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Executive Summary
Key Communications & Health Marketing Campaign Metrics
Tuesday, August 9 — Saturday, December 31,2016

The National Blood Clot Alliance (NBCA) launched the Hospitalization arm of
its Stop the Clot, Spread the Word™ nationwide public health education cam-
paign, August 9, 2016, as part of its cooperative agreement with the Centers
for Disease Control and Prevention (CDC). This four-month digital health mar-
keting effort was implemented in Year Two of our cooperative agreement to
add two traditional media tools: A radio news release and a mat release. This
report provides details about the results of this effort.

A brief executive summary of our campaign results is outlined below:

Digital Media Press Release
e Audience: 6,874,618 estimated unique viewers 4,125 combined page views
e 272 clicks to links within DMPR, two times higher than the industry average of 124

Web Banner
e Audience: 4,633,581 impressions
e 9,936 banner clicks, with a 21% click-through rate (CTR), three times the national benchmark CTR of about 7%

Stop the Clot, Spread the Word™ Hospitalization Web Page
e 40,931 unique visitors to the Hospitalization Web page in the first four months after unveiling
e Average time spent on new Web page: 2:11; risk factor check list downloads: 1,012 in first four months

Video
e 1,688 views in first four months, with 66% of views from the campaign Web page
e Average view duration via embedded video on campaign website: 4:03

Infographic Distribution
e 1,090 online news placements, with total online readership of 62+ million
e Adbvertising value of 62+ million online news website readers: $749,178

Radio News Release
e 60 campaign radio news release airs 452 times on 477 radio stations, reaching 42.7 million people nationwide
e  Advertising value of 42.7 million listeners: $56,500

Mat Release
e 1,001 mat release placements appear in secondary and tertiary media markets nationwide, reaching 50+ million readers
e Adbvertising value of 50+ million mat release readers: $600,708

Facebook
e 24 campaign-focused NBCA Facebook posts over four-month promotion reach 188,000+ people
e Facebook posts during this four-month period realize 3,093 shares, with more than 8,600 link clicks to campaign assets

Twitter
e NBCA’s campaign-focused Tweets over four months generate 44,307 impressions on Twitter
e Campaign-focused Tweets result in 559 Twitter user engagements (i.e., favorites, retweets, comments)

Instagram
e NBCA’s Instagram posts reach 7,802 accounts
e Instagram reach among 7,802 accounts results in 10,810 impressions and 547 engagements

Pinterest
e Dedicated campaign Pinterest board averages 337 daily pin views over four months of campaign
e  Pinviews during this four-month period results in 872 average daily impressions




Digital Media Press Release

® The Stop the Clot, Spread the Word™ Hospitalization digital media press release (DMPR) was distributed via Mar-
ketWired on Tuesday morning, August 9, 2016. The release also was sent to distribution categories based on our

target audience and their areas of interest, including 2,500+ targeted websites.

® (Constructed as a social media vehicle, the DMPR contained our campaign logo, live links, and streaming video,
with more than 300 social media bookmarking and tagging options and real-time performance on Technorati,

Digg, Google, Bing and Yahoo.

® Results of this DMPR effort reached critical mass between August 9 and August 15, 2016.

Web Clippings

Web clippings represent a sampling of a
number of high profile outlets in which
the release appeared.

Headline clips refers to the number of
remote sites that featured just the head-
line and link to the campaign release

6.8 million

Precise Audience Reach:
6,874,618

Audience numbers are provided
by compete.com and represent a
daily volume of visitors to a given
site, at its top-level domain with
the monthly number of visitors
divided by the number of daysina
given month.

272 clicks to links within
DMPR, two times higher than
the industry average of 124

Public Page Views

2,431

RSS

1,694



http://www.marketwired.com/press-release/education-needed-to-save-lives-from-blood-clots-2149184.htm

Access Graph

The Access Graph below outlines the number of total views, daily views, and visitors to the DMPR during our period of critical
mass, or roughly one week from our August 9 distribution date.

B Page Views
Unique Visitors

Direct Traffic 1,995 48.36%
Referring Site 154 3.73%
Search Engine Site 48 1.16%
RSS Feed 1,694 | 41.07%
Web Indexing Service 234 5.67%
TOTAL 4,125 100%

==—=Cumulative Page Views
===Cumulative Unique Visitors

Total Views

The Total Views chart provides a breakdown of all user
traffic viewing the campaign press release, filtered by
user type.



DMPR Placement Samples

Several DMPR placement samples appear below, and several additional archived samples can be viewed at the
following link: Archived Stop the Clot, Spread the Word™ - Hospitals DMPR placement samples.

Education Needed to Save Lives From Blood Clots

THE OKLAHOMAN



http://www.c360m.com/reports/NBCA_Hospitalization_TwitterWebClips.pdf

Web Banner

® NBCA, in collaboration with CDC, designed and distributed a Web banner (pictured below) to drive highly target-
ed traffic to the Hospitalization page of its Stop the Clot, Spread the Word™ campaign microsite.

® We used a blend of search intent tech-
nology, behavioral targeting, and site
retargeting to deliver the banner to
online viewers when they were engaged
and poised to make key decisions. When
a consumer is online, search engine ac-
tivity is collected and classified by key-
word and category and then mapped to
create a user profile.

® Through behavioral targeting, our cam-
paign Web banner was fed to individuals
based on their online behaviors — web-
sites they were viewing, products they
researched, and purchases they made.

® Through site retargeting, we also tracked behavior on the campaign website and served the campaign banner to
users who left the site to lead them back for a return visit. This combined process ensured that we captured the
attention of only the most relevant targets with this campaign, resulting in a significantly higher level of click
throughs and click backs to the site.

® The Web banner launched on August 9, concurrent with the unveiling of our new Stop the Clot, Spread the
Word™ Hospitalization Web page on our campaign microsite, and ran for six weeks until in concluded in mid-
September 2016.

AUDIENCE IMPRESSIONS

4.6 million

CLICKTHROUGH DATA



Web Banner Screenshots

These screen shots provide samples of the Hospitals
focused Stop the Clot, Spread the Word™ campaign
Web banner placed on assorted websites, including:

® WebMD
New York Times
Health
Prevention
Livestrong.com

Newsmax Health




Stop the Clot, Spread the Word Campaign Website

® With the Hospitals focus of our Year 2 Stop the Clot, Spread the Word™ campaign, NBCA and CDC added an addi-
tional Web page to its campaign microsite dedicated to key information about blood clot risks connected to hos-

pitalization and surgery. This new Web page can be viewed here: Stop the Clot, Spread the Word™ — Hospitali-
zation.

® The site also includes an embedded video, as well as a downloadable checklist related to risk factors and other
patient-centered downloadable content.

® Four-month Web page metrics, from August 9 through December 31, 2016, are outlined below:

Unique Website Age Gender
Visitors Within
First 4 Months:

40,931

Paths to Portal: Primary Drivers


http://www.stoptheclot.org/spreadtheword/hospitalization
http://www.stoptheclot.org/spreadtheword/hospitalization

Miscellaneous Web, News, Ad Source Referrals

Website Access By Device

25%

Average amount of
time spent on page

2 Minutes 11 Seconds

5%

70%

Number of Risk Factor
Checklist Downloads

1,012 Downloads
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Video

® A video to support the efforts of the Hospitaliza-
tion arm of our Stop the Clot, Spread the Word™
campaign also was created.

® The video, 4:48 in length, focuses on HA-VTE risk
factors and signs/symptoms, and underscores
the importance of having a blood clot preven-
tion plan. This video can be viewed on NBCA's
YouTube channel by clicking on the icon to the
right or by clicking here: Stop the Clot, Spread
the Word™ Hospitalization video.

® The video is embedded on the campaign micro-
site and within the digital media press release.

Video Views: Traffic Sources

The chart plotted below shows video views over time, and indicates spikes in performance connected to
NBCA promotions and external sources. The greatest spikes are seen at launch, in connection with a related
HHS blog post, key social media pushes made by NBCA, CDC social media posts, and also when the video is
added to external playlists. The primary underlying driver is consistently stoptheclot.org and/or stopthe-
clot.org/spreadtheword/hospitalization.

— iews
100

hhs.gov
75

Rollout of new Web page NBCA Social Media Push

50

cdc.gov, 11/20

Playlist added, 11/22

Playlist added, 11/29

Playlist added, 12/13

25 NBCA Social Media Push

]
8/3116 B/14/16  8/25M16 9/5/16 9/16/16  9/27116 10/8/16 10119416 10/30116 1110016 M/216 0 12/2116 0 12113716 12/24/16
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https://youtu.be/vNArtKdLPC8
https://youtu.be/vNArtKdLPC8
https://youtu.be/vNArtKdLPC8

Demographics

[
i
I
Traffic Sources Device Type
Traffic Percentage Device Type Percentage
External 86% Computer 52% (84% Windows, 16% MAC)
Other YouTube feature 5/13% Mobile Phone 3%
YouTube search 3.1% T .
Direct or unknown 2.9% et e
Suggested 1.8% Unknown 1.6%
YouTube channels 0.6%
Video Retention

® The viewer retention rate for this
video remains above average
through about the 3:30 minute
mark.

® After the 3:30 minute mark, the re-
tention rate then tracks average
until it falls just after 3:39, or as the
discussion of signs/symptoms has
fully concluded and the video be-
gins to wrap up.




Infographic

® NBCA, in collaboration with CDC, designed and distributed a campaign infographic, specific to the Hospitaliza-
tion arm of the Stop the Clot, Spread the Word™ program.
This infographic was distributed to news websites (i.e.,
newspaper, radio, television) nationwide, and the resulting
media website placements included the full infographic
image and a companion editorial feature.

® Additional viewers or impressions were derived from dis-
tribution to the social sharing site StumbleUpon.

® (licking on the infographic sample image to the right will
take you to the full size version of the graphic.

Total online placements

Total online readership

62.4 MILLION

Total Readership = 62,431,496

Total readership is equal to the total
of unique monthly visitors for all
sites running this infographic.

Total advertising equivalency

$749,178

Online ad equivalency is calculated using a CPM of
$12, per research by the Newspaper Association of
America in partnership with Mignon Media Research.
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https://www.stoptheclot.org/spreadtheword/wp-content/uploads/2016/06/Hospitalization-Infographic.pdf

Infographic Placements

The infographic campaign ran for four weeks, between August 9 and September 9, 2016. Through this campaign, the
infographic was placed on 1,090 online news sites (print, television, radio), reaching more than 62 million potential
online readers. A few archived examples of these placements appear below:

WEMZ-TV (Philadelphia)

WCTV-CBS (Tallahassee FL) D

The Mercury (Sacramento, CA) ‘ ‘

Journal Star (Lincoln, NE)

KSHO-AM (Portland, OR) E

Santa Fe New Mexican (Santa Fe, NM) ‘

WWAY-ABC (Wilmington, NC) S

The complete list of infographic placements can be viewed here: Infographic Placements List

Coverage Map

The larger the circle, the higher the readership.
The darker the circle, the greater the placement count.

21,944 Stumbles within 4 months

Stumbles = Infographic views by individual StumbleUpon users St u m b | e U po n U S e r Acti O n S

Medical

Lifestyle Health Science Healthcare

14


http://www.wfmz.com/entertainment/play-sudoku#article,4799,1486397793551
http://www.wctv.tv/features/games#article,4799,1486166520675
http://placermercury.com/statepoint/index.php?aid=4799&wfid=446&wft=A
http://journalstar.com/puzzles/#article,4799,1472841197755
http://ksho.net/article?aid=4799&wfid=4691&wft=C
http://www.santafenewmexican.com/crosswords/#article,4799,1472841635308
http://www.wwaytv3.com/games/#article,4799,1486398170535
https://www.stoptheclot.org/wp-content/uploads/2017/02/Infographic-Placements_2016.pdf

Radio News Release

® To expand the reach of this health marketing campaign in Year 2 of the Stop the

Clot, Spread the Word™ - Hospitals program, we added the more traditional media

tool of a radio news release (RNR) to our efforts.

® This radio vehicle also aligns strategically with a target audience that, in the case of the Hospitalization arm of

this campaign, skews older than our overall public health education effort.

® NBCA, in collaboration with CDC, produced a :60 radio spot for broadcast the week of September 25, 2016, via
the award-winning, health-oriented program Radio Health Journal, which is syndicated to 100s of radio stations

nationwide.

® The spot, which focused on key blood clot risks and signs/symptom, also featured a sound bite from MASAB
member Greg Maynard, MD, MSc, SFHM, Chief Quality Officer, UC Davis Medical Center, Sacramento, CA.

AUDIENCE IMPRESSIONS
42,750,100 total audience*

(combined radio and Internet)

*Radio listenership for Radio Health Journal and
reported here calculated and supplied by Nielsen.

The script for this :60 radio spot appears to the right,
and can be listened to by clicking on the icon below.

ANNOUNCER: BLOOD CLOTS AFFECT ABOUT 900,000 AMERICANS
EACH YEAR, RESULTING IN ABOUT 100,000 DEATHS sxxxxx-- MORE
THAN FROM AIDS, BREAST CANCER, AND MOTOR VEHICLE CRASHES
COMBINED. HOSPITALIZATION, SURGERY, AND PHYSICAL TRAUMA ARE
MAJOR FACTORS THAT PUT YOU AT RISK FOR BLOOD CLOTS, AC-
CORDING TO DR. GREGORY MAYNARD, CHIEF QUALITY OFFICER AT THE
UNIVERSITY OF CALIFORNIA DAVIS MEDICAL CENTER.

DR. MAYNARD: ABOUT HALF OF ALL BLOOD CLOTS OCCUR DUR-
ING A HOSPITAL STAY OR WITHIN 90 DAYS OF ONE. MOST OF THESE
BLOOD CLOTS CAN BE PREVENTED, BUT FEWER THAN HALF OF HOSPI-
TAL PATIENTS RECEIVE PROPER PREVENTION MEASURES. SO BEFORE
YOU'RE ADMITTED TO THE HOSPITAL, TALK WITH YOUR DOCTOR AND
DEVELOP A BLOOD CLOT PREVENTION PLAN.

ANNOUNCER: ANYONE CAN DEVELOP A BLOOD CLOT. THE CEN-
TERS FOR DISEASE CONTROL AND PREVENTION ADVISES THAT YOU
KNOW THE SIGNS. SIGNS OF A BLOOD CLOT IN THE LEGS OR ARMS
INCLUDE PAIN AND SWELLING WITH SKIN THAT'S WARM TO THE
TOUCH, RED, OR DISCOLORED. SIGNS OF BLOOD CLOTS IN YOUR
LUNGS ARE DIFFICULTY BREATHING, CHEST PAIN THAT WORSENS WITH
A DEEP BREATH, COUGHING UP BLOOD, AND A FASTER THAN NORMAL
OR IRREGULAR HEARTBEAT. IF YOU THINK YOU HAVE A BLOOD CLOT
SEEK IMMEDIATE MEDICAL CARE. FIND OUT MORE FROM THE NATION-
AL BLOOD CLOT ALLIANCE AT STOPTHECLOT.ORG.
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https://youtu.be/OqFv7TOa4eg

Radio News Release

e Our radio spot penetrated 167 rated DMAs, including 23 in the top-25 DMAs and 44 in the top-50 DMAs, includ-
ing:
— American Forces Network, with a cumulative listenership of 1,200,000
— 9 FM stations in #1 ranked NYC media market, reaching almost 2 million people in the Tri-State Metro area

— 18 stations in #3 ranked Chicago media market, reaching more than 5 million people in Chicagoland region
— North Carolina News Network, with a cumulative listenership of 892,000

Total percent of nation reached: 90%
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° ° ° °
° o ° ° ° ° .
° ° ..o
O O ° o, '. o ° 0o
: ° ° o. .. . o . ° ;
°
%o ~ ° ° ° ° ....
°
° ° : " . L .,
°, ° ° °
° °

Full report of RNR broadcasts can be viewed or downloaded by clicking here: Radio Health Journal (RHJ) Report

On Air, Online, and On-Demand

In addition to terrestrial broadcasts, Radio Health Journal also is heard online, which extended the reach of our

RNR through several online services that also provide on-demand listening.

R

T .
RADIO

Total advertising equivalency

$56,500

The approximately 12,000 radio stations in the United States value their air time at
advertising rates between ten dollars and one thousand dollars per unit. A unit can be
either a 60 second or 30 second placement. Our RNR distributor assigns a conservative
unit equivalency cost of $125.00 per placement. The actual value may be higher based
on the affiliate list and its significant penetration in the top 50 markets. Each audio
news release aired on each affiliate station is considered one unit of placement.

16


https://www.stoptheclot.org/wp-content/uploads/2017/02/RNR-Report.xlsx

Mat Release

® |n Year 2 of our STC-STW/Hospitals campaign, we also added a more traditional mat release to our efforts.

® This mat release, similar to our radio news release (see page 15), focused on building awareness of VTE risk fac-
tors and signs/symptoms, and featured a quote from NBCA MASAB member Gregory Maynard, MD, MSc,
SFHM, Chief Quality Officer, UC Davis Medical Center, Sacramento, CA.

® The mat release, shown below, was distributed to print and online news outlets nationwide.

Total placements

Including these major dailies:

e San Jose Mercury News (c: 2.2 million)

e Pittsburgh Post Gazette (c: 1.4 million)

e Arizona Republic (c: 1.3 million)

e Milwaukee Journal Sentinel (c: 1.3 million)

e Providence (RI) Journal Bulletin (c 1.2 million)

Total readership

50+ MILLION

Total Readership = 50,058,999

All reach metrics are derived from data
provided by Alexa (alexa.com).

Total advertising equivalency

$600,708

Advertising equivalency is calculated by this mat
release distributor as visitors x .0120 (or a little more
than a penny per visitor).

17



Mat Release

e To date, the bulk of placements realized have been digital, or with the online versions of the newspapers target-
ed.

e Additional print placements will occur over the next 12 to 18 months, which will increase our impact evaluation
figures for reach and AEV.

e A number of online broadcast news outlets also are subscribers of this news distribution syndicate, and realized
placements with this outlets as well

e The most current mat release placement report can be viewed here: Mat Release Placement Report

The screen shots below provide a small sample of the Hospitals focused Stop the Clot, Spread the Word™
mat release results we realized with this effort thus far.

18


https://www.stoptheclot.org/wp-content/uploads/2017/02/Mat-Release-Placements_2016.pdf

US Department of Health & Human Services (HHS) Sharing

® HHS shared important information about our campaign via hhs.gov, featuring a link to an important Stop the
Clot, Spread the Word™ - Hospitalization campaign blog on its homepage.

® The campaign-focused blogpost on hhs.gov was authored by Craig Hooper, PhD, Director, Division of Blood Dis-
orders, National Center on Birth Defects and Developmental Disabilities, Centers for Disease Control & Preven-
tion.

19


https://wayback.archive-it.org/8315/20170119053753/https:/www.hhs.gov/blog/2016/08/22/having-surgery-take-steps-to-prevent-blood-clots.html

Centers for Disease Control & Prevention (CDC) Sharing

® (CDC, under this cooperative agreement, generously provided the funding for NBCA involvement in this work,
and the Agency also contributed a number of important tools to NBCA’s communications efforts when the Hos-
pitalization Web page of our Stop the Clot, Spread the Word™ microsite was unveiled, including:
¢ Gov delivery announcement (>12,000 people)

NCBDDD Communications Alert

Dissemination via a CDC listserv to hospitals nationwide

A director’s blog on www.hhs.gov (see page 19)

A Medscape banner ad

* & o o

CDC's work on this program also facilitated the placement of Stop the Clot, Spread the Word™ - Hospitals cam-
paign information, with a link to our campaign microsite, on the National Network of Libraries of Medicine web-
site.

® (DC also showcased the campaign on its Web home page for the National Center on Birth Defects and Develop-
mental Disabilities (NCBDDD), and NCBDD routinely shared information about the Stop the Clot, Spread the
Word™ program via its assorted social media channels. NCBDDD also posted the campaign video on its Web
home page, and made the suite of campaign collaterals available on their website as well.

® Several CDC VIPs provided invaluable support to this important public health education effort: Dr. Colleen
Boyle , Director of CDC's NCBDDD, shared her insights about VTE and hospitalization for a quote in our digital
media press release, Dr. Craig Hooper, Director, Division of Blood Disorders, NCBDDD, authored a post about the
campaign that appeared on hhs.gov, and former CDC Director Dr. Tom Freidan shared information about our
campaign via his Twitter feed.

20


https://nnlm.gov/bhic/2016/08/15/stop-the-clot-spread-the-word/
https://nnlm.gov/bhic/2016/08/15/stop-the-clot-spread-the-word/

Centers for Disease Control & Prevention Sharing (continued)

The National Blood Clat Alliance (NBCA} has launched new content for its acclaimed Stop the
Clot, Spread the Word™ campaign with the Division of Blood Disorders at the Nafional Center on
Birth Defects and Developmental Disabiliies. The Stop the Clot, Spread the Word™ campaign,
firstlaunchedin 2015, is designed to increase general awareness aboutlife-threatening blood
tlots. This year the campaign aims to sharpen people's awarenass about the increased risk for
blood clots if they are about to be hospitalized or have recently been discharged from the
hospital. People are encouraged to discuss their individual risks for blood clots with their doctor
and work together to develop a prevention plan before they enter the hospital

Up10900,000 people inthe United States each year are affected by blood clots in their legs
(deep vein thrombosis or DVT) and blood clots in their lungs (pulmanary embalism or

PE). Annually, up to 100,000 Americans - or an average of one persan every six minutes - wil
die due to a blood clot. Athough anyone can develop a blood clot, about haif of blood clots ar
related to a recent hospital sl

hospital.

“Many blood clots can be pr
providers is essential and
developing deadly blood cl
Boyle, PhD, MSHyg, Direc
Disabilities.

“About 70 percent of blood
receive the recommended
FACP, Associate Professar
Baltimore, Maryland, and C
reason, people who may be
their doctors to develop a




NBCA Promotion of Stop the Clot, Spread the Word™ on Facebook

® |n the four months immediately following the introduction of the new Web page focused on Hospitalization on
our Stop the Clot, Spread the Word™ campaign microsite, NBCA used Facebook to promote and build reach for
this new, “drill down” component of this program and the key collaterals focused on VTE and hospitalization.

® This effort involved a total of 24 posts, with only 2 of these 24 posts boosted, or supported by very modest paid
reach via Facebook.

® NBCA worked carefully to navigate or balance other news and event items connected to the organization, while
at the same time creating optimal awareness and social sharing opportunities for the new arm of the campaign.

® Facebookis an important driver for this campaign, and ranks first in influence among our social media channels.

® NBCA had 11,599 followers when the campaign launched on August 9. On December 31, when the four-month
results monitoring concluded, this number had increased to 12,357 a gain of more than 758 followers.

A Total of 24 NBCA Facebook Posts:

Liked on Post Link

Reach Shared & Shared Posts (licked  Content Boosted

9-Aug 121,465 202 267 3,223 Special video message for new Web page unveiling Y - $60
9-Aug 3,329 46 116 251 Infographic focus N
11-Aug 1,500 19 49 88 New hospitalization video push N
15-Aug 2,542 18 44 95 Prevention plan emphasis N
22-Aug 3,072 73 20 190 Hospitalization: signs and symptoms N
23-Aug 918 5 20 50 Hospitalization video: risks emphasis N
25-Aug 2,135 5 11 28 Hospitalization: risk check list N
29-Aug 746 6 16 37 Hospitalization risk: prevention N
1-Sep 2,258 18 47 117 Hospitalization: prevention checklist N

12-Sep 15,173 203 618 1,163 Video: prevention plan Y - $60
21-Sep 1,580 23 116 54 Hospitalization infographic N
23-Sep 2,240 20 162 132 Blood clot risk up to 90 days post-op N
28-Sep 2,068 21 18 104 Infographic: prevention N
3-Oct 2,745 4 7 23 Hospitalization: know risks, have a plan N
4-Oct 3,150 24 22 286 Know your risk: risk factor checklist N
17-Oct 2,942 3 25 43 Prevention plan N
21-Oct 2,491 25 65 128 Prevent 911: get the facts N
26-Oct 2,074 3 42 83 Signs and symptoms N
1-Nov 2,096 19 32 86 infographic - get the hospitalization facts N
9-Nov 2,216 18 27 79 Get the facts, make prevention plan N
11-Nov 2,594 21 22 136 Signs and symptoms N
6-Dec 2,954 3 12 53 General hospitals N
12-Dec 3,913 45 67 347 General STC-STW video, risk emphasis N
23-Dec 2,566 2 10 39 Hospitalization infographic N

188,767 3,093 6,758 8,627

22


http://www.facebook.com/stoptheclot

All NBCA Facebook Posts, August 9 through December 31, 2016, Appear Below
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NBCA Campaign Promotion via Twitter

® |n the four months immediately following the unveiling of the new Hospitalization Web page for our Stop the
Clot, Spread the Word™ campaign, NBCA utilized Twitter to promote and build reach for these new resources.

® NBCA's Twitter followers numbered 2,401 when the campaign launched on August 9. By December 31, or in the
four months of this effort, that number increased by nearly 30% to 3,089.

NBCA Campaign-Focused Twitter Impact

Link(s) Engagement
Impressions Engagement (licked Rate Retweet  Content

9-Aug 618 34 5 5.5% 3 Campaign Unveiling 1

9-Aug 1,515 17 4 1.1% 3 Campaign Unveiling 2

9-Aug 549 9 2 1.6% 2 Press Release

9-Aug 764 13 3 1.7% 3 Campaign Unveiling 3
11-Aug [ 12 5 2.9% 3 Video prompt
12-Aug 288 3 2 1.0% N/A Infographic
17-Aug 612 9 3 1.5% 4 Have a prevention plan message
17-Aug 612 20 N/A 3.3% 5 90 days risk message
17-Aug 553 6 N/A 1.1% 3 Have a prevention plan message
22-Aug 317 2 1.3% N/A Risk
22-Aug 608 6 2 1.0% 0 Infographic
22-Aug 766 14 4 2% 4 Prevention
23-Aug 521 19 4 2% 4 Video
25-Aug 608 1 1.0% 3 Risk and Prevention
29-Aug 303 2 N/A 1.0% 1 Risk and Prevention

1-Sep 495 17 8 3.0% 3 Risk and Prevention

9-Sep 624 9 0 2.0% 1 Thank you 1
12-Sep 823 8 1 1.0% 4 Risk
21-Sep 233 N/A N/A N/A N/A Prevention stat 1
21-Sep 345 4 0 1.0% 0 Prevention stat 2
21-Sep 402 9 3 2.2% 2 Prevention stat 3
21-Sep 394 3 0 1.0% 2 Prevention stat 4
28-Sep 689 21 13 3.0% 7 Prevention stat 5

3-Oct 1,057 12 2 1.0% 4 Heading to the Hospital? Message

3-0ct 986 15 3 2.0% 4 Video

3-0ct 3 N/A N/A N/A N/A Risk

3-0ct 876 12 7 1.4% 3 Risk Factor checklist

13-0ct 5,188 49 2 1.0% 12 Twitter Chat re: Risk

13-0ct 803 15 1 1.9% 5 Twitter Chat re: Hospitals stats
13-Oct 621 4 1 0.6% 2 Twitter Chat re: Risk

13-Oct 556 7 N/A 1.2% 2 Twitter Chat re: Prevention Plan
13-Oct 486 1 N/A 0.2% N/A Twitter Chat re: Stat

13-0ct 644 2 N/A 0.3% N/A Twitter Chat re: Prevention
13-0ct 487 N/A N/A N/A N/A Twitter Chat re: Prevention Plan
13-0ct 6,151 Ul 5 1.2% 5 Twitter Chat re: Prevention
13-0ct 1,656 4 N/A 0.2% 3 Twitter Chat re: Prevention
13-0ct 1,278 14 1 1.1% 7 Twitter Chat re: Prevention and Risk
17-0ct 352 6 N/A 1.7% 2 Heading to the Hospital? Message
1-Nov 6,222 26 5 0.4% 6 Infographic

9-Nov 867 28 1 3.2% 7 Heading to the Hospital? Message
14-Nov 39 6 2 1.5% 1 Video

6-Dec 549 10 N/A 1.8% 3 Risk

6-Dec 564 3 N/A 0.5% 1 Heading to the Hospital? Message
23-Dec 1,505 31 2 2.0% 11 Infographic

44,307 559 94 5.1%avg 135
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http://www.twitter.com/stoptheclot

NBCA Twitter Posts (select samples) #stoptheclot #spreadtheword




NBCA Stop the Clot, Spread the Word™ Instagram Posts

® In the four months immediately following the introduction of the new Web page focused on Hos-
pitalizaton on our Stop the Clot, Spread the Word™ campaign microsite, NBCA used Instagram to
further promote the campaign collaterals and build reach for this new, “drill down” component of
this program and the key collaterals focused on VTE and hospitalization.

® This effort reached 7,802 Instagram accounts and realized 10,810 impressions.

® Visit NBCA’s Instagram account here: NBCA on Instagram

Impressions  Reach ~ Engagement

1-Aug  Annoucement Video 500 347 25
1-Aug  Hospital Graphic 432 316 19
8-Aug Infographic Visual 484 346 35
24-Aug  Launch Graphic w/ Logos 474 343 38
27-Sep  Hospital surgery photo 408 293 21
27-Sep  (Clipboard graphic 1 491 372 33
27-Sep  (lipboard graphic 2 513 367 26
27-Sep  (Clipboard graphic 3 478 34 22
28-Sep  Infographic visual 446 334 22
29-Sep  Stat from webpage red circle one 440 326 17
29-Sep  Stat from webpage red circle two 500 368 23
29-Sep  Stat from webpage red circle three 512 355 26
17-0ct  Launch Graphic w/ Logos 485 360 26
21-0ct  Infographic Visual 532 374 28
1-Nov Infographic visual 612 415 26
9-Nov Infographic visual 587 418 22
11-Nov  Signs and symptoms visual (PE) 634 461 34
11-Nov  Signs and symptoms visual (DVT) 611 459 38
14-Nov  Launch Graphic w/ Logos 531 381 21
23-Nov  Risk factor checklist visual 565 419 24
12-Dec  STC-STW Campaign Visual 575 407 21

10,810 7802 547
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https://www.instagram.com/stoptheclot/

NBCA Stop the Clot, Spread the Word™ Sample Instagram Posts
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NBCA’s Stop the Clot, Spread the Word™ Pinterest Board

NBCA began work with Pinterest in 2016, and, in addition to its routine Pinterest efforts, created a dedicated Stop the Clot,
Spread the Word™ pinboard, allowing us to share resources from our Stop the Clot, Spread the Word™ program with a larg-

er digital audience.

NBCA uploaded the Hospitals Web page content in segmented images and graphics—known as pins—and other media
content, such as the video, to the Stop the Clot, Spread the Word™ pinboard.

Average daily viewers of this pinboard exceeded 900 between August 1 and December 31, 2016, and, on average, the pin-
board realized almost 900 daily impressions.

Some of these pinboard images appear below, and you can view our Stop the Clot, Spread the Word Pinterest Board here:

August 1- December 31,2016

STC-STW on Pinterest.

Follow board

Stop the Clot, Spread the Word™

16 Pins

173 Follovers

Stop the Clot, Spread the Word™ is the NBCAs
nationwide blood clot awareness program created
in cooperation with the Centers for Disease Control
and Prevention. Blood clots do not disaiminate by
age, gender. ethnicity or race. Blood clots affect
everyone. Leam to recognize blood clot signs and
symptoms and find out if you could be at risk.

]

Average Daily Impressions on Stop the Clot, Spread the Word Pins: 872
Average Daily Viewers of Stop the Clot, Spread the Word Pins: 337
Average Daily Saves: 2
Average Daily Number of People Who Saved: 2
Average Daily Clicks: 10
Average Daily Visitors: 7
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https://www.pinterest.com/stoptheclot/stop-the-clot-spread-the-wordtm/

