
Session V – Communication 
Widening our Reach with Effective Public Awareness Campaigns



AGENDA – Communication Session V

15:30-16:00 Best practice sharing from our Members, Q&A



Get ready to make a pledge – what’s your next step for 
increasing your reach?

From what you learned today, what do you want to realise for 

your organisation?

Make a pledge as to what your next step will be in realising 

this…write it on the page and we will share on social media J



Welcome – Member Experiences

Cristina Vacca, EuropaColon Italia

Patricia Kramarokova, NieRakovine Slovakia

Dr. Ale Jose Hejase, SAID NGO Lebanon



EuropaColon Italia
Session 5: Widening our reach with effective Public Awareness Campaign

CRISTINA VACCA



OUR SOCIAL MEDIA CHANNELS



• Created on 14 February 2019

• Main peak with ECCAM 2021

2,169 viewings

1,073 page likes

90,280 reach

1,098 followers

• Total budget: € 1,000

• Cost per page like: € 2,00

June 2022            2,296 followers



• Created on March 2019

• 515 followers

• Profile visit

• Jan 2022: 8

• Feb 2022: 249

• Mar 2022: 2,644

• Apr 2022: 1,741

• May 2022: 287



• 2,203 viewings

• 25 videos

• ‘The best of tomorrow’ Campaign



• LAST ACTIVITES

• ARTICLES

• CAMPAIGN RESULTS

• COMMUNITY UPDATES

587 subscribers

Massive growth during ECCAM 2021

92 new subscribers in one day!



EDITORIAL PLAN

• CONTENT PUBLICATION SCHEDULE

• FACEBOOK POST BOOSTER during Campaigns (budget related)

• PRESS RELEASE AND INTERVIEWS UPLOADED ON REGULAR BASIS

• VIDEO INTERVIEWS WITH MEDICAL KEYNOTE SPEAKERS ON RELEVANT CRC TOPICS

MEDICAL NETWORK

• CAMPAIGN MATERIALS

• RESULTS 

• FEEDBACK



Thank you for the attention!



Our Best Practices
Communicating using the Power of the Press



Press communication objectives

• all 3 founders of „No to 

cancer“ are journalists

and have experience 

with cancer in family

• cooperation with 

professional 

photographer, 

webmasters and 

marketing & event 

agency  



Strategy 

1. invite media for our events and press conferences 

2. each topic supported with different type of media 

• Based on the topic & Target population 

• E.g. during ECCAM 2022 approx. 50 medial output



3. Try to impact whole population 

Professional magazines – to keep informed about 

population awareness (to be prepared for higher 

interest about the screening) 

Press releases – target policy makers 

General population ♀♂ Magazines; Plus one day, New times, 

♀ Madame, My psychology, 

♂The gardener, Fishing and hunting

Strategy 



4. Engagement of Public figuree 

Cinderella

story

Dressed up 

with hearth

Strategy 



5. Sharing POSITIVE patients' stories

Moderator Patrik Herman, is acting 
in the prevention of colorectal 
cancer already 20 years, he lost his 
father due to this disease  

Don´t be powerless 
against this disease

Thanks to the 
test, I am still 

here!

Marian said that he took the 

test just for economical 

reasons. Today he knows that 

the test saved his life.    

Strategy 



CANCER is NOT 
frightened by the 

coronavirus 
Jana Pifflova-Spankova, president of 
patient's organization „No to cancer“ is 
calling for action; don't forget that 
despite COVID 19 there is still cancers 
destroying life of many people

• The situation has been alarming even 
before, the coronavirus pandemic has 
made it even worse.

• 20 000 people over the age of 50 have 
received an invitation from the health 
insurance company for colorectal cancer 
screening.

• Unfortunately, that is all so far..only third 
of the invitees came to the examination...

• It took 13 years to get agreement on 
screening program with all the 
ministers... however, it is stagnating 
because of the corona virus

Strategy 

5. 



Questions?


