
Protect Yourself on Pinterest 

By Mike Sacopulos 

 
Pinterest has become a popular marketing tool for medical practices to promote their products 
and services by posting images for others to comment on and share. In short, Pinterest is a 
mecca for sharing images. Users can find what they like and file it away without the clutter 
associated with an actual bulletin board. 
 
There are countless reasons why practices have been turning to Pinterest. The site has more 
referral traffic than LinkedIn, Google+, and YouTube combined. It is not surprising that 68.2% of 
Pinterest users are women and 28% have an annual household income of $100,000. Pinterest is 
in growth mode with no end in sight. La Jolla Cosmetic in sunny southern California uses the 
Pinterest powerhouse to promote services ranging from breast augmentation to chemical 
peels.  
 
Staff at La Jolla Cosmetic have been actively using Pinterest for a couple years, but it wasn’t 
until recently when their Director of Patient Services, Janelle Robinson, personally dipped into 
Pinterest herself. 
 
“There are so many things you can do for your life and home,” Robinson said. 
Robinson eventually found herself creating a dream board, a trend she has found many of the 
patients she connects with online do as well.  
 
“It becomes your vision of what you want. Maybe our clients don’t have the money for what 
they want right now, but they can pin their vision/dream for a time when they are ready to take 
the next step,” Robinson said.  
 
Pin It to Win It 
To hone in on the patients passion for Pinterest, La Jolla Cosmetic decided to hire Cosmetic 
Social Media manger Monique Ramsey to further engage their marketing potential on 
Pinterest. One of their first missions was to encourage more patients to sign up for La Jolla 
Cosmetic’s new loyalty program called Renew Advantage. The loyalty program works much like 
a membership to Costco’s where the person had to pay for the membership for the year, but 
will save on everything they do and buy. To achieve more members, La Jolla Cosmetic ran a “Pin 
It to Win It” campaign on Pinterest.  
  
“We made an example board of what we wanted on La Jolla Cosmetic’s Pinterest page. We 
gave each contestant some things they had to do to qualify, for example follow La Jolla 
Cosmetic on Pinterest, create a board called Renew Advantage and a board containing at least 
20 images of how they viewed the word renew,” Ramsey said.  
 
As participants started to share their images by pinning them to their board, all of the people 
who follow that participant saw their pins and, in turn, guided to La Jolla Cosmetic’s website. 



Winners of the “Pin It to Win It” campaign won a one year membership to the Renew 
Advantage membership program.  
 
Problems with Pinterest 
With popularity comes caution as to the use of the popular site. Pinterest users can become 
vulnerable to lawsuits, if they don’t have permission to use the content.  
Most risks from Pinterest to physicians in medical practices come from two areas: photographs 
and professional responsibility for advertisements. Just remember physicians open the door for 
a claim anytime they improperly pin or post an image on Pinterest. Here are some things 
medical practices need to do to stay safe when using Pinterest. 
  
Whose Photo Is it? 
Do not use photographs taken by others without their expressed written permission. 
Photographers can own copyrights to their photographs. Do not violate someone else’s 
copyright by posting their photographs without their permission.  
 
Posing Before and After Photographs… 
By using photographs taken in your practice, you avoid the potential problem of violating 
someone else’s copyright, but the problems do not end there. You need to have your patient’s 
permission to use the photograph of him or her. I recommend that you specifically note that 
the photographs maybe placed in an electronic format where you no longer exercise control 
over them. This disclosure is important because it gives fair warning to the patient that they 
cannot later change their mind and revoke permission, thus causing the photos to come down. 
Once photographs are on Pinterest they will be electronically “pinned” on other users boards, 
thus being outside of your control.  
 
When posting before and after photographs on Pinterest, you should also use language that 
states “individual results may vary” or “results not typical”. These statements need to be 
employed because of recent attention from the National Advertising Division (NAD) and the 
Federal Trade Commission (FTC) specifically the NAD which recently issued a decision regarding 
Pinterest. NAD began following NutriSystem Inc.’s weight loss stories that claimed great success 
and linked back to the NutriSystem website. The NAD found that it was undisputed that these 
“pins” represented customer testimonials and as such the “pin” should be accompanied by 
clear and conspicuous disclosure noting that typical results customers can expect to achieve 
using the NutriSystem weight loss program. The NAD and the FTC have taken particular interest 
in social media sites such as Pinterest, so be careful.  
 
Professional responsibilities when promoting your practice  
By utilizing sites such as Pinterest, physicians are promoting their practices. This means that 
their activities need to comply with their relevant boards of medicine. Boards of medicine have 
rules of professional responsibility for physicians when advertising or otherwise when 
promoting themselves. These rules vary by state. For example, some states find that it is not 
permissible to use before and after photographs of your patients even with their permission. All 
states would agree that a physician cannot make fraudulent statements about their ability or 



patient results. Before placing anything on Pinterest, it is best to do a quick review of the 
physician’s responsibilities and obligations as set forth by their licensing board(s).  
“You just have to do a little research up front to make sure what they are doing will comply 
across the board with your society, your state medical board and the platform you are using. I 
have seen on Facebook where a company will say, the third person to hit the “like” button will 
get a free Botox. You can’t do that because that would go against Facebook’s rules.  
You can’t use an action of Facebook to get a prize. It is also against some society rules to give 
Botox away to someone you have not had a consultation with,” Ramsey said.  
 
Only the paranoid survive… 
Assuming that you have your patient’s permission and that you’re permitted to do so by the 
licensing board, you still want to protect yourself. Here are some useful tips for owners of 
photographs when placing them on Pinterest.  

 Include copyright statements on your website 
 Include code on your website that prevents an image from being copied 
 Consider including a watermark on your images 

  
Image owners who do not want their material shared on Pinterest can add a small piece of 
Pinterest-provided code to their website that prevents Pinterest users from sharing that site’s 
content. 
  
Pinterest states they follow the Digital Millennium Copyright Act (DMCA) to ensure they are in 
compliance with all copyright laws. The DMCA divides websites into two categories: service 
provider and content provider. Service providers are websites like Facebook, Twitter and 
Pinterest. Content providers create content. The DMCA provides a safe harbor for service 
providers. Therefore, when a user violates copyright laws, the service provider ‘Pinterest’ can 
choose to follow the DMCA safe harbor provisions and not be held liable for the actions of the 
user.  
 
Given the popularity of Pinterest and the demographics of its users, many aesthetic practices 
will be interested in using this site, but being aware of the areas of concerns stated above, 
physicians should be able to move forward safely.  
  
Michael J. Sacopulos is the CEO of Medical Risk Institute (MRI). Medical Risk Institute is a firm 
formed exclusively to provide proactive counsel to the healthcare community to help providers 
understand where liability risks originate, and reduce or remove these risks. He may be reached 
at msacopulos@medriskinstitute.com. 
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