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Impact by the Numbers

470
Total earned media 

stories

207
Original earned 
media stories

169%+
Increase in original 
media stories YOY

100%
Stories included at least 

one NFID message

99%
Stories included two or 
more NFID messages

99%
Stories included a 

positive sentiment on 
respiratory vaccination

18.59B
Earned + paid media 

impressions

2.94M
Social media 
impressions

45%+
Increase in impressions 

YOY



Collaboration and Support

Collaboration and Support
In 2025, NFID effectively engaged partners through three Respiratory Season News Briefings, focused on timely topics, including vaccine guidelines for children and 
pregnant women, the importance of vaccination for healthcare professionals (HCPs), and emerging public health challenges amid the ongoing vaccine landscape. 

Highlights include:
 Worked with IQVIA for a presentation on current vaccination rates and collaborated with Families Fighting Flu and Trusted Messenger Program to feature 

educational “Spotlight” videos. 
 Featured expert panelists from American College of Obstetricians and Gynecologists (ACOG), American Academy of Pediatrics (AAP), Vaccine Integrity 

Project, Resolve to Save Lives, Baylor College of Medicine, American Nurses Association (ANA), American Medical Association (AMA), and American 
Pharmacists Association (APhA).



    

NFID Survey Provided Mid-Season Snapshot

“As part of a series of press briefings on respiratory 
season data, the National Foundation for Infectious 
Diseases (NFID) shared the results of a survey 
assessing the beliefs, attitudes and practices 
surrounding vaccines for respiratory diseases.”

“’Among adults who skipped the flu vaccine, for 
example, 16% cited concerns about side effects,’ 
said Hopkins, who moderated a press briefing at 
which the survey findings were presented. Similarly, 
patterns emerged for COVID-19 vaccination, with 
20% of survey respondents worried about side 
effects.”

“In the foundation’s 2024 survey, 55% of 
American adults trusted the CDC, down to 
13% in 2025. Trust in the advice of doctors, 
nurses and pharmacists fell from 75% in 2024 
to 44% this year, and 44% also found 
guidance on vaccinations either unclear or 
muddled.”

www.nfid.org/resource/2025-national-survey-on-respiratory-diseases/

https://www.medscape.com/viewarticle/lost-work-higher-costs-and-disease-likely-lower-vaccine-2025a1000yqd
https://www.healio.com/news/infectious-disease/20251205/survey-social-media-on-par-with-cdc-as-trusted-vaccine-source
https://archive.ph/2025.12.04-014812/https:/www.baltimoresun.com/2025/12/03/cdc-tarnished-vaccine-poll-shows/#selection-1801.0-1801.478
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Earned Media Highlights

"This ingredient is only present in safe, trace amounts 
… It has been used in vaccines for more than 100 
years. Plenty of research has found no evidence that 
aluminum in vaccines causes any of the conditions 
that they say it does, including autoimmune 
conditions, neurodevelopmental disorders, or other 
serious adverse events.” – Sean O'Leary, MD

“The best time is today. If you haven’t already had
it, get it. I got mine yesterday.” – Laura Riley, MD

https://apnews.com/article/flu-vaccine-shot-flumist-04144eb736ad1adced5252dae0c4985b
https://www.medpagetoday.com/pediatrics/vaccines/118888
https://www.cidrap.umn.edu/childhood-vaccines/public-health-experts-try-prebunk-misinformation-about-vaccines-ahead-cdc
https://www.usatoday.com/story/news/health/2025/09/03/covid-vaccine-recommendations-fall-2025/85941080007/
https://www.nytimes.com/2026/03/17/health/rfk-jr-vaccine-policy-lawsuit-court-ruling.html
https://www.today.com/health/cold-flu/best-time-to-get-flu-shot-2025-rcna235431
https://www.huffpost.com/entry/severe-flu-season-2025-2026-goog_l_69209789e4b0d31c0a7a221f


Paid Media Extended Reach of Important Messages 

NFID executed four consumer-facing paid media campaigns that underscore the safety and efficacy of vaccines and the role of vaccination in preventing severe disease-
related outcomes. Paid media content includes:

 A native article focused on the benefits of vaccines for people age 50 and older and those with diabetes, heart or lung disease, or other chronic conditions generated 
placements on AP News, Time, and Newsweek, among others, and received 1,128,389,506 impressions and 588 article clicks.

 Mat release campaigns in both English and Spanish, urging individuals of all ages to get vaccinated during the 2025-2026 flu season, garnered 311,749,776 
impressions and 1,823 placements in community-focused outlets across the country, including local NBC and ABC stations. 

 An audio news release that featured Dr. Hopkins emphasizing the role of vaccination to protect against serious respiratory disease and recommending that listeners turn 
to a trusted healthcare professional with questions garnered 19,944,750 impressions across 544 placements in 105 markets. 

https://markets.financialcontent.com/startribune/article/statepoint-2025-12-8-its-not-too-late-to-get-vaccinated-this-respiratory-season
https://www.avpress.com/online_features/espanol/no-es-demasiado-tarde-para-vacunarse-esta-temporada-respiratoria/article_2d41cf52-fc5a-546b-bb86-fca168b169d3.html

2026

Blues

58.147533





Funders

Funders

The news briefing series is sponsored by NFID in collaboration with professional 
societies and patient advocacy partners, and unrestricted educational grants from:

 AstraZeneca
 Sanofi Pasteur Inc.
 Seqirus USA Inc.

NFID policies prohibit funders from controlling program content

http://www.nfid.org/grants-policy
http://www.nfid.org/grants-policy


News Briefing Recordings and NFID Resources

www.nfid.org/2025flunews
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