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Agenda

▪ Social Media Strategy

▪ Outreach events and recap

▪ Communications updates
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Overview

▪ 2022-2024 SMART Goals Recap

▪ Audience Growth

▪ Content Audit 

▪ Social Media Goals + Key Strategies 

▪ Opportunities & Considerations 

▪ Q&A
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2022 SMART 
Goals Recap

▪ Goal: Monthly reach of at 
least 1,000 users

▪ Result: Average monthly 
reach of 1,373 users — 
37.3% increase

Instagram

▪ Goal: Monthly reach of at 
least 2,500 users

▪ Result: Averaging 
monthly reach of 9,261 
unique users— 270.4% 
increase

Facebook

▪ Goals: Gain 500 new followers by 
June 30, 2023 

Achieve 5,000 post impressions 
per month

▪ Results: Gained 3,835 new 
followers from December 2022-
June 2023— 667% increase 

Average monthly post impressions 
at 20,111— 302.2% increase

LinkedIn

▪ Goals: Achieve 10,000 
impressions each month

Receive at least 20 retweets 
per month

▪ Results: Average of 7,922 
impressions per month— 
20.8% decrease

Average of 21 retweets per 
month— 5% increase 

X (formerly Twitter)CIRM made significant progress 

utilizing social media to spread 

awareness of our mission. 

In 2022, we established social 
media SMART goals and KPIs.

Insights from July 2022-
October 2024
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Audience 
Growth
Between July 2022 – October 2024

Facebook Followers

▪ July 2022: 11,232

▪ October 2024: 11,698— Increased by 4.14% 

Instagram Followers

▪ July 2022: 2,441

▪ October 2024: 2,945— Increased by 20.6% 

LinkedIn Followers

▪ July 2022: 2,808

▪ October 2024: 9,117— Increased by 225% 

YouTube Followers

▪ July 2023: 8,494

▪ October 2024: 9,021— Increased by 6.19%

X Followers

▪ July 2022: 14,489

▪ October 2024: 14,999— Increased by 1.01%

Threads Followers
▪ Followers: 503— Account launched in Dec. 2023

July 2022 Total Followers: 39,621

October 2024 Total Followers: 48,283

22% overall follower increase
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Facebook
▪ Aged 35+ 

▪ Community engagement 

▪ Informative content about patients, 
families, and healthcare 

advocates.

▪ Visually appealing content, like 

high-quality videos and images.

▪ In-depth articles and blogs

▪ Community-oriented posts and 

campaigns, like Stem Cell 

Awareness
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Instagram

▪ Audience is primarily between 18-

34 years-old

▪ Informative but visually striking 

content performs well

▪ Short videos/Reels and carousels

▪ Patient and educational program 

trainee stories

▪ Research breakthroughs

▪ Instagram Stories
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LinkedIn

▪ Audience consists of researchers, 

healthcare industry leaders, and 

academic partners

▪ Content that positions CIRM as a 

thought leader

▪ Partnerships and research 

updates

▪ High-quality images and short 

videos
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X (formerly 
Twitter)
▪ Audience consists of regenerative 

medicine professionals, journalists, 

and scientists

▪ News updates

▪ Thought leadership insights on 

biotech or healthcare industry 

advancements

▪ Infographics and short videos

▪ Quick informative event content (ie: 

live tweets)
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YouTube

▪ Diverse audience in age-

range

▪ Interviews, webinars, and 

educational content perform 

well

▪ YouTube Shorts—quick 

video bites that offer quick 

regenerative medicine facts
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Threads

▪ Newer platform, audience 

insights not yet available

▪ Short videos and high-

quality images

▪ Conversational and 

community-building content 

(e.g., SACNAS and 

community events)
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Social Media Goals + Plan

Building brand 

awareness ensures that 

target audiences 

recognize and 

understand CIRM's 
mission, which is crucial 

for establishing 

public trust and credibility. 

1. Awareness 2. Engagement 3. Content

Setting content goals 

ensures a balanced mix of 

information, stories, and 

updates that educate, 

inspire, and inform followers. 
This approach keeps the 

audience engaged while 

consistently reinforcing 

CIRM's core messages.

Engagement goals drive 

interactions that foster a 

community connected to 

CIRM's work, which can 

amplify its reach and 
attract new supporters.
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Key Strategies

▪ Building new and leveraging 

established relationships with CIRM 

stakeholders, patient advocates, 

community groups, and institutions 

to increase brand awareness across 
social channels.

▪ Boost impressions and reach of 

CIRM’s social media content and 

profile.

▪ Leveraging publications and events to 

increase CIRM’s brand awareness (e.g., Annual 

report, 20th Anniversary).

▪ Build relationships with science and community 

influencers to boost our mission and awareness.

1. Awareness
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1. Awareness

Build new and leverage 

established relationships with 

CIRM stakeholders, patient 

advocates, community groups, 

and institutions to increase 
brand awareness across social 

channels

Key Strategy

Case Study

Solano Community College + 

National Marrow Donor 

Program (NMDP) Collaboration



CIRM.CA.GOV

1. Awareness

Leveraging publications and events 

to increase CIRM's brand 

awareness

Key Strategy

Case Study

Stem Cell Awareness + CIRM staff 

expertise
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2. Engagement

▪ Establish a response protocol, guidelines 

for community management, and social 

media policy. 

▪ Utilize digital and social channels to host 

more online forums and webinars.

▪ Develop and distribute social media 

toolkits and content sharing guidelines 

with CIRM stakeholders, partners, 
advocacy groups, grantees, and trainees.

Key Strategies

▪ Leveraging the Executive Team, CIRM ICOC 

Board Members, and staff to create, engage, 

and reshare CIRM social content.

▪ Increase multi-language and accessible 

content to engage with Californians and non-

English speaking audiences. 
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2. Engagement

Utilize digital and social channels to 

host more online forums and 

webinars.

Key Strategy

Case Study

Exploring Advances in Eye Disease 

and Regenerative Medicine
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2. Engagement

Develop and distribute social media 

toolkits and content sharing 

guidelines with CIRM stakeholders, 

partners, grantees, and trainees

Key Strategy

Case Studies

▪ SPARK Trainee Conference 

▪ CIRM Trainee Networking 

Conference
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3. Content

▪ Increase and boost video content (Reels, 

YouTube shorts, etc.) across social platforms.

▪ Share more patient and trainee stories, 

Principal Investigator stories, CIRM staff 

perspectives, CIRM-funded project successes, 

and behind-the-science pieces.

▪ Emphasize the importance of discovery/basic 

research while highlighting advancements in 
other research pillars, including clinical trials.

Key Strategies

▪ Increase guest writer/subject matter expert 

content on CIRM’s digital channels.

▪ Increase awareness of CIRM’s strategic vision 

and goals, including the recently implemented 

Strategic Allocation Framework (SAF).
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3. Content

Share more patient and trainee stories, PI stories, 

CIRM staff perspectives, CIRM-funded project 

successes, and behind-the-science pieces.

Key Strategy

Case Studies

▪ Elpida Therapeutics

▪ n-Lorem & patient update
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3. Content

Increase guest writer/subject matter expert 

content on CIRM’s digital channels.

Key Strategy

Case Studies

▪ CIRM Bridges Highlight: Josh Nelson 

▪ Patient Story Perspective: Evie Junior 

▪ Industry Expert: Neurona's Cory Nicholas
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Opportunities & Considerations

Opportunities

▪ Social Listening Tools

▪ Threads

▪ Boosting video content 
(Shorts, Reels, etc.)

Considerations

▪ TikTok

▪ BlueSky Social

▪ WhatsApp

▪ X

▪ Reddit

▪ Discord
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Thank you!

Discussion item:

▪ Any strategies or tactics we may have 

missed or can incorporate?
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Outreach Events Recap
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Walk to End Alzheimer's

• Fresno/Madera

• 800+ attendees

• 60 booth interactions

• Large Hispanic/Latino 

and Spanish-

speaking audience
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Vision Walk

• Santa Monica/Los Angeles

• 200+ attendees

• 30 booth interactions

• Patients, families, caregivers
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East Bay Walk & Roll 
to Cure ALS

• Richmond/East Bay

• 200+ attendees

• 50 booth interactions

• Featured on ALS livestream



CIRM.CA.GOV

Rotary Club Presentations

• Presentations to date:
• Campbell

• San Francisco

• Upcoming:
• South Pasadena

• Fremont

• Castro Valley

• San Mateo
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Communications Updates
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20 Year Anniversary 

Campaign & Annual Report

• Interactive digital viewbook

• Website carousel

• Press release

• Email campaign

• Social media 

announcements

• 20 yrs/20 stories on blog
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Alpha Clinics Network

Updated Branding 

• Logo refresh

• Flyers and brochures

• Messaging toolkit
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Alpha Clinics Network Messaging Toolkit
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Stem Cell Awareness Day Video
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UC San Diego Gene Therapy Initiative Symposium

• Collaboration between GTI 

Leadership and UC San Diego

• Sponsor booth for visibility

• Maximize content gathering, 

including patient stories

• Stakeholder engagement:

50+ conversations

• Cherqui lab tour and photos
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Thank You! + Questions
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