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Goals

Mobilize people to join and 
share in the movement to 

accelerate progress

Raise awareness of 
pancreatic cancer 

symptoms and risks 

Utilize WPCD to build 
capacity and momentum for 

WPCC (the “Coalition”)





WPCD 2017 
Highlights



WPCD 2017 
Content to Educate 



WPCD 2017
Content About the Coalition





Content That Surrounds You

Westfield Digital Displays

Westfield shopping centers aired WPCD 

graphics in the UK, US and Australia 

reaching a total of 12.4M viewers.



More than 150 
landmarks around the world 

displayed purple lights. 

Images of these landmarks 

were shared on social media.

Landmarks included: 

Trafalgar Square, The Sydney 

Opera House, Niagara Falls

WPCD 2017 
Light It Purple



“At The Doctor” Video
Reached more than 

665,000 users on Facebook Viewed 142,000 times on Facebook

Know the Symptoms

Infographic

WPCD 2017 
Highlights 



WPCD 2017

864 million earned media impressions

Almost 400,000 social media engagements 

(likes, clicks, comments and shares)

More than 800 media placements worldwide

Potentially 11.7 million shoppers viewed the Demand Better

infographic on mall display screens throughout the U.S. 



Google Search Trends

17% increase in global search popularity

of “pancreatic cancer” from week of WPCD 

2016 to week of WPCD 2017

• 6% increase in the United States

• 49% increase in the United Kingdom 

• 30% increase in Canada

• 1% increase in Australia

• 33% increase in South Africa

Search Terms 
Search

Increase

Pancreatic Cancer Month 850%

Pancreatic Cancer survival rates 600%

Symptoms of Pancreatic Cancer in men 300%

Pancreatic Cancer symptoms in females 250%

What are the symptoms of Pancreatic Cancer 250%

These search terms had the biggest increases 

in search frequency from 10/15/16 – 11/27/17

Pancreatic Cancer Search Popularity (10/15/17 – 11/30/17)



Silver Anvil Winner 
in Global Communications 

Award of Excellence 
in the Observances category 



WPCD 2018 
Highlights





WPCD Animated Social Graphics

Unresponsive, Procrastination, and Check Engine received

more than 430,000 views on Facebook 





More than 230 
landmarks and buildings 

around the world displayed 

purple lights. Images of 

these landmarks were 

shared on social media.

WPCD 2018 
“Light It Purple”



WPCD 2018

997 million earned media impressions

Almost 1.4 million social media engagements 

(likes, clicks, comments and shares)

More than 800 media placements in 38 countries worldwide

Google searches for “Pancreatic Cancer Month” increased 400%, 

“Pancreatic Cancer Survival Rates” increased 250%, and 

“What are the symptoms of Pancreatic Cancer” increased 100%



Google Search Trends

Search Terms 
Search

Increase

Pancreatic Cancer Month +400%

Pancreatic Cancer survival rates +250%

Symptoms of Pancreatic Cancer in men +200%

Pancreatic Cancer symptoms in females +130%

What are the symptoms of Pancreatic Cancer +100%

This chart reflects the global increase in volume for 

the following search terms from 10/15/18 to 11/30/18.

Blue: 2018

Red: 2017

The following graphic indicates the countries with the most 

searches for the term “pancreatic cancer” from 10/15/18 to 

11/30/18. The high search volume in Ireland and the UK indicates 

the power of one story (i.e. Eimear, an Irish survivor’s story)

The following chart indicates the increase in “pancreatic cancer” searches 

from 10/15/18 to 11/30/18, peaking on World Pancreatic Cancer Day.

This graph compares year over year searches for “pancreatic cancer symptoms.” 

(e.g. 10/15/18 to 11/30/18 and 10/15/17 to 11/30/2017) The 2018 campaign saw a 

higher volume of searches for “pancreatic cancer symptoms” overall.
WPCD 2018

WPCD 2018 WPCD 2017

https://www.facebook.com/worldpancreaticcancerday/photos/a.601396653321942/1793056614155934/?type=3&theater


2017 Video: “At the Doctor”

Total Views: 142,000

2018 Video: “Check Engine”

Total Views: 403,169

WPCD Video
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2018 WPCD Campaign

“I think what we have developed into is amazing. I am honoured to be a part of this 

campaign. I feel that this is the best year, by far. We truly represented the global 

coalition that we are, through the use of videos and graphics that were translated in 

so many languages and visual representations from around the world. Truly impressive.” 

(Anonymous WPCD survey feedback)

“It’s very inspiring and heart-warming to 

follow and see all the activities and energy 

around the world, thanks to your work. I 

hope we may see some breakthrough in 

early detection and treatments soon. 

Pernilla Askenbom, Palema (Sweden)

"The webinars were both very informative and 

we're so excited to have so much material to work 

with!! As a smaller organization we would not 

have had the resources to prepare all of this.”

Grace Saunders, JCM Foundation (USA)



WPCD 2018 – Member Participation

• On the ground review reveals certain posts are more 

popular than others:
o “Check Engine” video was extensively posted/shared

o Posts with metrics were popular

o Symptoms and risks assets were also popular

o #WPCD and #DemandBetter got good use

• Some members didn’t use any of the assets

• Customization of assets into ‘montages’

• Social media training (summer 2019)

• Steering & WPCD Committee – minimum commitment 

to share a single post on the day as part of the Coalition



WPCD 2019 
Creative Concept



Through our activities around World Pancreatic Cancer Day,

we need to decide where we want to anchor our ideas on a scale.

From continuing to build awareness to driving action…

AWARENESS ACTION
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High-Level Timeline

July August September October November December

• Campaign Planning

• Materials Refresh 

• Creative Asset 
Development

• Messaging

• Brand Guidelines

• User-Generated 
Content 
Instructions 

• Media Toolkit

• Social Media 
Field Guide

• Campaign 
Update Webinar

• “Hero” Video

• Final Social 
Graphics/GIFs

• Multimedia News 
Release Distributed

• Social Media 
Content/Calendar

• Earned/Paid Social 
Media Promotion

• Campaign Wrap

• Monitoring + 
Measurement 



Small Group 

Discussions





Report Outs




