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International HPV Awareness Day

2018 2020

1st
International HPV 
Awareness Day

3rd
International HPV 
Awareness Day

5th
International HPV 
Awareness Day

2022
Friday 

March 4th

Since 2018 IPVS has been raising awareness about HPV every year
on March 4th and throughout the year.

This year we shared the message that this is a virus we can beat, and
count #OneLessWorry
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The goals
for this 
campaign

1. Raise awareness and
understanding of HPV
globally

2. Ensure International 
HPV Awareness Day on
March 4th provides a
highly visible annual

focal point for the
International HPV
Awareness 
Campaign and 
supports a
year-round global 
public conversation

3. Provide a toolkit of 
materials for the IPVS 
network of partners 
and members to
employ for local 
adaptation/delivery 
while maintaining 
alignment with the 
global campaign
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One Less Worry
the concept

The past two years have been dominated by the presence of another virus, 
unsettling our world and bringing uncertainty and worry into our lives.

When we consider the many factors that impact our world, it is easy to
become overwhelmed.

Conscious of this difficult reality, #OneLessWorry frames HPV as 
something we can remove from our list of things to worry about. By taking 
simple steps, we can regain control, knowing we can determine this aspect of
our health and our future.
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results
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Results

8

Facebook 
and Instagram paid 
campaigns

Live webinar 
on March 4th

2,418

231

60,085

5.7 MIO

746,300

10.3 MIO

71,400
132.4MIO

112.7 MIO

Resources downloaded

2,340

120

20

790

337
2019 2020 2021 2022

925
14.43MIO

2.8 MIO

549

9,250

2,340

50,568

3,08 BN
Potential audience 
(2021 VS 2022)

Press release #Hashtag
Performance

Website visits
(page views)

Website visits
(new visitors)

Paid
Google Ads

Partners Social media

Potential audience #onelessworry 
potential reach

Total pageviews Total new visitors Total impressions Total partners Followers

18,017

3,0 BN

3,08 BN

82,715

529

6882,715

13,149

2,95 bn

Press release views

50,568
Press release views 
(2021 VS 2022)

#askabouthpv
potential reach

#hpvawarenessday
potential reach

Hashtag total potential 
reach (2021 VS 2022)

47.9MIO

Pageviews progress 
(VS 2021)

Total pageviews 
(2021 VS 2022)

New visitors progress 
(VS 2021)

Total new visitors 
(2021 VS 2022)

60,085

Total download Total download
(2021 VS 2022)

Total clicks Total partners progress 
(VS 2021)

Facebook post reach
(VS 2021)

Followers (since 2019)

2,418

208

Facebook engagements 
(VS 2021)

Reach

Post engagement

Video view rate
Spanish language

English language

Japanese language

15

16

21
Registration

Attendees



3,15 bn

3,1 bn

3,05 bn

3,0 bn

2,95 bn

Potential audience media 
2021 VS 2022

3,0

Press release views

50,568
Potential audience

3,08 bn
3,08

Press release views 
2021 VS 2022

60,000

50,000

40,000

30,000

20,000

10,000

0

18,017

50,568

Results

Social media Press release

Followers

2,418
Facebook engagements (VS 2021)

68
Facebook post reach (VS 2021)

231

Followers 
2019 – 2022

3,000

2,000

1,000

0

208

2,418

2019 2020 2021 2022

2022 channel size ditribution

587 875 956

24

36

40
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2018 2019 2020 2021 2022

7,989 9,411 6,322
13,149

Pageviews progress (VS 2021)

529
82,715100,000

75,000

50,000

20,000

10,000

0

Results

Website visits (IHAD March 4) Website visits (page views)
Total IHAD March 4

12,234
IHAD March 4 progress (VS 2021) Total pageviews

227 82,715

2018 2019 2020 2021 2022

820
2,121 1,500

3,742

12,234
15,000

12,500

10,000

7,500

5,000

2,500

0
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GIF Stickers
Total stickers views

40,400

Results

Website visits ( new visitors)
Total new visitors

60,085
New visitors progress (VS 2021)

549

2018 2019 2020 2021 2022

4,308 6,853 3,183
9,250

60,085
70,000

60,000

50,000

40,000

30,000

20,000

10,000

0

Resources downloaded

2021 2022

2,500

2,000

1,500

1,000

500

0

925

2,340
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Results

Facebook and Instagram 
paid campaigns

Paid Google Ads #Hashtag Performance

Post Engagement

Link clicks

746,300

746,300

Reach Total impressions

5.7 Mio 10.3 MIO
Total clicks

71,400
Video view rate

#askabouthpv potential reach

112.7 Mio
#onelessworry potential reach

132.4 Mio
#hpvawarenessday potential reach

2.8 MioSpanish English Japanese 
language language language

21 16 15

275 Mio

250 Mio

225 Mio

200 Mio

175 Mio

150 Mio

125 Mio

100 Mio

75 Mio

50 Mio

25 Mio

0

#Hashtag total potential reach 
2021 VS 2022

14.43

247.9
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success stories
Japan 14

China 15

Singapore 17

South Africa 18

Spain 20

Canada 21

Senegal 22
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Japan

A powerful alliance

Minpapi 

VcanHPV 

Love49

Teal Blue Japan

HPV Vaccination Promotion 
Municipal Assembly Member’s
Federation

Minpapi Webinar

Focused on Young people, 
Cervical cancer Survivor, Media
responsibility.

Know-VPD Poster

Posters distributed to pediatric 
clinics across Japan

1,000

Love49 web-event

Cervical cancer screening. Led
by Dr. Konno.

VcanHPV year-long 
campaign

Click to see the video

Click to see moreClick to see more Click to see more Click to see the video
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People cross every day

2.4mio

Shibuya Scramble

Breaking through a cultural barrier in a way that 
would have been unimaginable even just one year 
earlier, a video openly discussing HPV was shown in 
public to millions of people.

https://twitter.com/KnowVPD/status/1499436484352352280
https://www.youtube.com/watch?v=gScsQmrarwMwatch%3Fv%3DSwGmUwZFnIA&t=37s
https://www.youtube.com/watch?v=gScsQmrarwMwatch%3Fv%3DSwGmUwZFnIA&t=37s
https://love49.org/information/885
https://love49.org/information/885
https://shikatanakunai.com/topics/1408/
https://shikatanakunai.com/topics/1408/
https://twitter.com/KnowVPD/status/1499436484352352280
https://www.youtube.com/watch?v=n6IWBUi6hRE
https://www.youtube.com/watch?v=n6IWBUi6hRE


China

Dalian
Liaoning province

Beijing

Jining
Shandong province

Urumqi
Xinjiang province

Baotou 
Erdos
Inner
Mongolia 
province

Ningbo
Zhejiang province

Xiamen
Fujian province

Zhengzhou
Henan province

Chongqing

Shenzhen
Guangdong province

Guangzhou
Guangdong province

Chengdu
Sichuan province

Lanzhou
Gansu province

Changzhi
Shanxi province

14 cities

Activities

Lectures, Free health consultations, 
Poster, Short videos, Knowledge contest,
HPV Awareness Forest, Fun games, Mini
marathon.

Audiences

General public, Health care 
providers, Policy makers.

Messaging

3 Simple steps (Education, 
Vaccination, Screening), One
less worry.

15

Campaign report

Click to see more

https://ipvsoc.org/wp-content/uploads/2016/09/Report-of-the-5th-IHAD-in-China.pdf
https://ipvsoc.org/wp-content/uploads/2016/09/Report-of-the-5th-IHAD-in-China.pdf


China

Posters Roll screens Leaflets

Cards Videos

Material package memories
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Singapore

New partner

Alliance for Active Action Against
HPV (A4HPV) became an IPVS
partner in 2021.

Wawan Husen music

Multilingual News Coverage

Straits Times (English News) Zao Bao (Chinese News) Berita Harian (Malay News)

Social Media Posts by Prominent Politicians

Minister of State on 6 March Member of Parliament on 6 March

Zumba classClick to see more

Click to see more

Click to see more Click to see more

Click to see more Click to see more
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https://www.a4hpv.org/
https://www.a4hpv.org/
https://www.straitstimes.com/singapore/one-less-worry-campaign-launched-to-spread-cervical-cancer-awareness
https://www.straitstimes.com/singapore/one-less-worry-campaign-launched-to-spread-cervical-cancer-awareness
https://www.facebook.com/yllow
https://www.facebook.com/yllow
https://www.facebook.com/Zhulrahim.sg
https://www.facebook.com/Zhulrahim.sg
https://www.zaobao.com.sg/news/singapore/story20220307-1249551
https://www.zaobao.com.sg/news/singapore/story20220307-1249551
https://www.beritaharian.sg/setempat/kempen-dilancar-bagi-tingkat-kesedaran-cegah-hpv-barah-serviks
https://www.beritaharian.sg/setempat/kempen-dilancar-bagi-tingkat-kesedaran-cegah-hpv-barah-serviks


Press release

Click to see more

CANSA website

Click to see more

Infographic

Videos (in association with the Centre of Community Technology at Nelson Mandela University)

Click to see the video Click to see the video

South Africa

Materials and tools
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Languages:

IsiXhosa

IsiZulu

Sesotho
English

Afrikaans

https://cansa.org.za/cansa-promotes-onelessworry-hpv-awareness/
http://www.cansa.org.za/
https://www.youtube.com/watch?v=N_88r-RQO-c
https://www.youtube.com/watch?v=NgRKF_krux8
https://www.youtube.com/watch?v=NgRKF_krux8
https://cansa.org.za/cansa-promotes-onelessworry-hpv-awareness/
https://www.youtube.com/watch?v=N_88r-RQO-c
http://www.cansa.org.za/


Radio spots (in partnership with Siemens Healthineers)

Click to see more

Open letter to parents

Click to see more

Zodwa Sithole, CANSA’s Head of Advocacy, sponsored by The National

Department of Health, Training of Traditional Health Practitioners

Click to see more

Social media

Materials and tools

South Africa

19

https://cansa.org.za/radio-spots-cansa-cervical-cancer-awareness-and-screening/
https://cansa.org.za/letter-from-cansa-urging-parents-to-support-human-papilloma-virus-hpv-vaccination-programme-in-schools/
https://cansa.org.za/cansa-provides-training-to-traditional-health-practitioners-to-help-close-the-cancer-care-gap/
https://cansa.org.za/radio-spots-cansa-cervical-cancer-awareness-and-screening/
https://cansa.org.za/letter-from-cansa-urging-parents-to-support-human-papilloma-virus-hpv-vaccination-programme-in-schools/
https://cansa.org.za/cansa-provides-training-to-traditional-health-practitioners-to-help-close-the-cancer-care-gap/


Spain

Impact in Spain
Día Internacional de 
Concienciación
sobre VPH4 de marzo de
2022

Press
conference
(digital and paper)

• 2 de marzo de 2022

• Madrid

+15.000
views

1899 impresiones - 465
reproducciones

1253 impresiones - 326
reproducciones

540 impresiones - 171
reproducciones

465 reproducciones
(Instagram)

Twitter e
Instagram

+5000 views

Video
s

+15.000
views
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Canada

Reach

218,400
Engagements

5,600
Reshared via Eswatini National Cancer Control
Unit

Locations

Attendees of English Webinar

383
Attendees of French Webinar

200

Combined views

63,120

Digital billboards views

77,000
News Outlets

93
Combined Reach

57 MIO
Highlight video

Ottawa

Vancouver

Montreal

Toronto

Social media HCP Webinars

3 Storyteller videos

Digital billboards Press release (EN + FR)

Click to see the video
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https://www.youtube.com/watch?v=AwxLcYXkb_g
https://www.youtube.com/watch?v=AwxLcYXkb_g


Senegal

Congress

March 4th and 5th, the 
Société Sénégalaise de
Colposcopie et
de Pathologie liée au 
Papillomavirus (SSCPP) 
organized its first congress
to coincide with
International HPV 
Awareness Day.

School visit

Representatives of the SSCPP visit
primary schools to promote HPV
vaccination.

National campaign

Dr Omar Gassama and Dr Ousmane Dieng
driving National campaign combatting
cervical cancer.

Video

+100 local and regional leaders
who agreed to join the fight
against cervical cancer have
been recorded.

Goodies

Polo shirts, caps, and bags
produced with SSCPP and One
Less Worry logos.

Partnership
IPVS partner from Senegal (joined in 2021)

1st

Press conference

Local TV and radio covered a press
conference launching a partnership with
the Ministry of Health.

Click to see the video

Click to see the video
Click to see the video
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https://www.facebook.com/groups/461019472036143/permalink/507526450718778/
https://youtu.be/-ZGDHj2d_BM
https://www.facebook.com/groups/461019472036143/permalink/507526450718778/
https://www.facebook.com/groups/461019472036143/permalink/505738490897574/
https://www.facebook.com/groups/461019472036143/permalink/505738490897574/
https://youtu.be/-ZGDHj2d_BM


Press release
deployment
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Press release deployment

Press release views 
2021 VS 2022

60,000

50,000

40,000

30,000

20,000

10,000

0

3,08 bn

3,1 bn

3,08

3,06 bn

3,04 bn

3,02 bn

3 bn

2,98 bn

2,96 bn

2,94 bn

Potential audience media 
2021 VS 2022

Press release views

50,568
Potential audience

3,08 bn
Press release headline in 2022

Scientific leaders signal major breakthroughs
in elimination of human papillomavirus
(HPV) related cancer.

Press release headline in 2021

Ticking time bomb: Medical expert warns 
thousands could die from HPV prevention 
programming interrupted by Covid.

18,017
3,0

50,568
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Press release deployment

One 400-word media 
release in 6 languages 
including key campaign 
message and images.

Pick up of press release

Top media outlets

Top locations

> 0

1 – 10

10 – 30

30 – 100

100 – 300

300 – 1000

> 1000

25



Press release deployment

CNET
Japan

visitors/month

88 mio

BusinessToday
India

visitors/month

5,4 mio

Yahoo! Finance
Global

visitors/month

47,4 mio

AsiaOne.com
Singapore

visitors/day

949,530

Associated Press
USA

visitors/month

19,8 mio

iNews
China

visitors/day

261 mio

Click to see more

Click to see more

Click to see more

Click to see more

Click to see the video

Click to see the video
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https://www.j-cast.com/other/a05_prwire/2022/03/04432361.html
https://www.j-cast.com/other/a05_prwire/2022/03/04432361.html
https://www.businesstoday.in/prnewswire/?rkey=20220303EN80021&filter=2418
https://www.businesstoday.in/prnewswire/?rkey=20220303EN80021&filter=2418
https://ca.finance.yahoo.com/news/scientific-leaders-signal-major-breakthroughs-000100876.html
https://ca.finance.yahoo.com/news/scientific-leaders-signal-major-breakthroughs-000100876.html
https://www.asiaone.com/business/scientific-leaders-signal-major-breakthroughs-elimination-cervical-and-anal-cancers
https://www.asiaone.com/business/scientific-leaders-signal-major-breakthroughs-elimination-cervical-and-anal-cancers
https://apnews.com/press-release/pr-newswire/coronavirus-pandemic-health-immunizations-cancer-cervical-cancer-6b40d350c2d47bd138200847d4cab047
https://apnews.com/press-release/pr-newswire/coronavirus-pandemic-health-immunizations-cancer-cervical-cancer-6b40d350c2d47bd138200847d4cab047
https://page.om.qq.com/page/O80S-P_MdJqLC0rOkBKenumw0
https://page.om.qq.com/page/O80S-P_MdJqLC0rOkBKenumw0


Digital Deployment
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Digital deployment

How it works 
(mechanics)

Facebook and Instagram campaigns

Facebook, Instagram, Messenger Ads, Boosted posts

Organic Posts and #Hashtag Performance

Instagram Posts, Facebook Posts, Instagram Stories, Facebook
Stories, cross-channel usage #onlessworry, #hpvawarenessday,

#askabouthpv

Google Ads campaign

Display Ads, Video Ads, Search ads

Influencers

Instagram, TikTok, YouTube influencers channels using social
media post builder, askabouthpv.org and hashtags across their

channels

askabouthpv.org

Common CTA
“Learn more”

North Star KPI
Traffic to Website

28



Influencers

@ginecoyvos 

@freeda_en 

@niveavoltran

@thisisavulva 

@briaandchrissy 

@xixiyang

@thenursenote 

@coutureinclinic 

@thecoastalmummy

Campaign messaging

#onelessworry 

#hpvawarenessday

Potential reach

3,7 mio

Influencer activity included 
contracting nine influencers. They
agreed to share key messaging with
their audiences. This allowed the
camapign to extend its reach beyond
the campaign’s channels by tapping 
into a pool of 3.7 million people and
delivering HPV awareness across
social media platforms such as
TikTok, Instagram and YouTube.

29



Three hashtags were promoted during this campaign.

Their usage in social media during the period February 1 – March 4, 2022 provided
total potential reach of 247.9 Million

#askabouthpv

Potential reach

112.7 Mio
#onelessworry

Potential reach

132.4 Mio
#hpvawarenessday

Potential reach

2.8 Mio

#Hashtag performance

30



Facebook and Instagram 
paid campaigns

Reach

5.7 Mio
The number of people who saw your ads

at least once. Reach is different
to impressions, which may include multiple views

of your ads by the same people.

Post Engagement

746,300
The total number of actions that people take

involving your adverts.

Event Responses Link clicks

50 746,300
The number of people who responded The number of clicks on links within with

Interested or Going to your Facebook the ad that led to advertiser-specified
event, attributed to your adverts. destinations, on or off Facebook.

Age & gender distribution Placements

31



Facebook and Instagram 
paid campaigns
Examples of the ads

32



Google ads campaigns

Impressions Avg. CPC

10.3 Mio 0.22 USD
How often the ad is shown.

An impression is counted each time the ad is
shown on a search result page or other site
on the Google Network.

The average cost-per-click shows the campaign’s
spend efficiency. Benchmark CPC for ”Health &

Medical” is $0.63.

Interaction Rate Clicks

5.81 71, 400
How often people interact with the ad after The number of clicks on links within it’s
shown to them. Used to help figure out the ad that led to advertiser-specified

how effective the advertising is. destinations, on or off Facebook.

Clicks by gender and age

33

Clicks, costs and impressions by 
device type



Google ads campaigns
Examples of the ads

Display
Smart dynamic responsive display

Smart dynamic responsive ads mix
different campaign assets and copy
and improve over time using Google AI
and performance stats.

Best performing ad by number of
clicks. Motion has been proven to
increase CTR.

Display
Display responsive ads

Display responsive ads are single asset-
based. The advantage of these ads is
that they do not let Google interfere
with the look and feel.

The best performing ads are those with
little text and a clear call to action.

34



Google ads campaigns
Examples of the ads

Video ads
Video Ads were shown on Google’s 
YouTube and Display networks. The 
Display network is a group of more than 
2 million websites, videos, and apps 
where ads can appear.

Display Network sites reach over 
90% of internet users worldwide.

Examples of target contexts: 
Heatthcare, cnn.com

Target audiences: Dreamers, Doers

February 14 – March 4, over half a 
million people viewed and/or
interacted with the campaign video as
a result of these ads. Video Ads
represent the highest enagegment rate
of any of the campaigns with an
average rate of 34.6%.

Engagement rate

40
Note: Examples only. Not representative of all possible combinations.

Engagement rate

35
Engagement rate

30

Spanish Video Ad English Video Ad Japanese Video Ad

Click to see more Click to see more Click to see more
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https://www.youtube.com/watch?v=VSCkrvtVt3Y&force_ad_encrypted=AOuNsfhXWSmYDcr_4hWPg6FLjFWbqA2rUQaXBk9dw7nUiQ9t70CnTiINf74TuiSYNBWBCO2PtEkLh6Y_Vl7ZY4Kioek5OnBiQlMMjaMns4DArDhQ4MPUzIoDsttiisEPg8AiWAq5ZblDEZnk6zCkCQSdODJnVtaWMTSpFcGM9csgTYMqa1wUtZCYQuY6Q1TKcQAm2wQCaPsUTmqdsFHmmfuGi7ySmb4aIH8hk-v6gc9Tktr8L-z0jphY-0dzVLmTPD60mOmjUc5SiqtjgnFOvzCr0LOy5-OThxsN8xK6-wdFo31sZkP4IfHGygL613J0IIdjc5k0fjyuNxfYyIuQ4E540fiephi5U4cxwg7h65CUh-KIB_oDGUk%3D
https://www.youtube.com/watch?v=VSCkrvtVt3Y&force_ad_encrypted=AOuNsfhXWSmYDcr_4hWPg6FLjFWbqA2rUQaXBk9dw7nUiQ9t70CnTiINf74TuiSYNBWBCO2PtEkLh6Y_Vl7ZY4Kioek5OnBiQlMMjaMns4DArDhQ4MPUzIoDsttiisEPg8AiWAq5ZblDEZnk6zCkCQSdODJnVtaWMTSpFcGM9csgTYMqa1wUtZCYQuY6Q1TKcQAm2wQCaPsUTmqdsFHmmfuGi7ySmb4aIH8hk-v6gc9Tktr8L-z0jphY-0dzVLmTPD60mOmjUc5SiqtjgnFOvzCr0LOy5-OThxsN8xK6-wdFo31sZkP4IfHGygL613J0IIdjc5k0fjyuNxfYyIuQ4E540fiephi5U4cxwg7h65CUh-KIB_oDGUk%3D
https://www.youtube.com/watch?v=VSCkrvtVt3Y&force_ad_encrypted=AOuNsfhMfwLAZUwOqipvFa5uRNoZLkw8Q0ouMM2Bm2C8yghyDLuqLir84xg57OtpZjPRfvApTc_o_M1advEgyoIDO6YGXAdFiSvq42qPfV30dlugvP0knKTlgxlNjFJ1HFQN8t24I0kRNT4a-ZXhY3IM-dlnQml6oQkKq57RMd01Uz-eMZUjM513uQ60KBjhrMFppCpeYJypF9dZ2tFTJfV_BiIoE-E1IF3XfU7SAfzCrecnQV6EzqeAgV7Q9QCWthXUMKI9wIRzr0riWOxVGeyP4-7VwEMbzLfa_V1jukOFTR_yxjR224imlVfmPNXt20tI5mSVV_HzAoA-tD7d6WV6kpQN2syce23UKc12M_Yi2FD7lAjjd38%3D
https://www.youtube.com/watch?v=VSCkrvtVt3Y&force_ad_encrypted=AOuNsfhMfwLAZUwOqipvFa5uRNoZLkw8Q0ouMM2Bm2C8yghyDLuqLir84xg57OtpZjPRfvApTc_o_M1advEgyoIDO6YGXAdFiSvq42qPfV30dlugvP0knKTlgxlNjFJ1HFQN8t24I0kRNT4a-ZXhY3IM-dlnQml6oQkKq57RMd01Uz-eMZUjM513uQ60KBjhrMFppCpeYJypF9dZ2tFTJfV_BiIoE-E1IF3XfU7SAfzCrecnQV6EzqeAgV7Q9QCWthXUMKI9wIRzr0riWOxVGeyP4-7VwEMbzLfa_V1jukOFTR_yxjR224imlVfmPNXt20tI5mSVV_HzAoA-tD7d6WV6kpQN2syce23UKc12M_Yi2FD7lAjjd38%3D
https://www.youtube.com/watch?v=VSCkrvtVt3Y&force_ad_encrypted=AOuNsfifiuC-1d0tYKGvqj5v_kQDZCrE3sLq-IuuCsNlpNmP56p27M8f0jfAHpS-w0C5T37bBVAAnn4VgCcp2tjv0iB6-VakYu9w8nsGSzPq6LcvdAJwNSJiqwfEIjlvKmp-D1-C9tzICL0hOuWqRqiUWkVdVjcFQENVRbdmkqNh-UZgz830Q2WAhUgutRWZWuHWNFg0eoUBIm3g6lW4xrOThpy8Ijh36AenYNtDqJPTIeMpwGXldPUAYQ7XikatciTQBvLALXV0cSYk6lNXuc5jkm2UsW52TXgZb-W68s6sDtWNVZY3ewLUIoo78-RNkptv8Avuj1ewgt8pLxjG4JdyGKQwAcCx1iOnRTFciRly1BhkawEPR30%3D
https://www.youtube.com/watch?v=VSCkrvtVt3Y&force_ad_encrypted=AOuNsfifiuC-1d0tYKGvqj5v_kQDZCrE3sLq-IuuCsNlpNmP56p27M8f0jfAHpS-w0C5T37bBVAAnn4VgCcp2tjv0iB6-VakYu9w8nsGSzPq6LcvdAJwNSJiqwfEIjlvKmp-D1-C9tzICL0hOuWqRqiUWkVdVjcFQENVRbdmkqNh-UZgz830Q2WAhUgutRWZWuHWNFg0eoUBIm3g6lW4xrOThpy8Ijh36AenYNtDqJPTIeMpwGXldPUAYQ7XikatciTQBvLALXV0cSYk6lNXuc5jkm2UsW52TXgZb-W68s6sDtWNVZY3ewLUIoo78-RNkptv8Avuj1ewgt8pLxjG4JdyGKQwAcCx1iOnRTFciRly1BhkawEPR30%3D


Google ads campaigns
Example of the ads

Search ads
Dynamic smart responsive ads turn an 
HPV-related query into a top search 
result entry on page one of Google.

Unlike Video and Display ads that are 
interruptive, Search Ads provide intent-
based marketing results. They are 
delivered to people who have shown a 
genuine interest in the subject. Although 
they do not have as massive a reach as
Display or Video ads, they deliver 
greater engagement.

Although only 2,519 clicks to 
askabouthpv.org were generated from 
this type of ad, the interaction rate was 
6.21%, which is 10 times higher than 
Display’s 0.65% rate.

Keeping this type of ad “always on” 
throughout the year provides
excellent marketing knowledge and
also the opportunity to remarket to
people who have shown interest in
particular HPV queries when you
activate Display/ Video Ads.

Top 5 Search Terms

human 
papillomavirus

what is human 
papillomavirus

what is 
papillomavirus

what is the human 
papillomavirus

human papillomavirus 
and cervical cancer
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Traffic to the website

The goal was to lift website to traffic in 
relation to 2021. Website page visits in 
2021 were 13,149. 2022 represented a
529% increase with a total of 82,715 
page views. On March 4, 2022 alone, 
the website recorded 12,234 visits 
(+227% vs 2021).

41% of all visits came from India. 
Nigeria, Kenya and South Africa 
combined provided 27.5% of all visits. 
Surprisingly (since the website is only 
available in english language) Brazil, 
Mexico and Chile were amongst the 
top 10 visitors to the website (10.4%) of 
all visits.

The United States and the UK jointly 
contributed to 9.5% of all the visits.
However, their bounce rate and time/ 
session average are the best amongst 
top ten countries who vist. Therefore, 
quality traffic to the website seems to 
be directly inked to language availabilty.

Bounce Rate Avg Time/Session

13,149

82,715

Total pageviews

82,715
Pageviews progress (VS 2021)

529

90,000

80,000

70,000

60,000

50,000

40,000

30,000

20,000

10,000

0

Website visits (Page views) 
2021 VS 2022
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Traffic to the website

india
India provided a enormous amount of
traffic. On the free internet (hence excluding
China’s due to the Great Firewall) India is the 
country with the most internet users in the 
world. Therefore, it is normal that an English 
language campaign will be highly effective in 
India due to the sheer size of the market.

Click through rates are high but quality traffic 
is low. The bounce rate is the highest of the 
top 10 most visited with almost 94%. And the 
average time spent on the site is 8 seconds.

Uttar Pradesh (in the north of India) is the 
region delivering the highest amounts of
traffic during the 2022 campaign. Likewise,
the city of Guwahati in the Northeast of the
country where the campaign was highly
popular.

Interestingly, in Uttar Pradesh only 10.87% of 
people clicking on the campaign were males.

Future campaigns might want to consider 
specific India campaigns with cultural 
adaptations in order to keep users’ 
engagement high.

Uttar 
Pradesh

Guwahati
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Traffic to the website

Japan Spain
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Traffic to the website

South Africa canada
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Traffic to the website

age and gender
Unfortunately, Google Analytics was
installed late into the campaign (Feb. 17) and 
demographic settings were not activated.
Charlescannon turned them on Feb. 28 
when noticing. The following information 
only considers information between March
1-5 .

Paid Facebook and Google Ads provided 
complimentary information with regards to 
obtained traffic demographics because their 
objective was to boost website traffic.

We know that Google Ads were most effective 
with males between 18-24. Keep in mind they 
could be younger, but Google cannot officially 
report stats about children. The same is true 
on Facebook.

Although ads were popular amongst men, we 
can also see female website traffic was at 53% 
vs. male traffic in the last days of the campaign. 
This is due to campaign optimisation improving 
with time. Female participation increased 
towards the end of the campaign.

We were happy to see that age targets were
on point throughout the campaign to match
your “doers” and “dreamers” segmentation.

FB/Insta Ads

Website Traffic

Google Ads

Female traffic 53%
(Mar. 1 – Mar. 5)

18 – 34’s brought 54% of traffic 
(Mar. 1 – Mar. 5)
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Traffic to the website

recommendations
The main marketing KPI for this campaign is 
traffic to the website. The campaign was 
planned to begin in January but was  delayed due 
to the completion of the new website.

Activated on Feb. 14 without Google Analytics
all website performance is from February 17 –
March 5.

We believe the bounce rate can be 
reduced through improvements to the 
user interface, reduction in loading
times and additional choice of  languages.
Ads and to a lesser extent organic social 
media posts delivered most of the  
traffic. We know from our demographic
analysis of visitors to the site quality of
traffic was not an issue.

A benefit to the campaign would also be to 
keep developing the website’s pages beyond 
the homepage (77% of traffic stayed on this 
page) in order to stimulate more navigation 
throughout the website to keep average time 
per sessions longer.

Low bounce
rate

High average time on
page
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Delivering a world
with one less worry
implementing HPV vaccination for all
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Delivering a world with one less worry
Implementing HPV vaccination for all

Live webinar on March 4th

Registrations Attendees

790 337
Click to see the video

Key topics discussed

Expert panel shares their views on HPV
awareness and vaccination

Overcoming stigma about HPV

Understanding the behavior behind 
vaccine hesitancy

Opportunities and challenges in 
achieving HPV vaccination for all

44

https://youtu.be/eQjsU1lu040
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Delivering a world with one less worry
Implementing HPV vaccination for all

Event flyer Static Post for Event Panelists Static Post Template for Event Animated invitation

Event banner

Live webinar on March 4th
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maintaining
momentum
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Maintaining Momentum

Vertical Banner 
for Tradeshows

Panel Event Snippets
on Social Media and Website

New Static and 
Animated Posts with

a full-year social media calendar

Tiktok/Reels

Full-year Google ad
campaign

New evergreen content for
askabouthpv.org

Corporate Partnerships/ 
Fundraising

Pitch Deck

Solicitation Email Content

New pages on askabouthpv.org 
for corporate and individual giving

Ad campaign with “Donate Now” CTA

LinkedIn Content
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Interactive campaign guidelines

Campaign guidelines and assets

International 
HPV Awareness 
Day Campaign

Logos – One Less Worry

Click to access

and download
the toolkit / assets

The One Less Worry Logo is

available in freeform (white

background) and in round

and square formats (purple

backgrounds)

for use on t-shirts, bags,

badges,...anything you can

imagine for local

execution. It is also

provided in 7 languages.

Languages:

English

Hindi

Bahasa Malay

Brazilian
Portuguese

Japanese

French

Spanish

15

Human papillomavirus (HPV) affects 4 out of 5 of us. While most of us never

experience symptoms, the virus can cause cervical cancer (as well as cancer of the

penis, anus, vulva, vagina and throat), and claims almost half a million lives every

year.

These are lives that could be saved. People of every background, nationality, race,

gender.

We have the tools at our disposal: cervical screening detects HPV-related cancers and

precancers, making effective treatment possible; while vaccines have proven to be 90%

effective in eliminating the virus*.

Yet we face barriers to circulating the necessary information and rolling out essential

screening and vaccination programs.

On March 4th, our aim is to overcome these barriers by growing awareness about HPV,

and how we can beat it. By educating people about the virus and addressing the

related stigma. By communicating clearly:

We can eliminate HPV and count #OneLessWorry

* https://www.bbc.com/news/health-59148620

Introduction to HPV

4

Institutional Posters

HTML

Can be swapped out locally

MESSAGE

Can be swapped out locally

IMAGE

Can be swapped out locally

QR Code

Can be swapped out locally

Languages:

English

Hindi

Bahasa Malay

Brazilian
Portuguese

Japanese

French

Spanish

Two customizable posters have

been designed for the

campaign. These posters can

be produced locally for display

in hospitals, doctor’s offices,

clinics, etc. Each poster draws

the viewer in with the One Less

Worry logo and delivers a clear

and direct message about either

vaccination or screening.

The posters are available

for download in 7 languages. The

messages, images, HTML, and/or

QR code can be swapped out to

meet local adaptation

requirements of the campaign.

Click to access

and download
the toolkit / assets

19

One less worry
The Concept 7

TheGoals for this Campaign 8

6

Static Posts – Facebook and Instagram

Visit AskAboutHPV.org to learn more about

screening tests and vaccinations. #onelessworry

Visit AskAboutHPV.org to learn more about

screening tests and vaccinations. #onelessworry

103,345 likes

Visit AskAboutHPV.org to learn more about

screening tests and vaccinations. #onelessworry

View all 307 comments

A set of 10 static posts

has been developed for

deployment across the

IPVS social media channels.

They are downloadable in

7 languages for local use

by IPVS partners.

Languages:

English

Hindi

Bahasa Malay

Brazilian
Portuguese

Japanese

French

Spanish

Click to access

and download
the toolkit / assets

23

Audience Segmentation

A life free 
from HPV

Gatekeepers
Parents & Educators

Job to be done:
Convince them it is the

right and responsible

thing to do

Advocates
HPV organisations, Survivors, Engaged influencers, Family and Friends

Job to be done: Influence, support, and encourage others

Facilitators
Government bodies,

Health agencies,

Medical community

Job to be done:
Prioritise availability and

accessibility of HPV vaccines and

screening and overcome cultural

barriers

Dreamers
Teens and preteens

aged 9-14

Job to be done: Make them

say “I want this vaccine”

Doers
Women aged 25+

Job to be done: Remove worries

about the screening test and highlight

the peace of mind that comes once it’s

done

11

@AskAboutHPV – Facebook and Instagram Accounts

Sat Sun

28 1 2 3 4 5 6

7 8 9 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 29 30 31 1 2 3

4 5 6 7 8 9 10

Mar 2022
Mon Tue Wed Thu FriSat Sun

5 6

7 8 9 10 11 12 13

14 15 16 17 18 19 20

21 22 23 24 25 26 27

28 1 2 3 4 5 6

7 8 9 10 11 12 13

3 4 5 6 7 8 9

10 11 12 13 14 15 16

17 18 19 20 21 22 23

24 25 26 27 28 29 30

31 1 2 3 4 5 6

Fully engage with the campaign by following both channels and liking

every post! Help build momentum for the campaign as we approach

HPV Awareness Day on March 4th, 2022!

Jan 2022 Feb 2022
Mon Tue Wed Thu Fri Sat Sun Mon Tue Wed Thu Fri

27 28 29 30 31 1 2 31 1 2 3 4

8 posts 12 posts 8 posts

26
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Logos Wall 
mural 
design

Posters

Videos

QR Code

Campaign guidelines and assets
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Web banner advertising

WOMAN SUBSCRIBE SIGN IN

It’s been snowing in Moscow for almost two weeks when Anastasia

Petrov signs on to Teams in mid-October, but she’s clinging tight to

the ethereal glow that has made her a world-renowned supermodel –

and has given her the platform to do something with it. Even cast in

fading gray light and blurred by finicky WiFi, her resolve radiates from

the screen: she really, really wants to talk about her periods.

Social media post builder

Create your custom
START AGAIN

social media post

1. Choose the topic of your post

VACCINE SCREENING

2. Upload your photo

CHOOSE PHOTO Please upload a JPEG
or PNG file less than 8mb.

3. Customize your message
Who knew getting an HPV

Who knew getting an HPV vaccine was so important? Now I know! vaccine was so important?

Now I know!

DOWNLOAD SHARE Who knew getting an HPV I was so anxious before
vaccine was so important? my cervical screening, but
Now I know! I shouldn’t have been. NBD!

Facebook and Instagram static posts

Visit AskAboutHPV.org to learn more about

screening tests and vaccinations. #onelessworry

103,345 likes 103,345 likes

Visit AskAboutHPV.org to learn more about Visit AskAboutHPV.org to learn more about

screening tests and vaccinations. screening tests and vaccinations.

#onelessworry #onelessworry

View all 307 comments View all 307 comments

Visit AskAboutHPV.org to learn more about

screening tests and vaccinations. #onelessworry

Animated invitation Animated social media stickers

Campaign guidelines and assets
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Campaign guidelines and assets

Africa logos Static Post for Event Panelists Static Post Template for Event ʽʽThank youˮ visuals

Video files for dubbing (60 and 30 seconds files)

Languages: 

Slovakian 

Hungarian 

Japanese

Facebook cover image and email signature banner

Website thumbnail icons
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Join the global partner network 
raising awareness about hpv

Let’s talk!
Contact IPVS at

HPVday@kenes.com

AskAboutHPV.org

mailto:HPVday@kenes.com
https://askabouthpv.org/
https://askabouthpv.org/
https://askabouthpv.org/
https://askabouthpv.org/
https://askabouthpv.org/
https://fr-fr.facebook.com/AskAboutHPV/
https://fr-fr.facebook.com/AskAboutHPV/
https://www.instagram.com/askabouthpv/?hl=fr
https://www.instagram.com/askabouthpv/?hl=fr
https://www.instagram.com/askabouthpv/?hl=fr
https://www.instagram.com/askabouthpv/?hl=fr
https://twitter.com/AskAboutHPV?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://twitter.com/AskAboutHPV?ref_src=twsrc%5Egoogle%7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
https://www.askabouthpv.org/



