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Campaign  
objectives 2024 

Campaign objective Goals Metrics

•	Raise public awareness of the 
role of physical activity in stroke 
prevention and recovery

•	Reach the maximum 
number of people

•	Deliver engaging content 
in all global regions

•	Increase the number of members 
and partners who implement 
#GreaterThan campaign

•	Reach on digital and social media
•	Reach on PR
•	Reach of #GreaterThan
•	Video views
•	Engagement in social media 

posts (likes, comments shares)
•	Social media follower numbers
•	Website user data
•	#GreaterThan Global Challenge 

participation/registrations



Campaign summary

1.
The 2024 campaign 
surpassed previous 
years’ social media 
performance, with  
higher visibility and 
engagement on the main 
campaign hashtags –  
#WorldStrokeDay, 
#GreaterThan, 
#MejorQue, #MelhohrQue 
and #PreciousTime.

2.
A big jump in the number 
of countries participating 
in World Stroke Day –  
78 countries and 170 
community events – was 
instrumental in driving 
increased global visibility 
and engagement.

3.
The inaugural 
#GreaterThan Challenge 
attracted more than 
2,000 sign-ups from 
individuals committed 
to exercising as much 
as possible throughout 
the month of October – 
while raising awareness 
about Stroke prevention.

4.
Video content 
outperformed all 
other formats with 
he campaign video 
resonated with members 
and the wider WSD 
audience – the promotion 
of English and Spanish 
versions of the video 
reached more than 500K 
people around the world.



Campaign results

Reach more people Drive engagement Champion inclusion

4.2 billion 
total campaign reach

30K 
uses of #WorldStrokeDay  
#GreaterThan and #PreciousTime

78 
countries with registered events

600k 
video views

116% 
increase in engagement  
with #WorldStrokeDay

More than 2k 
sign-ups to the  
#GreaterThan challenge



The  
World Stroke Day  

Campaign



Theme for 2024

The World Stroke Campaign this year 
leveraged the emotional power of sport to 
raise awareness about stroke, encourage 
action on stroke prevention and rehabilitation.

Sport has a universal appeal that transcends 
geographical, cultural, and demographic 
boundaries. People from all walks of life 
engage with sports in some form. By 
leveraging sport as a platform for awareness, 
we believe the message will reach a wide 
and diverse audience.



The challenge

#GreaterThan 
Challenge
For World Stroke Day 2024 we launched the 
World Stroke Day #GreaterThan stroke active 
challenge. We called on the global community 
to commit to some kind of daily physical activity 
throughout October. 



The challenge

#GreaterThan 
Challenge
Participants signed up on World Stroke Day branded 
custom platform to register their minutes and 
types of activity. The challenge was designed to be 
accessible to all.



NEW CHALLENGE 
BRAND AND 

HERO VIDEOS

INFLUENCER  
CAMPAIGN

PRESS 
RELEASE

GOOGLE AD  
CAMPAIGN

LANDMARK 
ILLUMINATIONS

SOCIAL MEDIA POSTS  
TO PROMOTE IT

2024 Campaign Activities

26

1,134 comments       1,232 times shared710

commentlike share

29TH 1 h
World Stroke Campaign

3517

On your marks. Get set. 
Go get ready for World Stroke Day! 
Our new campaign website is live and has all the 
information and resources you need to raise awareness and 
build engagement in stroke prevention this October.



Face 
One side of the face 
is drooping

Arm 
Arm weakness, the person 
cannot raise their arms

Speech 
Difficulty speaking, 
slurred speech

Time 
to call an ambulance 
and say it’s a stroke

Legacy Assets
•	 Assets from previous campaigns highlighting prevention and key risk factors
•	 Iconography for FAST
•	 Informative leaflets
•	 Visual identity/branding for WSD
•	 Social media posts
•	 Campaign hub with downloadable assets (updated for 2024)



Illuminations
Countries around the world lit up famous buildings, 
monuments and structures to mark the day.

Singapore Egypt

Japan



Global participation

The #GreaterThan campaign gained global 
reach and awareness.

Colombia

Panama



Morocco Argentina Peru



Guatemala

GhanaIndia

UAE

Rwanda

UK BoliviaSlovenia



S. KoreaThailand



Campaign  
performance



World Stroke Day 2024 Reach and Engagement

World Stroke Day 2024 vs previous years by numbers

EVENTS VISITS TO  
CAMPAIGN WEBSITE

CAMPAIGN  
REACH

CHALLENGE HOUND  
SIGN-UPS

DOWNLOADS

2024

170
In 78 countries

180,242*
*campaign digital promotions directed  

to Challenge website

4.2 billion*
*Social, digital and media 

2,120 participants
15’331 activities

18,222

2023

286 
In 42 countries

464,326 2 billion - 9,000

2022

93 
In 31 countries

150,637 3.1 billion - 8,570 



Most popular posts

Reach: 373K​
Impressions: 1.2M
Interactions: 814
Cost: £140

Reach: 442K​
Impressions: 564K
Interactions: 1,025
Cost: £59.94

Reach: 483K​
Impressions: 1M
Interactions: 1,346
Cost: £176.92

Reach: 1M​
Impressions: 4.6M
Interactions: 3,560
Cost: £391.86



Adoption of #GreaterThan
and #WorldStrokeDay branding



views (EN)

views (ES)

Measuring success

500k+
100k+

Campaign Video

The simple message contained in this 
year’s campaign video resonated with 
audiences across languages.

The videos helped to raise awareness 
of the #GreaterThan Challenge, while 
also highlighting the role of exercise in 
preventing stroke.

Reached on WSO channels – 
social and online ads



IMPRESSIONS REACH LINK CLICKS INTERACTIONS VIDEO VIEWS

Paid Social 10M 4.2M 230K 8.5k 150k

Google ads 6.65M N/A 332K N/A 600K

The objective of this year’s paid media 
campaigns was to drive sign-ups for 
the #GreaterThan Challenge on the 
Challenge Hound site. 

A mix of video, display and search ads, 
as well as boosted social media posts, 
were invaluable in driving traffic to the 
Challenge Hound site.

A smaller, separate campaign focused 
on the benefits of exercise; driving traffic 
to the World Stroke Day site.

Paid media
Hashtag Performance
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7002 500 000
Advertising vs. Sign-ups

01/09/2024
Week 1

09/09/2024
Week 2

16/09/2024
Week 3

23/09/2024
Week 4

30/09/2024
Week 5

07/09/2024
Week 6

14/09/2024
Week 7

21/09/2024
Week 8

28/09/2024
Week 9

  Impressions    Sign-ups  clicks/10

56
74

29

533

595

173

389

214

37



PR and Influencer  
Outreach Results



1. Influencer Outreach
2. Hashtag Performance



1 Influencer  
Outreach



This year, we asked stroke survivors 
and advocates – with wide and 
engaged networks – to spread the word 
about the #GreaterThan challenge 
and the importance of getting active to 
prevent stroke.

 

Emotional and inspirational messages 
helped bring the campaign to life, raising 
awareness about stroke and reminding 
audiences around the world that it can 
happen to anyone.

Influencers

@anamikamber
@laurarodriguezactriz

@acontadorofficial
@chakaravarthyvarun

@tibecru
@bradley_rose23
@mystrokeofhope
@mafearistizabalu

Campaign messaging

#WorldStrokeDay

#GreaterThan



Top  
Influencers

Influencer Outreach

Social  
Stats

964k
followers

@acontadorofficial 

Social  
Stats

1.1M
followers

@laurarodriguezactriz

Social  
Stats

493k
followers

@chakaravarthyvarun

Social  
Stats

1.2M
followers

@anamikamber



Top  
Influencers

Influencer Outreach

Social  
Stats

240k
followers

@tibecru

Social  
Stats

3k
followers

@mafearistizabalu

Social  
Stats

50k
followers

@mystrokeofhope

Social  
Stats

180k
followers

@bradley_rose23



2 Hashtag 
Performance



Hashtag Performance

#WorldStrokeDay
Monitoring includes:
Twitter
Facebook
YouTube
Instagram

OVERALL USE ENGAGEMENTS POTENTIAL REACH
2024

23.2K 278.4K 236M
2023

12.3K 140.2K 183.4M Distribution on the world map
by results

This year’s campaign almost doubled last year’s totals for uses of, and engagement 
with, the #WorldStrokeDay hashtag. Participation from WHO, UN and Medtronic social 
accounts, as well as Indian news outlets, was key to the increases in performance.



#PreciousTime
Hashtag Performance

Monitoring includes:
Twitter
Facebook
YouTube
Instagram

OVERALL USE ENGAGEMENTS POTENTIAL REACH
2024

2.1K 237.6K 26.2M
2023

310 28.1K 1M Distribution on the world map
by results

The #PreciousTime hashtag was not as central to this year’s campaign. However, 
continuous interest in the hashtag highlights its appeal and should be used for 
future campaigns.



#GreaterThan
Hashtag Performance

Monitoring includes:
Twitter
Facebook
YouTube
Instagram

Distribution on the world map
by results

OVERALL USE ENGAGEMENTS POTENTIAL REACH
2024

5K 173.4K 316M
2023

3K 120K 241.1M

The #GreaterThan challenge was the main focus of this year’s campaign, with greater 
exposure than other campaign themes across media types. The increase across all 
metrics reflects the focus and the interest in the idea and the challenge.



1,724
2,224

3,937

22,910

217
25

Hashtag  
combined results

Hashtag Performance Total share of Topics

Total potential  
campaign reach 

4.2B

Gender Balance

44% 56%

  #WorldStrokeDay

  #GreaterThan

  #WorldStrokeDay2024

  #PreciousTime

  #MejorQue

  #MelhorQue

5.2K

2.6K

7.8K

10.4K

13K

Results over time
by topics

31K Results

08/08/2024

  #WorldStrokeDay

15/08/2024

  #GreaterThan   #WorldStrokeDay2024

22/08/2024

  #PreciousTime

29/08/2024

  #MejorQue   #MelhorQue

12/09/202405/09/2024 26/09/202419/09/2024 10/10/202403/10/2024 24/10/202417/10/2024 07/11/202431/10/2024



Website  
Performance



The 2024 campaign report highlights a big 
difference in user traffic with a decline in 
numbers both on the campaign day and during 
the campaign month of October. This can be 
attributed, in main, to the significant boost in 
users last year from the YouTube video.

As seen in the 2023 user source data below, this 
video drove 368,359 users to the website during 
the campaign period last year.

Challenge Hound traffic
Using paid social media and onle ads, 
we targeted the audiences most likely to 
engage with our ads and sign up on the 
Challenge Hound site.

Focusing on “converting” users (driving sign-
ups) this year vs. raising awareness in previous 
years impacted the overall traffic to both the 
worldstrokeday.org site challengehound.com 

No comparison with previous years,  
as this was the first year of the campaign.

Visitor  
data

World Stroke Day – 29 October 2024

#GreaterThan Challenge traffic – challengehound.com

1–31 October 2024

This represents a 

-27.4% decrease
on 2023 figures

This represents a 

-82% decrease
on 2023 figures

2023 – 28,465 total users 
2022 – 12,503 total users 
2021 – 11,399 total users

2023 – 569,786 total users 
2022 – 150,637 total users 
2021 – 43,428 total users

Total users

Visitors to the site People registered

Activities registered

Total users

20,668

77,400 2,120

15,331

102,842

https://www.challengehound.com


	 Nigeria

	 India

	 United States

	 United Kingdom

	 Nepal

Visitor location data
Top 5 countries globally

New users

Total users

Engaged sessions

Total users 

102.8K

Sessions per user 

 1.25
Engagement rate 

 43.01%

10.7K

9.7K

8.8K

6.9K

5.3K

9K

10.5K

8.5K

6.7K

5.2K

5.9K

3.9K

4.6K

4.4K

1.2K

  Nigeria

  India

  United States

  United Kingdom

  Nepal



How visitors  
found you

October 2024 Session source Medium Active users

(direct) (none)   59,668

google organic   21,721

google cpc  10,133

bing organic   1,783

time.is referral   1,324

fb paid   1,240

ig paid   828

m.facebook.com referral   695

an paid   351

chatgpt.com referral   260

facebook.com referral   256

(not set) -   239

yahoo organic   203

worldstrokecongress.org referral   185

l.instagram.com referral   162

linkedin.com referral   141

l.facebook.com referral   131

cn.bing.com referral   117

who.int referral   117

statics.teams.cdn.office.net referral   112



Key learnings  
from 2024 campaign

1.
Seeking a greater commitment requires bigger investment

This year’s campaign was the first instance of going beyond awareness as a key 
performance indicator. The action-oriented plan encouraged people who engaged 
with the campaign – in person or online – to sign up for 30 days of exercise.

Going from awareness to conversion generally requires more investment in  
the following:

•	Content that explains what is being asked, for members as well as for  
the general public

•	Multiple online touchpoints to remind, reinforce and convert

•	Ongoing support and communication to maintain momentum post sign-up

2.
The ChallengeHound Platform has high potential

The inaugural GreaterThan Challenge was hosted on the ChallengeHound 
platform – integrating numerous app trackers’ data to gather participants 
efforts in one place. The communal and competitive spirit attracted more 
than 2,000 people to sign up, logging more than 15,000 activities. Continued 
access to the platform beyond the month of the Challenge (October 2024), 
provides an excellent opportunity to create bespoke challenges throughout 
the year; using what we learned this year to improve the experience:

•	Shorter challenges with a clear and relevant focus (i.e., “Don’t smoke! Walk!”  
during World No Tobacco Day)

•	Regional focus, with support from members to activate and roll out

•	Prizes clearly communicated to increase interest



Recommendations  
for WSD 2025

1.
The introduction of the 
#GreaterThan challenge 
was successful, with high 
interest and participation 
in its first year. However, 
the accessibiliity and 
complexity of the campaign 
could impact its global 
appeal and uptake.

2.
The current demand for 
video content on social 
media platforms highlights 
the importance of video 
content to reach and 
engage a wider audience.

3.
The #PreciousTime hashtag 
performed well again in 2024, 
despite not being central to 
the campaign – highlighting 
its evergreen appeal.

4.
The number of countries 
taking part increased 
significantly in 2024, 
highlighting the importance 
of member engagement 
and a global campaign 
rollout. Activations around the 
world brought spectacular 
results (like the Pyramids 
of Giza lit up blue).

5.
ChallengeHound provided 
the ideal platform for bringing 
the global Stroke community 
together, with quality service 
and user experience for 
those who took part.

Focus on a more 
immediate, urgent and 
campaign idea for 2025.

Invest in short-form video 
content, including guidance 
for member orgs to develop 
their own content.

Return to #PreciousTime 
in 2025, to capitalize 
on its urgency and 
emotional appeal.

Revisit most popular 
campaign tactics to 
ensure a clear and efficient 
playbook for 2025.

Continue to leverage 
the platform for future 
events and opportunities 
to promote prevention 
through exercise.
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