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Agenda

• CIRM's Social Media Efforts

• Social Media Strategy Update

• How You Can Help
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Audience 
Growth
Between July 2022 – October 2024

Facebook Followers

▪ July 2022: 11,232

▪ October 2024: 11,698— Increased by 4% 

Instagram Followers

▪ July 2022: 2,441

▪ October 2024: 2,945— Increased by 21% 

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%

X Followers

▪ July 2022: 14,489

▪ October 2024: 14,999— Increased by 3.5%

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 

Strategy Update

• Presented at December 

Communications Subcommittee Meeting

• Includes content audit, audience 

insights, best practices, goals, tactics, 
and future considerations
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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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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
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1. Awareness

Leveraging events to increase 

CIRM's brand awareness

Key Strategy

Case Study

Stem Cell Awareness + CIRM staff 

expertise
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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



CIRM.CA.GOV

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 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



CIRM.CA.GOV

Opportunities & Considerations

Opportunities

▪ Social Listening Tools

▪ Threads

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

Considerations

▪ TikTok

▪ Monitoring "X" 

Platform Updates

▪ BlueSky Social

▪ Reddit

▪ Discord
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How you can help:

▪ Follow us on social media

▪ Engage with our content: like, share, 

comment, and tag us (@cirmnews)

▪ Connect us to organizations for social 

media and outreach collaboration

▪ Contribute content
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Thank You!
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