year, the founda-
tion brainstorms a theme that engages the 
Parkinson’s community and shifts PD into 
the public discourse while positioning the 
foundation as a leader in the healthcare 
and nonprofit space.

In 2024, the Parkinson’s Foundation 
communications team generated the 
#ABCsOfPD to spread the word about 
Parkinson’s disease from A to Z. The cam-
paign highlighted relevant terminology 
related to PD (Figure 1), shared resources 
that can help people live better with it 
and provided a space for people not only 
to learn more about the basics of PD but 
also for those further along their journey 
to share their experiences with topics that 
resonated with them.

While previous Parkinson’s Awareness 
Month campaigns focused on generat-
ing revenue, the #ABCsOfPD served as 
a true awareness campaign, with a major 
focus on driving traffic to the Parkinson’s 
Foundation website, where folks could 
learn more about each letter. Working 
with long-time partner Media Cause, a 
nonprofit marketing agency helping ac-
celerate the growth and impact of organi-
sations and individuals doing good around 
the world, the 2024 Parkinson’s Awareness 
Month campaign leveraged innovative 
campaign tests across new and established 
advertising channels during a two-phased 
approach throughout April.
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ACTIVATING NEW AUDIENCES AND 
TESTING NEW CHANNELS
The Parkinson’s Foundation’s strong dig-
ital advertising history across key paid 
search efforts — Google Search (and the 
Google Ad Grant) and Microsoft (Bing), 
as well as Meta (running advertisements 
across Facebook and Instagram) — has 
provided meaningful learnings and a rich 
source of data over the years. The founda-
tion’s digital marketing efforts span tactics 
across connecting those living with Par-
kinson’s disease to programmes and re-
sources, driving registration for biannual 
fundraising events and supporting dona-
tions during key times throughout the 
year, including the year-end giving push.

The #ABCsOfPD campaign aimed to 
expand the foundation’s reach by leverag-
ing new audiences and channels to con-
nect with those living with PD, their care 
partners and family members. With an in-
creased investment, digital marketing ef-
forts during Parkinson’s Awareness Month 
expanded beyond familiar channels.

While the foundation has found great 
success with its digital advertising pro-
gramme on Meta, Search and Display, 

it introduced new channels for an even 
more robust approach. This additional in-
vestment made it possible for the digital 
marketing team to run a control cam-
paign on Meta while testing advertise-
ments across new paid social channels, 
ultimately running Parkinson’s Awareness 
Month campaigns on Reddit, Pinterest 
and TikTok. To activate new audiences 
across these new frontiers, it was impera-
tive to move organically and authentically 
on each.

The Meta campaign ran across two 
phases, initially solely focused on driving 
website traffic to the #ABCsOfPD land-
ing page. During the first phase, the Par-
kinson’s Foundation leveraged first-party 
data and lookalike audiences, focusing 
on re-engaging those who had down-
loaded previous Parkinson’s Foundation 
resources, and modelling lookalike audi-
ences for Parkinson.org website visitors 
and those with a connection to PD. The 
second phase sought on-platform engage-
ment, thus, leveraging strong website and 
top-funnel advertising remarketing audi-
ences to inspire action directly on Face-
book and Instagram.

Figure 1  Example of creative from the 2024 #ABCsOfPD Meta campaign
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The foundation targeted three distinct 
audiences:

	● interest targeting based on Pinterest best 
practices for the demographic;

	● marketing to those with a connection to 
PD using first-party data owned by the 
foundation; and

	● remarketing to individuals who down-
loaded the ‘Newly Diagnosed’ guide 
from Parkinson.org.

The Parkinson’s Foundation has also 
developed and enhanced its organic Tik-
Tok presence over the past few years, 
making a shift to running a paid awareness 
campaign a natural progression. For Par-
kinson’s Awareness Month, the main goal 
was to reach a wider audience of those liv-
ing with or connected to PD.

While TikTok might seem an odd fit 
for a foundation focused on a disease 

On Reddit, where the Parkinson’s 
Foundation already had a strong organic 
presence, the team ran top-funnel aware-
ness advertisements. These focused on 
video content featuring one of the Par-
kinson’s Foundation’s influencers: Esther, 
a mother living with YOPD. The adver-
tisements targeted relevant communi-
ties (eg r/health, r/neuro, r/neurology) 
and interest groups at the intersection of 
health and research. The video messaging 
aligned with the video creatives running 
on Meta. To re-engage this audience and 
drive website traffic to the #ABCsOfPD 
resources, the foundation ran a series of 
‘megathread’ advertisements mirroring 
the campaign’s landing page with exter-
nal links to pages related to the #ABC-
sOfPD. This strategy helped blend the 
advertisements with organic content on 
Reddit while reaching a warmer audi-
ence browsing relevant subreddits. Dur-
ing this phase, the foundation remarketed 
to website visitors and those who viewed 
or engaged with the advertising from the 
first phase.

Using advertisements highlighting the 
‘resource hub’ nature of the #ABCsOfPD 
campaign (Figure 2), the Pinterest cam-
paign leveraged informative, guide-like 
content on the platform to drive traf-
fic to the #ABCsOfPD landing page. 
These advertisements aligned with the 
more traditional PD-related content, 
such as tips and guides, found organically 
on Pinterest. The advertisements intro-
duced the Parkinson’s Foundation and 
its breadth of resources to those actively 
searching on Pinterest. On a platform 
where, as of April 2024,5 69.4 per cent of 
users are women, this demographic was 
seen as a natural fit, as much of the foun-
dation’s digital audience skews female 
due to their greater likelihood to take on 
a caregiving role after a loved one’s PD 
diagnosis.

Figure 2  Example of creative from the 2024 #ABCsOfPD Pinterest 
campaign
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a wide spectrum of age groups is cru-
cial for highlighting the significance of 
Parkinson’s-related resources.

The prevalence of TikTok among 
young adults is notable, with 62 per cent 
of individuals aged 18–29 utilising the 
platform, which is comparable to Face-
book (67 per cent) and slightly less than 
Instagram (78 per cent).8 This statistic 
illustrates substantial channel exposure 
opportunities on TikTok for reaching 
younger children and grandchildren of 
adults living with PD, empowering them 
to discover and share resources with their 
families. Additionally, the platform’s reach 
extends to older millennials and Genera-
tion X, with 39 per cent of its users aged 
30–49.

Across age groups, TikTok is increasing 
in prevalence as a search engine, with 41 
per cent of users leveraging the social giant 
as a search engine first.9 Couple this with 
more and more folks turning to ‘MediTok’ 
for information and answers to questions, 
there is an audience eager to digest med-
ical information from content creators on 
the platform. Indeed, per Jenny Wu of the 
Duke University Obstetrics & Gynecol-
ogy Residency Program, this is ‘how a 
lot of … patients are getting their health 
information, and influences how people 
come in and see their doctor’.10

At the same time, much of the medical 
information available through social media 
is inaccurate. By way of example, when re-
searchers at the University of Chicago an-
alysed health information video content 
in order to get a more accurate measure of 
the prevalence of misinformation on Tik-
Tok, they found that 44 per cent of vid-
eos in their sample contained ‘non-factual 
information’.11

Thus, the Parkinson’s Foundation saw 
an opportunity to leverage TikTok to 
highlight the educational value of the 
#ABCsOfPD resources and cut through 

where the incidence increases with age, 
this was actually a very logical step in the 
foundation’s strategy to connect with and 
support those affected by PD. Despite the 
constituent base slanting much older than 
the social platform’s demographics, it pre-
sents a massive opportunity to reach the 
children and grandchildren of those diag-
nosed. In a rich digital landscape where 
many of the foundation’s educational and 
supportive resources are available online, 
an older population can be harder to reach. 
Descendents of loved ones with Parkin-
son’s can relay the information upstream.

Millennials have surpassed boomers as 
the largest generation in the United States, 
making up 21.71 per cent of the popula-
tion, with generation Z close behind, at 
20.69 per cent.6 Together, these consum-
ers represent nearly half the population 
and have passed those degree-achieving 
and salary-earning milestones. Although 
they may not bear the same discretionary 
income levels as older generations, they 
have influence in their own right and are 
ready to be activated. From volunteering 
to peer-to-peer fundraising opportunities 
both on- and offline, it is an ideal time to 
meet them where they are and start to cul-
tivate these relationships in the long term.

TAKING ON THE TIKTOK GENERATION
TikTok continues to be a pivotal driver of 
social engagement among younger gener-
ations, with 44.7 per cent of its user base 
being generation Z, surpassing Instagram.7 
While the platform continues to capture 
the attention and time of generation Z, 
TikTok is progressively increasing engage-
ment levels among older adults. This de-
mographic shift underscores the platform’s 
potential efficacy in reaching diverse audi-
ences, including potential Parkinson’s care 
partners, adult children of those with PD 
and individuals living with PD. Engaging 
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out in early 2024 and provides adver-
tising agencies with greater access to 
micro-influencers. Hitting a monthly in-
vestment threshold on the platform grants 
agency partners access to a range of cre-
atives from creators with a minimum of 
30,000 to 50,000 followers on the plat-
form. There are additional, lower-cost 
versions of this programme, with differ-
ent levels of creator follower counts and 
number of creatives received, giving or-
ganisations of various sizes, industries and 
marketing budgets the ability to leverage 
micro-influencers as part of their digital 
marketing strategy.

The monthly investment programme 
is priced similarly to standalone micro- 
influencer content but facilitates campaign 
launch by providing a comprehensive cre-
ative brief to all creators within TikTok’s 
marketplace, without the need for indi-
vidual agreements between the advertiser 
and the creators.

The brief created by the Parkinson’s 
Foundation and Media Cause highlighted 
what the #ABCsOfPD campaign en-
tailed, what type of creators the founda-
tion wanted to engage through TikTok, 
the objective of the campaign, selling 
points and use cases. Additionally, the brief 
allowed for strong brand safety, with the 
ability to share a comprehensive list of 
‘must includes’ and ‘must avoids’, as well 
as logo, brand language, brand voice and 
accessibility options.

As part of the TikTok Creative Chal-
lenge, advertisers are given access to a 
dashboard for their specific ‘challenge’, al-
lowing them full access to update the brief, 
see creator videos, request revisions and 
ensure they are ready to be deployed into 
the advertising campaign. Additionally, 
with the ability for videos to be submit-
ted by creators throughout the campaign 
at any time, TikTok provides strong e-mail 
and dashboard notification preferences, 

the considerable noise and misinforma-
tion about PD on social media.

To provide relevant, accurate informa-
tion to those in the PD community and 
spark website traffic through the TikTok 
campaign, it was critical to strike a balance 
between content that is both useful and 
compelling. There is nothing generation 
Z can sniff out faster than an infiltrated 
‘boomer’ trying to make ‘fetch’ happen. 
Like other test channels during the cam-
paign, the throughline for the TikTok ad-
vertisements was authentic, native and 
organic-feeling content. As the foundation 
continued to increase the breadth of its con-
tent on the platform, obstacles sprung up to 
choke the supply of user-generated content 
required for the campaign. This resulted in 
the Parkinson’s Foundation engaging with 
one of TikTok’s newer offerings, the Tik-
Tok Creative Challenge, to drive engaging 
user-generated content created by estab-
lished micro-influencers on the platform.

IDENTIFYING CREATORS AND 
LEVERAGING USER-GENERATED 
CONTENT
The need for a strong volume of user- 
generated content allowed the Parkin-
son’s Foundation to explore new avenues 
to generate high-impact content and in-
crease engagement. According to a study 
by Offerpop, 85 per cent of consumers 
report that user-generated content influ-
ences them more than brand-created con-
tent, while 90 per cent of consumers value 
authenticity when engaging with brands 
and organisations.12 With the campaign 
goal being to drive awareness of the myr-
iad resources available through the Parkin-
son’s Foundation by using new channels 
to reach a new audience, authentic en-
gagement was essential.

The foundation participated in the 
TikTok Creative Challenge, which rolled 
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Throughout the campaign, the Parkin-
son’s Foundation received videos from 
diverse creators, including creators with 
a personal connection to Parkinson’s and 
those in the medical field. This helped 
strengthen the foundation’s overarching 
efforts to include more diverse individuals 
in advertising and organic campaigns.

CONTINUED, REFRESHED CONTENT
As mentioned previously, the TikTok 
Creative Challenge proved a successful 
means for the Parkinson’s Foundation 
to receive user-generated content from 
micro-influencers, with 41 total videos 
submitted. With the brief remaining live 
throughout the campaign flight, the foun-
dation received new creatives almost daily, 
allowing the team to review creatives, pro-
vide revision requests where needed and 
quickly deploy updated advertisements 
into the campaign.

Revisiting the ease with which the 
TikTok Creative Challenge works, any 
creatives that are submitted and not hold-
ing for revisions are accessible through the 
TikTok Ads Manager. These videos are 
housed in the Creative Library, along with 
any advertiser videos uploaded previously. 
When building out an advertisement, ad-
vertisers can select these creatives during 
ad creation and launch them easily, help-
ing cut down on the time needed to get 
new advertisements live. This is especially 
helpful for campaigns that receive multi-
ple creatives a day. An additional perk of 
the TikTok Creative Challenge is that any 
creatives submitted can be used organ-
ically on TikTok, and posted by the ad-
vertiser, helping bridge the gap between 
organic and paid content.

Throughout the campaign, the Parkin-
son’s Foundation received supplemental 
videos from a few of the creators. These 
creators were inspired to make more 

helping advertisers stay on top of the latest 
creator videos and the next steps needed 
to make and launch successful campaigns.

With the nature of this being a 
health-related campaign and focused on 
one part of the greater health landscape — 
Parkinson’s disease — there was some ini-
tial concern that such a niche effort would 
not yield a high number of creatives, 
with TikTok suggesting that the cam-
paign would likely receive 5–10 creator 
videos throughout its short, one-month 
flight. It was, therefore, a pleasant surprise 
when 41 creators supplied a video for the  
campaign.

The breadth of videos received made 
it possible to craft a strong campaign with 
high-impact creatives. With the TikTok 
Creative Challenge, advertisers can re-
quest multiple revisions for each video. 
This provided the foundation with greater 
creative control regarding which videos to 
use for the Parkinson’s Awareness Month 
campaign. If a specific creator did not fit 
the brief exactly, or multiple revisions did 
not remedy challenges with the content, 
the video was not required to run.

A strong brief allowed the Parkinson’s 
Foundation to connect with a variety 
of creators, with several creators sharing 
their connection to PD (eg one creator’s 
parent, another’s grandparent). Creators 
varied in age, from generations X to Z, 
helping highlight the impact that PD can 
have on a multitude of individuals and 
the prevalence of having a connection to 
the disease. Ultimately, this helped build a 
stronger connection between the Parkin-
son’s Foundation and the target audience 
on TikTok.

A tertiary goal of the campaign was 
to continue to promote diversity with 
the creatives, helping continue to expand 
the reach of the Parkinson’s Foundation 
to communities typically underserved 
and underrepresented in the health space. 
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the #ABCsOfPD was to spark a visit to 
the campaign landing page.

The amount of creatives received dur-
ing the campaign demonstrated the effi-
cacy of leveraging the TikTok Creative 
Challenge rather than internal resources. 
With no need to make edits in-house, di-
rectly source creators or film the videos 
with internal teams, the foundation saved 
hours and team resources without com-
promising the amount of creative needed 
for a successful campaign. (On average, it 
takes most marketers from one to three 
hours to create a single social media post;14 
with the Parkinson’s Awareness Month 
campaign, this would have translated to 
anything from 41 to 123 creative hours.)

For agencies with limited creative 
resourcing hours, team members or 
on-screen talent, running advertising on 
a platform like TikTok, which thrives on 
user-generated content, could be a road-
block. The TikTok Creative Challenge is a 
strong solution accessible to organisations 
of all sizes, helping break down creative 
resourcing barriers around paid advertis-
ing channels at the same time as contrib-
uting to their organic presence.

RESULTS
This campaign allowed the Parkinson’s 
Foundation to try new channels, reach 
new audiences and get important infor-
mation into the hands of more people 
who need it. Across channels and Par-
kinson’s Awareness Month, highlight-
ing the #ABCsOfPD resources was a 
great success. The campaign drove more 
than 7 million impressions, 2.7 million 
video views and over 87,000 clicks to the 
#ABCsOfPD landing page and resources, 
with the second-highest click-through 
rate out of the four platforms tested dur-
ing the campaign. The TikTok advertis-
ing alone drove 1,091,931 video views, 

content, and it allowed for extra connec-
tion points between these creators talking 
about the #ABCsOfPD and the target 
audiences who saw their previous adver-
tisements. As the audience saw different 
creatives throughout the month, multi-
ple videos from the same creator could 
help spur more clicks and build additional 
credibility for the Parkinson’s Foundation.

The higher-than-anticipated volume 
of creator videos received allowed the 
team to launch an average of four videos 
a week, thus helping to keep the ad crea-
tives and perspectives on what the #ABC-
sOfPD meant to different creators fresh. 
Video content featured personal connec-
tions and walkthroughs of the landing 
page, including creators highlighting the 
ease of navigating the site, with the flappa-
ble definitions cards, links out to specific 
resources, etc. The customisability of the 
creative brief allowed these creatives to 
hit key points and important must-haves 
while allowing each creator’s personality 
to shine in a way that kept TikTok’s audi-
ence engaged throughout the campaign’s 
flight as only they could.

The ability to launch advertisements 
consistently throughout the campaign 
allowed the click-through rate to start 
high and maintain above-benchmark 
performance as fresh content reached 
the audience, with the overall campaign 
maintaining a 1.30 per cent click-through 
rate to the website, compared with the 
average 0.84 per cent seen on-platform.13 
This helped keep website traffic to the 
#ABCsOfPD landing page consistent, 
which assisted in the remarketing audi-
ence building that launched during the 
second stage of the Meta campaign. Addi-
tionally, the amount of creative deployed 
kept the ad frequency under 2 during the 
campaign, providing the audience with 
multiple creatives from some of the plat-
form’s more familiar faces explaining what 
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Drilling deeper into the creative results, 
the TikTok Creative Challenge video that 
drove the strongest performance featured 
one of the creators walking through the 
#ABCsOfPD landing page on her laptop 
(Figure 3). In the video, the creator talks 
about how PD is misunderstood by many 
people and walks through the resources 
created by the Parkinson’s Foundation to 
help those with a connection to the dis-
ease become better advocates and care 
partners to their families and friends. This 
single video drove 4,361 clicks; roughly 
29  per cent of all clicks generated from 
the campaign.

The four creator videos that featured a 
connection to Parkinson’s drove a com-
bined 5,874 clicks to the #ABCsOfPD 
landing page and resources. Additionally, 
these videos had strong, above-benchmark 
click-through rates ranging from 1.23 per 
cent to 1.42 per cent. The connection to 
PD shared in these videos helped high-
light how strong resources can make a dif-
ference for those living with PD, as well 
as their family and care partners, and the 
importance of becoming an advocate for 
their best care.

The variety in submissions also vali-
dated the foundation’s desire to run ad-
vertising on the platform. Despite TikTok 
users not being the obvious demographic 
for people living with PD, because of the 

reached 503,900 TikTok users and yielded 
14,893 landing page visitors. Even with 
TikTok’s smaller paid investment, it only 
drove 51,000 fewer video views than the 
social media giant. Additionally, TikTok 
garnered 3,909 video likes,113 comments 
and 327 video shares from TikTok users 
engaging with the Parkinson’s Awareness 
Month advertising (Table 1).

With the ability to leverage strong 
TikTok creator videos throughout the 
campaign flight, the paid TikTok videos 
significantly increased the audience that 
Parkinson’s Foundation was able to reach 
and engage with.

From an audience standpoint, 24.5 per 
cent of all clicks driven to the #ABCsOfPD 
landing page came from the 18–44 age range, 
with the 18–24 age range having the highest 
percentage — at 8.66 per cent — out of the 
18–24, 25–34 and 35–44 age ranges. With the 
focus on user-generated content and reach-
ing a younger audience more authentically 
on the platform, the stronger click volume 
from the younger audience validated the cre-
ative test. The 55 and older age range (one 
collective range on the platform; roughly 
6.2 per cent of all TikTok users) drove 61.64 
per cent of clicks to the site.15 One thing to 
note here is that this data point is a mixture 
of those 55 and older and those under 18 
with false birthdays, as TikTok does not allow 
users under 18 to register for an account.

Table 1:  TikTok video performance during Parkinson’s Awareness Month, 2024 versus 90 days prior

Metric
90 Days before Parkinson’s 

Awareness Month
During Parkinson’s 
Awareness Month Total change (%)

Videos posted 11 17 +54

Video views 22,649 1,091,931 +4,718

Likes 599 3,909 +552

Shares 56 327 +484

Comments 53 113 +113

Clicks to website 8 14,893 +186,063

Users reached 14,307 503,900 +3,423
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CONCLUSION
The goal of the TikTok campaign was to 
leverage a new channel through paid ef-
forts in the most authentic way possible, 
helping raise awareness about PD and the 
Parkinson’s Foundation, and to provide a 
strong suite of resources for those with a 
connection to the disease. By engaging 
with the TikTok Creative Challenge, the 
team was able to break down the barri-
ers of resourcing and creating content 
en masse, work with creators to produce 
high-impact, authentic content that fea-
tured diverse creators and creators with 
a connection to PD, and run a successful 
campaign at scale without the need for 
large-scale in-house resourcing and time.

With TikTok’s rapid rise, brands of all 
sizes should establish an organic presence 
on the platform to gauge engagement 
and performance before committing to 
larger investments. A TikTok for Busi-
ness account is essential, granting access 
to beta features, promotional credits and 
enhanced campaign support.

A great starting point is the TikTok  
Creative Challenge, where brands can test 
small investments in user-generated content. 
This not only fuels authentic engagement 
but also generates versatile video assets that 
can be used for organic TikTok posts and 
advertisements, website content and e-mails.

By leveraging UGC programmes like 
the Creative Challenge, organisations can 
efficiently build their TikTok strategy and 
grow their reach in a way that resonates 
with the platform’s community-focused 
culture.

Just like the #ABCsOfPD campaign 
itself, TikTok’s Creative Challenge pro-
vided all that a digital advertiser would 
hope for when testing a platform’s adver-
tising functionality, including authenticity, 
balanced bandwidth and creative content; 
dare we say, everything from A to Z!

disease’s real-world prevalence, people 
directly affected by the disease range by 
age and lifestyle drastically. TikTok hosts 
a generation ready to take action for their 
family and community at large, so it is im-
portant to build awareness regarding the 
Parkinson’s Foundation role as a trusted 
partner when it comes to PD. These vid-
eos also helped bolster the credibility of 
the Parkinson’s Foundation and drive 
home that the foundation makes life bet-
ter for anyone affected by PD.

Figure 3  The Parkinson’s Foundation TikTok top-performing creator 
video, 2024
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