European Network of

NCER
S URvioRs

EU Network of Youth Cancer Survivors
(EU-CAYAS-NET)

Grant Agreement No. 101056918

Social Media Metrics

Deliverable No: D2.2
WP(s): WP2

Task(s): Task 2.7 Adapting Platform content to social media accounts (Facebook page,
Instagram, YouTube) and amplifying social media reach

Co-funded by the European Union. Views and opinions expressed are however those of the
F author(s) only and do not necessarily reflect those of the European Union or the European
St Health and Digital Executive Agency (HaDEA). Neither the European Union nor the granting

Co-funded by authority can be held responsible for them.
the European Union



EU-CAYAS-NET — Project No. 101056918

Version History

Version Date Description
V0.0 2023-05-31 First draft
V0.1 2023-06-07 Draft reviewed
V1.0 2023-06-12 Final version submitted to HaDEA
Full Name Short Name Number Role
CHILDHOOD CANCER INTERNATIONAL CCI Europe 1 Coordinator
FUNDATIA YOUTH CANCER EUROPE YCE 2 Beneficiary
SIOP EUROPE SIOPE 3 Beneficiary
PANCARE PANCARE 4 Beneficiary
PRINSES MAXIMA CENTRUM VOOR KINDERONCOLOGIE .
PMC 5 Beneficiary
BV
PAGALBOS ONKOLOGINIAMS LIGONIAMS ASOCIACIJA POLA 6 Beneficiary
FUNDACIO PRIVADA PER A LA RECERCA | LA DOCENCIA .
FSID 7 Beneficiary
SANT JOAN DE DEU
HOSPITAL SANT JOAN DE DEU HSID 7.1 Affiliated Entity
MEDIZINISCHE UNIVERSITAET WIEN MUW 8 Beneficiary
PINTAILLTD PT 9 Beneficiary
SURVIVORS OSTERREICH - KINDER-KREBS- . .
.. SurvivorsAT 10 Associated Partner
UBERLEBENDEN-INITIATIVE
Fondation d'Utilité Publique KickCancer KickCancer 11 Associated Partner
Assosiation Heart for children with cancer AHCC 14 Associated Partner
ASSOCIATION CHILDREN WITH ONCOHEMATOLOGIC .
ACOD 15 Associated Partner
DISEASES
Krijesnica - udruga za pomoc djeci i obiteljima suocenim L .
o . Krijesnica 16 Associated Partner
s malignim bolestima
Spolecne k usmevu, z.s. Sku 17 Associated Partner
FAKULTNI NEMOCNICE U SV. ANNY V BRNE ICRC 18 Associated Partner
DEUTSCHE KINDERKREBSSTIFTUNG DER DEUTSCHE
LEUKAMIE-FORSCHUNGSHILFE AKTION FUR DLFH/DKS 19 Associated Partner
KREBSKRANKE KINDER E.V. STIFTUNG

D2.2 Social Media Metrics 2



EU-CAYAS-NET — Project No. 101056918

NGO KARKINAKI AWARENESS FOR CHILDHOOD AND .
KARKINAKI 20 Associated Partner
ADOLESCENT CANCER
YouCan Cancer Support Network Ireland CLG YouCan 21 Associated Partner
CanTeen Ireland CanTeen Ireland 23 Associated Partner
FONDAZIONE IRCCS ISTITUTO NAZIONALE DEI TUMORI INT 24 Associated Partner
Vereniging Kinderkanker Nederland VKN 25 Associated Partner
Fundacja Pani Ani FPA 26 Associated Partner
Asociatia Obsteasca Filiala din Republica Moldova a .
o ) ALPMD 27 Associated Partner
Asociatiei Little People Romania
Asociatia Little People Romania Little People 28 Associated Partner
ASSOCIATION OF CHILDHOOD CANCER PARENT, . .
. CB&MladiCe 29 Associated Partner
GUARDIAN, CHILDREN AND FRENDS Chika Boca
"Zvoncica" Childhood Cancer Parent Organization ZVONCICA 30 Associated Partner
Federacion Espaiola de Padres de Nifios con Cancer FEPNC 31 Associated Partner
SMILE n.o. SMILE 32 Associated Partner
Detom s rakovinou, n. o DR 33 Associated Partner
Foundation Little knight LITTLEKNIGHT_SI 34 Associated Partner
ON EST LA ON EST LA 37 Associated Partner
ACREDITAR - Associacdo de pais e amigos de criangas .
ACREDITAR 38 Associated Partner
com cancro
EUROPEAN ONCOLOGY NURSING SOCIETY EONS 39 Associated Partner
Fondatioun Kriibskrank Kanner Fondatioun.lu 41 Associated Partner
Sano Sano 42 Associated Partner
Childhood Cancer Foundation CCIRL 43 Associated Partner

D2.2 Social Media Metrics



EU-CAYAS-NET — Project No. 101056918

SOCIAL MEDIA METRICS

1 EXECULIVE SUMMAIY..c..iceiiiiiicrcireereereecreeeranerasernserassensernserasssnssenssensssnsssnsesnsssnssennsans 5

2 Introduction & Background ...........ccceeiiiiieniiiiiiniiniiiiiieesnesssssssssssssesaes 5

S I Y« T ¢ o T Yol s TSR 5
3.1 WP2/6 COllabOratioN....cceuueerereerierernnneereresserrersssersersssessersssessersssesesssssssesssssssesssssssessssessens 5
3.2 Content creation and targeting ........ccccciiieeiiiiiiiiiiiiiiiin e rsaee s sesaesens 6

L R (1Y ¥] | RN 8
4.1 Knowledge Hub & RESOUICE CENLIE....cc.cciieeeeiirieeniiireeeneerreneseesrenesesrennssesnennssssrensssssnennns 8
4.2 Facebook, INStaBram........ccceeiiiiiieiiiiieniiiiieeiiiiieeiniteneesiennessstenssssssensssssssnsssssssnnssssssnnss 9
4.3 YOUTUD. ...ttt rreseren e reaesenessnssssassssensssensssenssssnssssnnsssensssensssensssanssssnns 15

5  IMPACt & CONCIUSION ..cuuuieeniiienirrinierenereenerenneeeenereasereasserensessassessssessssessassssssessnsesenne 16

D2.2 Social Media Metrics 4



EU-CAYAS-NET — Project No. 101056918

1 Executive Summary

This report provides the metrics for engagement via the Knowledge Hub & Resource Centre of the
Platform, as well as on project social media accounts (Facebook, Instagram and YouTube). All of these
project channels were launched at the beginning of January 2023 alongside the launch of the Network
Platform (as detailed in D2.1). This report covers metrics for the first five months of performance of
social media channels, showing organic growth. The metrics to date have reached the performance
goals indicated in the Grant Agreement. At the end of May 2023, an external communication agency
with competences in the social media field was hired to further amplify project communications.

2 Introduction & Background

Social media channels serve three distinct purposes in the project: (1) to disseminate the content
created and shared during the project; (2) to target young cancer survivors in Europe; (3) to build an
online community of young cancer survivors, their caregivers and healthcare professionals interested
in the topics covered by the project. As such, social media channels growth is organic, leveraging the
extensive networks of project participants, and is dependent on other tasks of the project. The
Management Team of the project ensures that the quality and tone of messages disseminated via
social media platforms meet the expectations of the project and that young cancer survivors can
identify themselves within the visual and textual tone of the posts.

3 Approach

3.1 WP2/6 collaboration

CCI Europe is responsible for internal and external overall project communication as leader of WP6
‘Communication, dissemination & sustainability’, while POLA leads WP2 ‘Network Platform’. CCl
Europe and POLA coordinate activities related to the social media platforms on a daily basis and there
is a weekly WP2/WP6 meeting to further facilitate coordination.

The Network Platform was developed from M1 - M4 (Sep — Dec 2022) and was launched on 28 Dec
2022.

In M2 (Oct 2022), CCl Europe selected an external service provider (Karma Agency,
https://karma.agency/) to create a social media strategy for the Platform. The social media strategy

has been revised several times and the latest version as of M9 (May 2023) is attached to this report.
Content creation, scheduling and tone setting of the posts on Facebook, Instagram and YouTube follow
the social media strategy, while the strategy itself is updated regularly to reflect the learnings of the
project.

From M5 - M9 (Jan — May 2023), POLA and CCI Europe have been coordinating activities related to the
engagement via social media channels. A detailed distribution of tasks between POLA, CCl-Europe and
external service providers has been developed (Figure 1). In addition, a social media posting calendar
is used to plan the posts in the digital platforms, indicating the type of content, the platform, the
visuals, the messages and hashtags for every day of every month of the project (Figure 2). The posting
schedule is updated at the end of the month for the next month at the weekly WP2/6 meeting involving
the POLA, CCl Europe and YCE teams. The posting calendar includes additional information about posts
on the LinkedIn and Twitter that are optional, additional social media channels and are not referenced
in the Grant Agreement.
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Figure 2. Excerpt of social media posting calendar

3.2 Content creation and targeting

Active use of social media channels and coordinated content creation are critical for the success of the
overall project. As there is currently no catalogue of the over 500,000 young cancer survivors in the
EU, active social media targeting, which will be used throughout the duration of the project, can
empower the beneficiaries to reach the substantial target audience of the project. As such, different
targeting techniques, different posts and tone for different audiences in different platforms are used.
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As reported in D2.1, the Network Platform was launched on 28 Dec 2022 (M4). The Knowledge Hub &
Resource Centre, Facebook page, Instagram account and YouTube account are all part of the Network

Platform and different social media channels are also cross-referenced via the Platform at
beatcancer.eu (Figure 3).
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Figure 3. Links to social media channels on beatcancer.eu
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4 Results

4.1 Knowledge Hub & Resource Centre
The Knowledge Hub & Resource Centre on the Platform, at the time of writing this report, contains:

1) 124 resources tailored to the target audience of the project
(https://beatcancer.eu/resources/), i.e. young cancer survivors aged 18-39 in the EU, as well

as their caregivers and interested healthcare professionals). Resources are created/collected
by the beneficiaries of the project on a quarterly basis, reviewed and filtered by POLA and then
translated into the 8 languages of the Platform (with google translations to the remaining EU
official languages).

2) 16 events related to the project (https://beatcancer.eu/events/). Listed events are related to

various tasks of the project, and include both internal meetings and external events that are
related to the topics of various tasks of the project.
3) Discord server (https://beatcancer.eu/community/). Discord is used for community building

and daily interactions among network participants. The growth of the online Discord
community is rapid and at the time of reporting proves to be the most efficient way for young
cancer survivors to connect with their peers and contribute to the project activities.

Number of Unique Different countries of Number of Young
Participants on Participants on Cancer Survivors on
Discord Discord Discord
Total 183 At least 24 At least 77

For the Knowledge Hub & Resource Centre, the Grant Agreement includes the following performance
indicators, which have been met (and exceeded) (Table 1):

1) Reach 2,500 unique visitors per month by August 2023, M12. This target was already met (and
exceeded) in April and May of 2023 (M8, M9).

2) Reach 5,000 unique visitors per month by August 2024, M24. The metrics are on track to reach
the target already by the end of June 2024 (M10) and to exceed the expectations by M24.

3) Have 12 unique countries visiting per month by February 2023, M6. This target was already
met (and exceeded) from January — May 2023 (M5 — M9).

4) Have 27 unique countries visiting by August 2024, M24. This target was already met (and
exceeded) from January — May 2023 (M5 — M9).
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Table 1. Summary of Platform metrics from January — May 2023 (M5 — M9)

Month (2023) | Number of Unique Visitors | Number of Unique Countries Visited
January 834 47
February 783 49
March 1,421 47
April 2,696 43
May 4,100 45
Total 9,834 77

4.2 Facebook, Instagram

At the time of reporting, the EU-CAYAS-NET Facebook page (@youthcancersurvivors,
https://www.facebook.com/youthcancersurvivors) has 163 followers, the majority of whom are aged
18-39 (thus effectively reaching the target audience of the project) (Figure 4). 4 out of 5 followers are
women and this proportion is same for the age group 18-39.

Audience (i)

Facebook Page followers (i)

163

Age & gender ()

2

18... 25.. 35.. 45.. 55.. 865+

B women B Men

79.3% 20.7%

Figure 4 Metrics for Facebook followers

In May 2023 (M9), record growth has been recorded in terms of Facebook post reach and post
engagement (Table 2, Figure 5). The positive growth trajectory is expected to last until the end of the
project due to a gradual increase of project deliverables ranging from the results of Peer Visits, to
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recommendations, to community building events and generation of targeted content. Organic growth
will also be further supplemented by the promotion of social media posts via paid advertising (included
in the YCE budget). At the time of reporting, only two posts have been promoted by paid ads (for the
article in beatcancer.eu and the first webinar (30 May 2023)), which have resulted in the paid reach of
431,239 people (Figure 6). This metric is separate from the 258,789 Facebook Page reach, which
reflects organic growth.

Table 2. Facebook likes, followers, page reach and post engagements (Jan — May 2023)

Number of Number of Monthly Number of Number of Monthly
Month
Monthly New New Page Followers | Monthly Page Post Engagements
(2023) .
Page Likes Reach
January 11 19 1,818 86
February 12 29 2,788 258
March 14 17 855 163
April 2 6 747 125
May 37 55 255,235 2,832
Total 76 126 258,535 992
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Figure 5. Facebook metrics, May 2023 (M9)

Instagram reach (i)

Figure 6. Facebook account reach and paid reach
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The total post reach on Facebook page is 9,000 users since the creation of the Facebook page (Figure

7). The album posts are most frequently viewed (medium of 589 users per album post), as well as have

the most reactions, comments and shares (median of 33 user engagement per album post).
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Figure 7. Facebook post reach and engagement

The results of the Facebook page are shown below:

Median post reach per content
format
For posts created in the last 90 days

Median post reactions, comments
and shares per content format
For posts created in the last 90 days

@

Month Number of New Monthly Reach
(2023) Followers
January 90 184
February 116 464
March 48 296
April 23 273
May 67 1,993
Total 345 2,382
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The EU-CAYAS-NET Instagram page (@youthcancersurvivors, https://www.instagram.com/

youthcancersurvivors/) has 336 followers, the majority of whom are also aged 18-39 (Figure 8).

Instagram has slightly more users under the age of 35 compared to Facebook page followers. Similarly
to the Facebook followers base, 4 out of 5 Instagram followers are female.

B See Audience Report

Instagram followers (i)

336

Age & gender ()

18.. 25.. 35.. 45.. 55.. 65+

B women B ven

81.1% 18.9%

Figure 8. Metrics for Instagram followers

At the time of reporting, the Instagram account has a three-fold larger follower base compared to the
Facebook page (Figure 9). While the Instagram account has a lower total reach (9,000 reach on
Facebook vs 2,600 reach on Instagram), the median reach per post on Instagram is twice as large as
the median reach on Facebook (589 on Facebook vs 1,100 on Instagram). In addition, the median
engagement on Instagram is three times larger compared with the median engagement on Facebook
(33 on Facebook vs 90 on Instagram). Based on these results (better engagement and reach ratios in
the Instagram), Instagram will be the prioritised channel for paid ads in the upcoming months, while
POLA and YCE will continue to monitor the performance of the paid ads on a monthly basis.

D2.2 Social Media Metrics 13


https://www.instagram.com/youthcancersurvivors/
https://www.instagram.com/youthcancersurvivors/

Content overview

Explore noteworthy trends from the content that you recently created and shared.

Facebook posts

Reach
Post reach ()

2.1 K T 275%

Total from last 90 days vs 90 days prior
2K
1.5K
1K

- -
0

90 days prior

Engagement

Facebook Stories

Last 90 days

Post likes, comments and shares O

1 .1 K T 138.3%

Total from last 90 days vs 90 days prior

1K
800
600

400

1] .

200
90 days prier

Last 90 days

Instagram posts

Median post likes, comments and
shares per media type
For posts created in the last 90 days

Instagram Stories

Median post reach per media type (i)
For posts created in the last 90 days

Videos
831

Images
169

Audio
0

Text
0

Links
0

Videos
81

Images
31

Audio
0

Text
0

Links
0

Figure 9. Instagram reach and engagement
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The biggest spike of activity on Facebook was at the end of January 2023, beginning of March 2023
and then throughout May 2023 (Figure 10). This correlates with POLA and CCI Europe efforts to
proactively promote the project during internal (e.g. Peer Visit and Ambassador training events in Feb
2023) and external events (e.g. first project webinar on 30 May 2023). The spike of activity on
Instagram in the beginning of February 2023 corresponds to the Peer Visit and Ambassador training
events in Brussels (08 — 09 February 2023).
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Figure 10. Facebook and Instagram activity from Jan — May 2023 (M5 — M9)

4.3 YouTube

The EU-CAYAS-NET YouTube channel (@youthcancersurvivors, https://www.youtube.com/

@youthcancersurvivors) currently has just 7 subscribers and one video uploaded in mid-May 2023,

which has 118 views (Figure 11). YouTube channel does not have many views as content for it has not
been generated until M9 in line with the project plan, and furthermore there is no budget allocated to
the promotion of YouTube channel. Nevertheless from M10 YouTube channel will have additional
videos with footage from peer-to-peer visits, webinars and additional videos that will be created in line
with the project plan.
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Figure 11. Metrics for YouTube

5 Impact & Conclusion

Social media channels have proven to be an effective tool to raise awareness about the project
activities. However, the main goal of social media activities is to increase the traffic to the Platform
(beatcancer.eu) and then subsequently to the Discord server to build the online community of young
cancer survivors, caregivers and other healthcare professionals interested in the themes of the project.
The growth of followers is accelerating and should further scale as the monthly social media posting
calendar will be further utilised to schedule paid ads that will target different age groups in different
EU countries and will result not only in millions of reached visitors per month but will also facilitate
organic growth of followers on the social media platforms.

The YouTube channel will be used as a repository for the video content, generated in the project (e.g.
recordings from Peer Visits, recorded webinars, animated videos) that will be linked to on the Platform
and also shared on the Facebook page and Instagram account on a regular basis.

Only one performance indicator was due by the delivery date of this report, and it has been achieved
and exceeded: the Platform had visitors from 47 different countries in the first month post-launch
(January 2023, M5) versus a target of 12 different countries by February 2023 (M6). The following
months have retained stable numbers of countries and have consistently outperformed the target by
3-4 times. Based on this performance, the target indicator to have visitors from 27 different countries
by August 2024 (M24) will be easily achievable.

The Platform is also well on track for future targets of 2,500 unique visitors per month by August 2023
(M12) and 5,000 unique visitors per month by August 2024 (M24). By April 2023 (M8), the Platform
already had 2,696 unique visitors and a further 4,100 unique visitors in May 2023 (M9).

In the future, the project team aspires to significantly exceed the performance indicators referenced
in the Grant Agreement and will also expand social media activities to include regular posts on Twitter
and Linkedin.
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