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ampaign

Campaign objective Goals

 Raise public awareness of the « Reach the maximum
role of physical activity in stroke number of people

prevention and recovery - Deliver engaging content

in all global regions

e Increase the number of members

and partners who implement
#GreaterThan campaign

Metrics

- 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




Campaigh summary

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.

A big jump in the number
of countries participating
in World Stroke Day —

/8 countries and 170
community events — was
instrumental in driving
Increased global visibility
and engagement.

The inaugural
#HGreaterThan Challenge
attracted more than
2,000 sign-ups from
iIndividuals committed

to exercising as much

as possible throughout
the month of October —
while raising awareness
about Stroke prevention.

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 30K 78

total campaign reach uses of #WorldStrokeDay countries with registered events
#GreaterThan and #PreciousTime

600k 116% More than 2k

video views Increase in engagement sign-ups to the
with #WorldStrokeDay #GreaterThan challenge




World Stroke Day




Theme for

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

HGreaterThan
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

HGreaterThan
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.




To be greater
than yesterday

NEW CHALLENGE
BRAND AND
HERO VIDEOS

2024 Campaign Activities

¥ .l § 08:17PM

b%

World Stroke Campaign

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.

#GREATERTHAN i
CHALLENGE>>>>

1,134 comments - 1,232 times shared

INFLUENCER
CAMPAIGN

Patrocinado

we  World Stroke Organization

™ www.challengenound.com/

Unete al reto MejorQue - Organizacién
Mundial del Ictus

Nuestra visidén es un mundo en el que las personas
vivan libres de los efectos del Ictus. Ejerciclo puede
reducir el riesgo de sufrir otro ictus.

@ ousinesswire LogIn SignUp

o,

World Stroke

World Stroke Organization
Launches Global Coalition to
Drive Policy Action on Stroke
Care

QA
U

AN

GENEVA--(BUSINESS WIRE)--On World Stroke Day,
October 29, the World Stroke Organization (WS0)

announces the launch of a global coalition aimed at
accelerating policy action on stroke—now the second
leading cause of death and the third leading cause of
disability worldwide.

PRESS
RELEASE




Legacy Assets

Assets from previous campaigns highlighting prevention and key risk factors
lconography for FAST

Informative leaflets

Visual identity/branding for WSD

Social media posts

Campaign hub with downloadable assets (updated for 2024)

DOCUMENTS

Hypertension Ledflet

Find out more about how high blood pressure
affects your stroke risk and the steps you can take
to get high blood pressure under control.

English | German | French | Spanish | Hindi | Arabic
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One side of the face Arm weakness, the person
is drooping cannot raise their arms

WeRLD
STR«KE

" Get active

Be #GreaterThan>Stroke

Create Your Own Poster

If you are planning a local activity, or looking
to support stroke prevention awareness in
your community, our interactive tool helps you
design the perfect poster.

World Stroke Day 2024
Toolkit

Get everything you need to help raise awareness of
stroke on October 29th. Our toolkit includes a
campaign activation guide, links to social media
resources, posters cnd prevention information.

Download the Toolkit >

Speech Time

Difficulty speaking, ‘ E to call an ambulance

slurred speech and say it's a stroke

Create Your #GreaterThan Story

We've developed some great animated gifs to
help you personalise your Instagram stories.
Accessed from the Instagram app, why not
use them to share progress updates on your
#GreaterThan Challenge?



Singapore

lHluminations

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

The #GreaterThan campaign gained global
reach and awareness.

& L HEEETE |

: i Miércoles 4 de septiembre
'"'”pwu;"”}‘?”"?'*bb Atencion Prehospitalaria y
k Flujograma de ingreso al

! Hospital 8:00 AM a 8:30 AM
e — Dra. Gabriela Romero

2 S OSOOOOOOOSOTOSTS
Hosp!ta‘l Irma Lourdes Taller de Neuroimagen con

Tzanetatos énfasis en ECV Isquémico

8:35 AM a 9:20 AM

Dr. Fernando Sucre
Mancjo Agudo del ECV Isquémico en
Cuarto de Urgencias: Indicaciones y
Contraindicaciones de la Terapia
Trombolitica

SIMPOSIO PRE- JORNADA 9:35 AM a 10:05 AM

Dr. Nelson Novarro

" - s ® ' SODTOSOTDTOTOCOCT
Actia Rﬂpldﬂ, Piensa Seguimicnto Intrahospitalario

Claro: del ECV Isquémico Agudo

Fases del Manejo del ECV 10:10 AM & 10:35 AM
Isquémico” Dra. Lizeth Pinilla

En la Clinica Shaio | e | z | )= o SN
| " ' ' ~ ' " : o —_—m T Ealacion

de Disfagia en Pacienles con ECV

hablamos de ACV| B e , _. | By i
. » i = : = \ : | 2, _— INVITA: comité de docencia p
L L. Y ! > : - = (S ; - i Subdireccién de docencia Isquémico Agudo

g L

T

Direccién Médica 10:40 AM a 11:10 AM

Lic. Jodelkis Caballero
TN IOTITT
Seguimiento Ambulatorio del Paciente Post-
ECV Isquémico
Dr. David Anguizola
11:15 AM a 11:35 AM
SOOIV TIVIVTTIT
Rechabilitacion del Paciente con ECV
Isquémico Dra. Ana Elena Navarro
11:40 AM a 12:10 MD

[ransmision en vivo |

—
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CUERPOAMEDICO
H‘n" e | Hospital IV “Asigado Hermindes Mendoza™ Ica
-t

ACTIVIDAD POR EL DiA DEL ICTUS

26 de Octubre ®| 9:00 am
8828| pasacalle desde el Hospital Augusto Herndndez
Mendoza

CURSO DE CAPACITACION
DIA MUNDIAL DEL ACV

%} Modalidad Hibrido
sess 29 de Octubre 8:00 am

Q

: @ Auditorio Hospital Augusto Herndndez Mendoza
m::::::L: J | 4 p - . L E Destacados Ponentes Extranjeros y Nacionales
i-l;-x‘ PETROL CARIN “

e z'.w.::lmjz : . & ..: ; = . + Pl 4 ; - : - Y . Y L J] [

Dr. Rodrigo GuerreraT.  Dr. Alsjandro Rodriguez ¥,  Dro. Marla Gallo . -
% L

f\l 9 _ Q
M ~m (B KR

Dro. Sharon Vere Ch.  Dr. Marcos Vega M. Dre. Wendy Seminasio 6. Or. Julic Espinoza V.

Temas:
« Concepto y Manajo de ACV Criptogdna.
» Ensayes Clinicos ¥ Tratamiento en ICTUS extensos.
» Abordaje diagnéstico y Tratamiento del ataque lsquémiceo transitorio.
« Mis alld de la Monoterapia en ACV.
« Enfoque de Stroke desde el punto de vista Neuroquirdrgico.
« Diagnostico y Manejo de ACV Hemorrigico.
« Anticoagulacién en pacientes con Fibrilacion Auricular y Hemorragia cerebral.
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Slovenio W™ et B Guatemala .-

Get Your
Blood
Pressure

ReRR

o

C (, 17 WORLD

World stroke  STROKE CONGRESS

Cwganization
202 OCTOBER 22—125
BARCELONA, SPAIN

ONE WORLD VOICE
FORSTROKE
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Dypaarame of tusts wd =y Wellom
Carwarsas o Forylh

Punjab Stroke Project

MOU Signing Ceremany

Chief Guest
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World Stroke Day 2024 Reach and Engagement

World Stroke Day 2024 vs previous yedrs by numbers

&

EVENTS
2024
170
In 78 countries
2023
286
In 42 countries
2022

93

In 31 countries

\l/
/R

VISITS TO
CAMPAIGN WEBSITE

180,242*

*campaign digital promotions directed

to Challenge website

464,320

150,637

o3

CAMPAIGN
REACH

4.2 billion*

*Social, digital and media

2 billion

3.1 billion

\?r

CHALLENGE HOUND
SIGN-UPS

2,120 participants

15’331 activities

\/

—/

DOWNLOADS

18,222

9,000

3,9/0




Most popular posts

11:09 R

<

It starts with a decision

® 3
8,

To care
for body

s _-.' = I_'.o _:-.
Sign up to the challenge TODAY. For more info ... DAy .‘:

. SRS AL .' .

sen 5 . *w ta ot -

g Liked Blinstamontse84 @hd 3,504 others j ed by instamontse®4 aie, 2
" w R e S T s S e
T £ worldstrokecampaian - Original audio & N worldstrokecampaign - O

- - .

Sre: . vy e @ - . Pogleg
‘ - ...I..'.i....:........ .... #I_‘rtf.“ ‘

Q

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

®

483K

Impressions: M
Interactions: 1,346

£176.92

"
-,-,;r;'.-:“s_,- world: ‘tmlgcampaig_l‘_l
Indian National Cricketer Varun Chakaravarthy ...

ir trokecampaign : Original au 2 indianstrokeasso

() Q ® >

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

will havin & shiokie in our lilelime. bul most stiokes can b provented
WitH @ Tenw Smpie Ste0s. HEne's ONe 10 10 freduce Our fak Of SIroke,

Eat a healthy balanced diet

s

W

i worldstrokecampaign

DYK that 80% of strokes could be prevented ...
(D Q ®

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



Post

cci) European Stroke Org
— @ESOstroke

OOn #WorldStrokeDay,we stand with the

@WorldStrokeOrg in raising awareness about
#strokeprevention. Together, we are
erThan stroke & continue to support
research & advocacy for better #strokec:
C aXfME0OTQwWOY &
sAwarer trok

@WStrokeCampaign

ESO= §if#
Be #GreaterThan > Stroke

10:00 - 10/29/24 From Earth - 1.6K Views
13 Reposts 2 Quotes 38 Likes
(] + [as]

Past your reply

()

< #worldstrokeday

@ nilambarrath

Life Free From Stroke
28 October - 07 November 2024

A Public Health Outreach Campaign on

Stroke Prevention & Management

Than Stroke

e

@ Medicare.gov

@MedicareGov

#DYK 30 minutes of exercise 5 times a week
can reduce your risk of #stroke by 25%7 This
#WorldStrokeDay, try the #GreaterThan
Challenge: get moving to help stay healthy.
Learn more about stroke prevention:

go.medicar

#GREATERTHAN
CHALLENGE >>>>

Post your reply

@

12:238

< #GreaterThan

@. nilambarrath

Just 30 minutes
of exercise, five
times a week can
cut your stroke
risk by 25%!

I Saveiatien WLt Sacwbu Part pssaiate P

Camtmiy —~ o=
I F I m.:r_s:;_u m % N =0 “?ﬁ{’i"‘l

Qv A

2likes
nilambarrath #GreaterThan Stroke #BrainStroke... mare

@ knappmedicalcenter

Know the Signs of Stroke

/@ 2 A1 aAni~  Whatis astroke?

a Q ®@ © e

Cameaiyndy B Pa s PO

Qv A

4 likes
nilambarrath #GreaterThan Stroke... more

@ kenlu_net

Adoption of #GreaterThan
and #WorldStrokeDay branding

on Profit Organisation In Kumasi t

"!1 SPOT STROKE FAST FOUNDJRTI_..‘ + Follow
We smile because we are #GreaterThan Stroke.

World Strokel '
Crganisen

«GreaterThan Stroke
CHALLENGE

1 comment

& @ ] 7

Like Comment Repost Send

Reactions
tRNQGRELD -
L) lllo o Wo T %

Comments Most relevant 2

Sandra Rosellini Ochoa - 3rd+ TMon s

e
@

#GreaterThan

- redebrasilave

Liked by werldstrokecampaign and 422 others
redebrasilave A mudanga precisa comegar agora... more

See translation

@ successsuren @

. Aikenist Technolog

+ Follow

(o aikenist

CHALLENGE>>>>

#GreaterThan
...more

-7

#GreaterThan

- redebrasilave

A
° NOVOS casos
- por dia

|

somandio

Qv A

Liked by werldstrokecampaign and 422 others
redebrasilave A mudanga precisa comegar agora... more

See translation

@ successsuren @

12:36

€  #greaterthan

- m Sortby ~ Date posted ~
"% Maria (Mia) Fredin Grupper - 151
- Executive D: =tor at World Stroke ':I-:;. ration
R

Get Ready for World Stroke Day 2024! @

In this Olympic and Paralympic year, we're tapping _.more

#GreaterThan

- redebrasilave

12.052

Gbites por AVC em 2023 no Brasil

oQv

Liked by werldstrokecampaign and 422 others
redebrasilave A mudanca precisa comegar agora... more

See translation

@ suUccesssuren @

STR* KE
DAY &

How does exercise play a
role in stroke recovery
and prevention?

CRYI

it Disease & Stroke

HEART & STROKE
VOICE
IRILAND

< #GreaterThan
. ihe.rskrakataumedika -
(:9 1 Infraction Music - Do It Follow

it s

WeRLD
STR# KE
DAY =

SEGERA KENALI
GEJALAGZED

#GreaterThan>5troke

More Info | =

26 likes
ihc.rskrakataumedika Hai Sobat Krakatau Medika... more
Dctober 29 - See translalion

m esmadaniel @

Stroke Foundation of NZ

@ Message Stroke Foundation of NZ

12:26 8

< #GreaterThan
* arbi_yyc

JOIN THE
#GREATERTHAN
CHALLENGE >>>>

GET MOVING
THIS OCTOBER

Every minute counts

Be #GreaterThan > Stroke

Qv

Liked by werldstrokecampaign and 11 others
arbi_yyc « World Stroke Day is October 29th... mare

laydayhostels
Canggu

Singapore National Stroke Association

L7

Chat on WhatsApp

4 #worldstrokeday

/-'> mahanandanhospital Follow wee

A Mahanar%g.:l%g '
%\
A

W#RLD
STR#* KE
DAY &t

This Weorld Stroke Day, embroce daily
movemnent and empowar your health.
Let's beat Stroke togathar

Qv

14 likes
mahanandanhospital Stroke is the second leading... more

1] allontheboard &

i - # 1
@l Service information *

Q ®




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.

Measuring success

500k+ views (EN)
]OOk'l' views (ES)

Reached on WSO channels —
social and online ads

para cuidar
cuerpo

To be greater
than yesterday




Paid media

Hashtag Performance

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
{ ] { ] [
Advertising vs. Sigh-ups
2500000 700
595 600
2000000 533
500
1500 000 389
400
300
1000 000
173 200
500 000
l 100
9
N L
: m B ;
01/09/2024 09/09/2024 16/09/2024 23/09/2024 30/09/2024 07/09/2024 14/09/2024 21/09/2024 28/09/2024
Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8 Week 9
® Impressions ® clicks/10 Sign-ups

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.
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1. Influencer Outreach
2. Hashtag Performance
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Influencers

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.

® G O

@anamikamber
@laurarodriguezactriz
@acontadorofficial
@chakaravarthyvarun
@tibecru
@bradley_rose23
@mystrokeofhope
@mafearistizabalu

Campaigh messaging

HWorldStrokeDay
HGreaterThan




Influencer Outreach

Top
Influencers

@anamikamber @laurarodriguezactriz

@ amber @ | Follow |
i

THAERRER S IR TS T
See translation '

J

£ dio anamikamber - Origin 1 Jinal audio laurarodriguez: 2 3 people ' ik s

A Q @

Social  1.29M Social  1.1M

Stqts followers Stqts followers

@acontadorofficial

T I

ACONTADOROFICIAL
< Posts Follow

a 10S que esTals suTrienao esta UANA, 100a Espana esta
con vosotros, es triste, lamentahle, desesperante la... more

View all 158 comments

Novemnber 4 - See translation

‘ acontadoroficial ®
L 1 acontadoroficial - Original audio

i A ;' -
% The disease that changed my
| 1. 1 = + - Iy
MR mission in life. Mida ™

P

«
e Liked by worldstrokecampaign and 4,403 others
acontadoroficial ;Sabéis una cosa? Hoy es un dia
especial, el Dia Mundial del Ictus, la enfermedad que me

cambid mi vision de la vida en el afo 2004. Agui os dejo

imagenes y momentos pocas veces vistos. Espero que os
surmen.

Want to know something? Today is a very special day.
World stroke day. The sickness that changed my vision of
life back in 2004, Here are some rare images and
moments. | hope they contribute.

& Imédgenes cortesia de RTVE.
#diamundialdelictus #ictus #quererespoder

#vivamoscadadiacomosifueraelultimo

View all 80 comments

A Q

Social 964k

Stats followers

@chakaravarthyvarun

#GREATERTHAN
H CHALLENGE ~>>>,

Hworldstrokeday

Indian National Cricketer Varun Chakaravarthy ...

1 irokecampaign - Original au 2 indianstrokeasst

A Q ® &

Social 493k

Stats followers



Influencer Outreach

TOp

Influencers

@tibecru

Kf tibecruz @ r}?g_‘f_

Los sintomas de un ACV pueﬂg"r aparecer en ...

£ tibecruz . Original audio

A  Q

Social
Stats

®

240k

followers

@bradley_rose23

BRADLEY_ROSEZ23
Posts Follow

r' bradley_rose23 &
|\ “= 11 Loren Allred - Never Enough

When I feellike quitting...
| remember who I'm doing this for:

T

Social 180k

Stats followers

@mystrokeofhope

MYSTROKEQFHOPE
< Posts

@ mystrokeofhope

06

“Today, on World Stroke Day, |
am grateful for the unwavering
support and care of those who
have journeyed alongside me
as a survivor and advocate.

Your compassion and strength
have been my guiding light,
and | am endlessly thankful for
your presence in my life."

Q? Ta-g Qﬂin—m
29

My
Stroke
of [-Jope www.mystrokeofhope.com

Qv

27 likes

mystrokeofhope Today, on #worldstrokeday, | reflect on
the incredible journey as a survivor and advocate. | am
grateful for the unwavering support and care of... more

View 1 comment

October 29

@ mystrokeofhope

(A

Social 50k

Stats followers

@mafearistizabalu

For fear fear brings only pure
remorse | will be brave if even

mafearistizabalu @
Fallow

B Auto-translated

MANIFESTAR == *hacer que algo suceda® g4 ...

£1 Erich . Igual No Debo

(A Q ®

Social 3k
Stats followers






Hashtag Performance

HWorldStrokeDay

2024

2023

OVERALL USE

23.2K

12.3K

ENGAGEMENTS

278.4K

140.2K

POTENTIAL REACH

236M

183.4M

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.

Monitoring includes:
Twitter

Facebook

YouTube
Instagram

Distribution on the world map

by results
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Hashtag Performance

HPreciousTime

OVERALL USE

2024

2.1K

2023

310

ENGAGEMENTS

237.6K

23.1K

POTENTIAL REACH

26.2M

IM

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.

Monitoring includes:
Twitter

Facebook

YouTube
Instagram

Distribution on the world map

by results
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Hashtag Performance

HGreaterThan

OVERALL USE

2024

oK

2023

3K

ENGAGEMENTS

173.4K

120K

POTENTIAL REACH

316M

241.IM

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.

Monitoring includes:
Twitter

Facebook

YouTube
Instagram

Distribution on the world map

by results
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Hashtag Performance

Hashtag
combined results

Results over time
by topics

31K Results

L

08/08/2024 15/08/2024 22/08/2024

® #WorldStrokeDay

29/08/2024 05/09/2024

® #GreaterThan

12/09/2024 19/09/2024

® #WorldStrokeDay2024

26/09/2024 03/10/2024

® #PreciousTime

10/10/2024

17/10/2024

#MejorQue

24/10/2024

31/10/2024 07/11/2024

® #MelhorQue

25

Total share of Topics

1,724

2,224

3,937

22,910

13K

10.4K

7.8K

5.2K

2.6K

Gender Balance

Total potential
campaign reach

4.2B

® #WorldStrokeDay

® #HGreaterThan

® #WorldStrokeDay2024

® #PreciousTime
#MejorQue

® #MelhorQue
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Visitor
data

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

World Stroke Day — 29 October 2024

Total users

20,668 ¥

This represents a

-27.4% decrease

on 2023 figures

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

1-31 October 2024

Total users

102,842 ¥

This represents a

-82% decrease

on 2023 figures

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

#GreaterThan Challenge traffic — challengehound.com

Visitors to the site

77,400

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

People registered

2,120

Activities registered

15,331


https://www.challengehound.com

Top 5 countries globally

Visitor location data

Total users

New users Engaged sessions

® Nigeria

® India

® Nigeria

® United States

United Kingdom

Total users

102.8K

® India

® Nepal

® United States

United Kingdom
® Nepal

Sessions per user Engagement rate

1.25 43.01%




October 2024

How visitors
found you

Session source

Medium

Active users

(direct) (none) I 59,668
google organic —— 21,721
google cpcC I 10,133

bing organic M 1,783

time.is referral B 1324

fb paid B 1,240

ig paid i 828

m.facebook.com referral I 695

an paid | 351

chatgpt.com referral | 260

facebook.com referral | 256

(not set) - | 239

yahoo organic | 203
worldstrokecongress.org referral 1 185

l.instagram.com referral | 162

linkedin.com referral 1 141

l.facebook.com referral | 131

cn.bing.com referral 117

who.int referral | 117
statics.teams.cdn.office.net referral v




Key learnings

from 2024 campaign

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

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



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.

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

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

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

Recommendations
for WSD 2025

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

Return to #PreciousTime
in 2025, to capitalize

on its urgency and
emotional appeal.

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).

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

ChallengeHound provided
the ideal platform for bringing
the global Stroke community
together, with quality service
and user experience for

those who took part.

Continue to leverage

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