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Know AML



Know AML

Know AML aspires to facilitate and improve acute 

myeloid leukemia (AML) knowledge worldwide and 

develop community-based initiatives to overcome 

current and future challenges.

The mission of Know AML is to drive education and 

awareness of AML globally through community 

collaborations, while continuing to raise awareness of 

the resources and support currently available.
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Our vision

Our mission



Concept



Concept

Each year, on April 21, we continue to campaign with our global network and community to increase acute 

myeloid leukemia (AML) awareness. This year’s campaign, Know your diet, supported patients to better understand 

diet and gut bacteria.

The campaign aimed to raise awareness of AML and educate people on:

• How to maintain a healthy diet to support your cancer treatment

• How bacteria in the gut can change when someone has AML

• What gut bacteria are known to affect the body’s immune response

• How bacteria can change in response to therapy

• Why the diversity of gut bacteria has been linked to infection risk and overall survival
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Background

Details



Getting involved



Briefed the whole AML community on AML World Awareness Day

• 4 briefing meetings were 

organized in March

• Briefing calls were held at 

different times to 

accommodate the 

different time zones

• During the briefing 

meetings, we presented 

the briefing guide and the 

different ways to get 

involved and help mark 

the day

Footer notes here 8

https://know-aml.com/resources/6a4db71000b7


Outcomes



Global reach

Footer notes here 10

Reaching 194 countries worldwide



Positive engagement and feedback from the AML community
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“More comments to follow but first impression: THANK YOU for the diet emphasis—food is a way of 
drawing people in, and evidence shows that we are not talking above the heads of people or 

speaking of rocket science. You are giving patients a handle on our care—we all have to eat. You 
are helping us with research-based choices, and ways to participate in best practice and self 

care—this is wonderful!!!—user friendly and needed. Front-line public education.”
Valerie Fons, Know AML Co-Chair and AML survivor

“You can be very proud of the poster and 
guide. They call attention to why some AML 
patients might need to focus on their diet.

I feel the digestive tract issues I have, might 
be from any source, but my monthly chemo 
could be a contributor.

Your poster and guide might help improve 
survival chances and quality of life.

I like the QR code that can be used with a 
desktop or mobile device, a good step 
forward for a poster.”
Ralph Hills, Know AML Ambassador and 
AML survivor



Website metrics

April 
2020

April 
2021

April 
2022

% increase 
2021–2022

Visitors 3,031 4,873 9,929 103

Page views 9,647 13,372 30,549 128

Countries 
reached 81 114 194 70

Metrics: April 1–30, 2022 12

know-aml.com

The Know AML 
website reached 

194 countries! The 
Top 3 countries 
were India, US, 

and UK.

The Know AML 
website received 
9,929 visitors—

double the 
number of visitors 
it received in 2021! 

Most visited 
webpage 

with 4,458
pageviews!



YouTube metrics

The Know AML YouTube channel doubled the number of 
views, watch time, subscribers, and impressions when 

compared to April 2021!

Metrics: April 1–30, 2022 13

April 
2020

April 
2021

April 
2022

% increase 
2021–2022

Views 778 10,199 20,689 102

Watch time 
(hours) 21.6 314.1 652.9 107

New 
subscribers 3 51 106 107

Impressions 7,600 73,300 181,038 146Most watched Know your diet video: 
‘In your clinic, what foods do you recommend patients 

with AML should eat or avoid post-transplant?’

Know AML

The Know your diet expert interviews were available 
to view on both the Know AML YouTube channel and 

embedded into the Know AML website directly.

The increased engagement metrics are likely 
attributed to the increased traffic to the Know AML 

website feeding into these numbers. 

These impressive metrics demonstrate high levels of 
engagement from the AML community. For future 

campaigns, we will endeavor to embed content 
directly to the website, so it is available and 

accessible.



Twitter metrics

*Number of tweets multiplied by the number of impressions.
Metrics: April 1–30, 2022 14

Together #KnowAML reached over 2,000,000
impressions on AML World Awareness Day!

On AML World Awareness Day, Know AML also reached 3,000
followers!

8,077 impressions
274 engagements

4,500 impressions
78 engagements

@KNOW_AML

*



Facebook metrics
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April 
2020

April 
2021

April 
2022

% change
2021–2022

Total page likes 729 1,138 1,355 19

Total page 
followers 800 1,248 1,512 21

Content reach * 518,559 574,872 10

Page visits * 1,627 822 −49

Top 5 countries:

1. US (37.9%)

2. UK (19.3%)

3. Australia (4%)

4. Poland (3.9%)

5. Taiwan (3.9%)

@KNOWAML

*Metrics not measured; content reach defined as number of users who saw any content from or about Know AML page. Metrics: April 1–30, 2022

Age and gender

We have used paid ad campaigns for several of our campaigns and, 
each time, we see a huge impact in terms of reach. Following on 
from our success, we decided to include more budget for paid ad 

campaigns and ensure that our AML World Awareness Day content 
reached our target audience. With this, we saw our Facebook 

content reach 574,872 compared to 518,559 in April 2021. 

The Know AML Facebook page also continues to grow, achieving a 
19% increase in the number of likes and a 21% increase in the 

number of page followers compared to 2021. 

There was, however, a decline in the number of page visits, and we 
believe this was as a result of the main call-to-action. The main 

call-to-action was to direct people to the Know AML website and 
not the Facebook page. 

In terms of audience, we also saw more engagement from women 
(81.7%) compared to men (18.3%), and people between the ages of 

35–44. Since AML affects mainly older adults, we suspect that our 
Facebook audience is mainly caregivers or family members. 

Interestingly, the Top 3 countries were also English-speaking 
countries.



LinkedIn metrics

AML World Awareness Day is aimed at the AML community, e.g., patients, caregivers, 
family members, advocates, healthcare professionals (HCPs), and healthcare 

organizations. 

Since LinkedIn is a social channel for professionals, we were keen to use LinkedIn to 
target HCPs and organizations, and therefore expected metrics to be much less 

compared to other platforms. Nonetheless, we still saw engagement from HCPs and 
organizations but, unfortunately, the metrics were much lower than we had seen in 

previous years, and we believe this was due to the number of posts. This year, we 
had 9 posts scheduled for April 21, 2022, compared to 11 on April 21, 2021. As such, 

we have learnt that more posts are crucial, and the content also needs to be specific 
for our LinkedIn audience (HCPs and organizations). 

Metrics: April 1–30, 2022 16

Know AML

April 
2020

April 
2021

April 
2022

% change 
2021–2022 

Page views 256 354 196 −44

Clicks 175 153 7 −95

Shares 38 76 31 −59

Total followers 79 282 432 53



Instagram metrics

*Metrics not measured.
Metrics: April 1–30, 2022 17

@knowaml

Top 
Instagram 

post with 96
likes, reach of 
757, and 798
impressions!

April 
2020

April 
2021

April 
2022

% change
2021–2022

Accounts 
reached 7,682 8,487 70,634 732

Profile visits 147 290 241 −16
Accounts 
engaged * * 38,971 N/A

Total followers * * 928 N/A

Paid campaigns were used 
for the first time on 

Instagram. This had a 
huge impact on the reach 
of our campaign, reaching 
over 70,000 people! We’ll 

continue to use paid 
campaigns in the future to 

ensure a greater reach. 
In terms of audience, the 

top age range was 25–34, a 
younger audience which 

we suspected. This 
information leads us to 
believe our audience on 

Instagram is mainly 
caregivers or general 

public. 
Interestingly, we also 
found that the Top 2 

countries were the same 
as the Top 2 countries on 
Facebook—US and UK—

two English-speaking 
countries.



External links
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The AML community got involved in AML World Awareness Day through website updates to support in 

directing traffic and increasing engagement

https://healthtree.org/aml/community/articles/why-is-bringing-awareness-to-acute-myeloid-leukemia-important-to-you
https://hematoonkologia.pl/aktualnosci/news/id/5287-dzien-swiadomosci-aml-ostra-bialaczka-szpikowa
https://patientworthy.com/2022/04/20/acute-myeloid-leukemia-aml-world-awareness-day-is-april-21st/
https://www.runx1-fpd.org/rrp-events/amlwad2022
https://www.blodcancerforbundet.se/aktuellt/nyheter/kosten-och-mikrobiomet-kan-vara-viktigt-vid-behandling-mot-aml/
https://www.leukaemiacare.org.uk/support-and-information/latest-from-leukaemia-care/blog/knowamlday-a-5-year-snapshot/


know-aml.com

Thank you


