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THOUGHTS FROM THE FOUNDER

Patients with infections depend on antimicrobial 
medicines like antibiotics, antifungals, antivirals, and 
antiparasitics. Since the discovery of antibiotics by Sir 
Alexander Fleming in 1928, millions of lives have been 
saved. However, due to numerous factors including 
inappropriate use in human health, agriculture, food 
production and the environment, infection-causing 
germs are increasingly outsmarting these treatments.

At the age of 25, I was involved in a serious car accident 
in Johannesburg, South Africa, which left me with life-
threatening injuries to my face, abdomen, back, neck, and 
pelvis. The most severe injuries were to my face, requiring 
multiple reconstructive surgeries. After the implantation 
of my fourth facial prosthetic, I developed an infection. 
Despite several attempts to save the prosthetic through 
surgery, it was ultimately removed in an emergency 
procedure and sent for testing. Upon receiving the 
results, I saw the acronym “MRSA” (Methicillin-resistant 
Staphylococcus aureus), followed by a list of antibiotics, 
all marked with which antibiotics I was either resistant 
or susceptible to. As I researched online, I learned I had 
contracted an antibiotic-resistant infection, marking 
my introduction to the issue of antimicrobial resistance 
(AMR). I spent a total of 3 years fighting antibiotic 
resistance and was fortunate to survive.

MRSA is just one example of a resistant infection. There 
are numerous more including Multidrug-resistant 
Tuberculosis, Carbapenem-resistant Enterobacteriaceae 
(CRE) and drug-resistant gonorrhoeae. 

After completing my surgeries and recovering from 
antibiotic resistance in 2013, I became a patient advocate. 
I was frustrated by my lack of knowledge about this global 
health threat.

I turned to social media to voice my concerns, starting with 
posts on LinkedIn, Facebook, Instagram and X (formerly 
Twitter), and later launching a blog. I began with small, 
weekly posts and joined online community discussions. 
I also hosted a TweetChat, and as my networks and 
knowledge expanded, I was invited to speak at events 

around the world. This led to opportunities in medical 
education, policymaking and research. As a patient 
with a non-scientific background, this felt like a major 
achievement.

When using social media to raise awareness about 
complex issues like AMR, it’s vital to make messages 
relatable and engaging. Social media is a powerful tool, 
reaching billions globally. While mainstream media 
is increasingly covering AMR, advocates with lived 
experience can make the issue more relatable, influencing 
both policy and public understanding. 

My best advice to any advocate is to start small, build 
your network, learn as much as you can about AMR and 
harness the power of digital advocacy. Always remember 
that your efforts can save lives, so it’s essential to share 
trustworthy information, especially as you establish 
yourself as an online influencer.

This social media advocacy toolkit has been designed to 
offer essential guidance on how to effectively advocate 
for antimicrobial resistance (AMR). It provides practical 
advice on choosing the right social media platforms, 
growing your online presence, and navigating the world 
of digital AMR advocacy. 

Our voices are crucial in the fight against AMR. When I first 
began, I was terrified, but by taking it one step at a time, 
social media became one of the most powerful tools I 
used to start my advocacy journey. Today, it remains a 
vital part of my efforts, and has helped me progress to key 
policymaking platforms, including the United Nations 
General Assembly High-Level and multistakeholder 
meetings on AMR in 2024. 

Vanessa Carter

AMR Patient Survivor 

Founder of The AMR Narrative
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WHO IS THE TOOLKIT FOR?

This toolkit was primarily designed for patients, the public and civil society organisations wishing to enter 
the digital realm to advocate for AMR and searching for inspirational step-by-step ways to do that. It may 
also inform a versatile audience including healthcare professionals wishing to raise awareness of AMR to 
patients and the public online.

AIMS INCLUDE:

EDUCATE ON AMR:
Provide easy-to-understand information about 
what AMR is, what causes it, and how it impacts 

both individuals and the global community.

IMPROVE ADVOCACY EFFORTS:
Provide useful guidance around using social 

media tools to improve advocacy for antimicrobial 
resistance.
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PART 1
Learning the basics of AMR
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AMR or Antimicrobial Resistance, is a natural phenomenon that occurs when microorganisms (germs) - such as bacteria, 
fungi, viruses, and parasites - evolve in ways that make the medicines designed to kill them less effective. These germs 
develop resistance to treatments, making infections significantly harder to cure.

To understand this better, think of antimicrobials as a group of medicines designed to target various types of germs. 
Different antimicrobial medicines are used for different types of germs, and typically:

ANTIBIOTICS
are used to treat 

infections caused  
by bacteria.

ANTIFUNGALS
are used to treat 

infections caused  
by fungi.

ANTIVIRALS
are used to treat 

infections caused  
by viruses.

ANTIPARASITICS
are used to treat 

infections caused  
by parasites.

When germs become resistant to antimicrobial medicines, 
infections become more difficult to treat, leading to 
longer illnesses and higher risks of death (mortality) or 
disability (morbidity).

One of the major contributors to AMR is the inappropriate 
use of antimicrobial medicines.

For instance, antibiotics are sometimes used for illnesses 
like the flu, colds, and COVID-19, which are caused by 
viruses—not bacteria. Since antibiotics can’t kill viruses, 
using them for these conditions is not only ineffective but 
also harmful. This misuse gives germs the  opportunity 
to become resistant to antimicrobial medicines, making 
future infections harder to treat. According to a recently 
published GRAM report (Global Report on AMR), in 2019 
close to 1.3 million deaths alone were attributed to 
bacterial resistance to the medicines used to treat them. It 
has also been estimated that by 2050, more people could 
die from Antimicrobial Resistance (AMR) than from cancer 
which  is why it has been declared a global emergency.

INTRODUCTION TO  
ANTIMICROBIAL RESISTANCE (AMR)1

Common medical-associated conditions that 
rely on antimicrobial medicines to work include, 
(not limited to):

•	 Cancer 
•	 Surgical infections
•	 Urinary Tract Infections  (UTI)
•	 Thrush (oral and vaginal)
•	 Difficult births or neonatal health
•	 Sexually transmitted diseases (e.g. 

Gonorrhoea)
•	 Organ transplants or prosthetic implants	
•	 Tuberculosis (TB) and other respiratory 

infections 
•	 Malaria
•	 Foodborne illnesses or disease
•	 Dental infections
•	 HIV/AIDS 
•	 Rare diseases
•	 Immunocompromised patients
•	 Sepsis
•	 Non-communicable diseases (e.g. diabetes)
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AMR FROM A ONE HEALTH  
PERSPECTIVE

AMR isn’t just a human health issue; it affects animals, the environment, and, ultimately, everyone. In animal 
farming and food production, antimicrobials are often used to prevent or treat infections in animals. However, 
this practice can lead to the development and spread of resistance germs in the animals and the surrounding 
environment. This can spread to humans in several ways – through direct contact with animals, eating 
contaminated meat or animal products, or through exposure to contaminated soil and water. 

This is why a “One Health” approach is so important. It recognises that the health of humans, animals, and the 
environment are all connected, and it stresses the need for a coordinated effort across these sectors to address 
AMR. It is crucial to use antimicrobials responsibly and only, when necessary, in both animal farming and 
human health. 

The Quadripartite Agreement on antimicrobial resistance (AMR) was signed on November 24, 2020. This agreement 
brought together four key organisations: the World Health Organization (WHO), the Food and Agriculture 
Organization (FAO), the World Organisation for Animal Health (OIE), and the United Nations Environment 
Programme (UNEP). The aim is to strengthen collaboration and coordination across sectors to combat AMR 
more effectively.

2

ONE
HEALTH

EN
VIR

ON
MENTAL HEALT H

H U M A N  H E A L T
H

FOOD PRODUC T ION

A N I M A L  H E A L T H
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Advocating for AMR awareness online empowers patients, carers and the public to take an active role in combating 
this critical health issue. By maximising the reach and connectivity of digital channels, we can promote education, 
influence policy and encourage others to protect these life-saving medicines.

R AIS I NG AWARE N ESS
•	 EDUCATION: Many people are unaware of what antimicrobial resistance (AMR) is and how it impacts their health. 

Advocacy helps educate the public on the importance of using antimicrobial medicines responsibly. 

•	 DEBUNKING MYTHS: There are many misconceptions about antimicrobial medicines, such as using antibiotics to 
treat viral infections like colds and flu. Social media is a platform where these myths can be corrected.

I N F LU E NC I NG P OL IC Y
•	 VOICING CONCERNS: Patients and the public can use social media to highlight issues and demand action from 

policymakers. This collective voice can drive legislative changes and the implementation of stricter regulations on 
antimicrobial use.

•	 SUPPORTING RESEARCH: Public advocacy can push for increased funding and support for research into new 
antibiotics and alternative treatments.

E NCOU R AGI NG RESP ONSI BLE BE HAV IOU R
•	 PERSONAL RESPONSIBILITY: By sharing information on the correct use of antimicrobial medicines, people can learn 

to avoid self-medicating and ensure they complete prescribed courses.

•	 COMMUNITY HEALTH: Educating others on the importance of hand washing, vaccination, and infection prevention 
can reduce the overall need for antimicrobial medicines. In some countries, especially low-and-middle income 
countries, advocating for improvements around acces to water, sanitation and hygiene (WASH) is crucial.

BU I LDI NG A SU P P ORT I V E COM M U N I T Y
•	 SHARING EXPERIENCES: Patients affected by AMR can share their stories, creating a support network and raising 

awareness of the human impact of resistant infections.

•	 MOBILISING ACTION: Social media campaigns can unite people in collective actions, such as petitioning for AMR 
policies or participating in awareness events.

AM P LI F Y I NG I M PAC T
•	 REACHING A WIDE AUDIENCE: social media has the power to reach a global audience quickly and effectively, 

spreading important messages far and wide.

•	 ENGAGING YOUTH: Younger generations, who are prolific social media users, can be engaged and educated on AMR, 
ensuring the message reaches future generations.

WHY IS ADVOCACY IMPORTANT?3
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Understanding the various ways to address AMR and learning the lingo is key to your advocacy efforts. It’s important to 
always fact check your information from trustworthy sources.

The type of resources and interventions we can share online include:

I N F EC T ION P RE V E N T ION AN D CON T ROL ( I P C )
•	 Hygiene practices: Promote regular handwashing, proper sanitation, and other hygiene 

practices to prevent infections and reduce the need for antimicrobials. Hand hygiene is both 
important in the community and in healthcare settings.

•	 Vaccination: Emphasise the importance of vaccinations in preventing infections that might 
otherwise require antimicrobial treatments.

GLOBAL AN D COM M U N I T Y I M PAC T
Encourage community-level actions, such as supporting local health initiatives and spreading 
awareness. We can also discuss how AMR is a global issue that requires a coordinated international 
response because resistant germs can cross borders.

P OLIC Y AN D REGU L AT ION
We can advocate for stronger policies and regulations to regulate the use of antibiotics in human 
health, animals and the environment. We can also push for increased funding and support for 
research into new antimicrobials and alternative treatments. In many low-to-middle income 
countries, and impoverished regions, access to antimicrobial medicines is a significant problem to 
treat infections.

4 WHAT COULD YOU ADVOCATE FOR?

AN T I M IC ROBIAL ST E WARDSH I P  (AMS) 
•	 Antimicrobial stewardship is a coordinated effort to ensure these precious medicines are 

used appropriately to improve patient health and prevent the spread of resistant infections. As 
advocates we can help to promote the implementation of stewardship programs in hospitals 
and clinics. Advocate for the correct use of antimicrobial medicines, including following 
prescriptions as directed. Warn against the dangers of self-medicating with leftover antibiotics 
and other antimicrobial medicines or those obtained without a prescription.

•	 Diagnostics play a key role in identifying the type of microbe (germ) causing an infection and 
informs prescribers around the type of antimicrobial medication that is required.
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N E W T RE AT M E N TS AN D DIAGNOST IC S
•	 Developing and using rapid diagnostic tools can help to accurately identify infections and 

guide appropriate use. Advancement of diagnostic technologies can quickly and effectively 
differentiate between bacterial and viral infections, meaning that we use the right antimicrobial 
medicine at the right time, for the right infection. One example of inappropriate prescribing 
is using antibiotics for colds and flu which are caused by a virus. Antibiotics only kill bacterial 
infections which is why it’s important to understand what we are prescribing them for.

•	 We can share information about advancements in the development of new antibiotics and 
innovative therapies. One novel treatment example is phage therapy.

GLOBAL COLL ABOR AT ION
Highlight the importance of global collaboration in combating AMR, including partnerships 
between countries, international health organisations, and NGOs. Share success stories of countries 
or regions that have effectively managed AMR through coordinated efforts .

PART IC I PATORY AP P ROAC H ES
Adopting participatory approaches that actively involve patients and the public is vital for 
addressing antimicrobial resistance (AMR). Through storytelling, patients can share their 
experiences with infections and antibiotic use, raising awareness and humanising the issue. 
Involvement in medical education can help shape more patient-centred approaches, ensuring 
future healthcare professionals are better equipped to communicate and collaborate with those 
affected. In policymaking, including patients and the public ensures that interventions are grounded 
in real-world experiences, making them more effective and equitable. Additionally, engagement in 
research fosters patients and people’s needs. The WHO Task Force of AMR Survivors developed 
a guidance note on Meaningful Patient, Survivor and Carer Engagement which can be shared 
widely. The 2024 United Nations Political Declaration on AMR also highlights the importance of 
using participatory approaches.

AGRIC U LT U R AL P R AC T IC ES
Resistant germs can be passed from food to humans. We can advocate for the reduction of 
inappropriate antibiotic use in livestock and agriculture, emphasizing the link between agricultural 
practices and human AMR. We can also promote sustainable farming practices that minimise the 
need for antibiotics.

Through storytelling, patients can share their experiences with infections and 
antimicrobial use, raising awareness and humanising the issue.

READ MORE ABOUT STORY TELLING HERE

STORY TELLING
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PART 2
Getting started on social media
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Creating an effective digital presence involves several strategic steps. Here’s a guide to help you get started:

1 . Define your advocacy  
goals and objectives

2. Understand your  
audience 3. Create a content 

strategy

4. Engage and 
interact5. Educate  

and inform others

6. Advocate  
for policy change

7. Monitor progress  
and reach

8. Stay updated

5 NAVIGATING SOCIAL MEDIA

START HERE

<< BACK TO CONTENTS PAGE 12



SPECIFIC: Define what you want to achieve,   
e.g. “Increase website traffic by 20% in 6 months.”

MEASURABLE: Use metrics to track your progress, 
e.g. “Number of likes, shares, and comments”

ACHIEVABLE: Set realistic goals that you can 
accomplish with your available resources.

RELEVANT: Ensure goals align with your overall 
mission and advocacy strategy.

TIME-BOUND: Set a deadline for achieving 
your goals.

1 .  DE F I N E YOU R ADVOC AC Y GOALS AN D OBJ EC T I V ES
Defining your advocacy goals and objectives will provide a roadmap for your social media efforts and help you measure 
your impact. What do you hope to achieve through your social media advocacy? Are you aiming to raise awareness, 
change behaviours or influence policy? What actions do you want people to take? 

Once you’ve answered these questions, you can develop SMART goals:

2.  U N DE RSTAN D YOU R AU DI E NC E
By understanding your audience’s unique needs and preferences, you can create content that resonates with them, 
encourages engagement, and ultimately drives action.

•	 Identify Your Target Audience: Determine who you want to reach—is it the general public, patients, healthcare 
professionals, policymakers, media, etc. Where does your audience spend their time online? If you’re targeting 
younger demographics, Instagram and TikTok might be ideal. For professionals and policymakers, LinkedIn might be 
more effective. For a broad reach, Facebook remains a popular choice.  

•	 Audience Interests: Research and understand the specific interests and concerns of each target audience segment. 
What questions do they have about AMR? What motivates them to act? What kind of content are they most likely to 
engage with?

•	 Preferred Platforms: Identify the social media platforms where your target audience is most active. This will vary 
depending on factors like age, demographics, and interests.

•	 Cultural Contexts, Health Literacy, Digital Access and Language Barriers: When developing your online content 
as an advocate, consider barriers in the regions you are advocating for. This would include language differences, 
health literacy barriers and access to the digital platforms you decide to use. Develop your advocacy campaigns to 
suit those audiences. If you are not comfortable with English and your local language is Swahili, French, Portuguese 
or otherwise, adapt your efforts to reach those communities. Differently abled communities such as the visually or 
hearing impaired could also benefit if you develop your messaging around their needs.

S

M

A

R

T

EXAMPLES OF AMR 
ADVOCACY GOALS:
•	 Increase awareness of AMR 

among the public by 15% 
within one year.

•	 Secure a meeting with local 
policymakers to discuss 
AMR within six months.

•	 Build a social media 
community of 200 AMR 
advocates within one year.
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3.  C RE AT E A CON T E N T ST R AT EGY
A well-structured content strategy is the backbone of your social media advocacy. 

Share this post 
with your friends 

and family.

Sign this petition 
to support AMR 

research.

Contact your 
representatives and ask 
them to prioritise AMR .

Donate to organisations 
working to combat AMR .

CONTENT CALENDAR
Develop a content calendar to plan and schedule posts consistently. This will help you stay organised and 
ensure a regular flow of content. Consider the frequency of posting on each platform. See our example 
content calendar here. 

TAP INTO HEALTH CAMPAIGNS
Identify health awareness weeks or days that are associated to AMR. Good examples may include:

•	 World Cancer Day (4 February)

•	 World Health Day (7 April)

•	 World Hand Hygiene Day (5 May)

•	 World Environment Day (5 June)

•	 World Food Safety Day (6 June)

•	 World Sepsis Day (13 September)

•	 World Patient Safety Day (17 September)

•	 World One Health Day (3 November)

•	 World AMR Awareness Week (18-24 November)

•	 World AIDS Day (1 Dec)

DIVERSIFY CONTENT 
Include a mix of different types of content to keep your audience engaged. This could include: facts, statistics, 
and news articles about AMR, eye-catching graphics and videos to simplify complex information and live 
sessions to answer questions and interact with your audience. Platforms like www.canva.com are useful to 
creating eye-catching content and some platforms like www.x.com, have an integrated AI tool (Grok) which 
can help generate images for posts. Make sure those images are fact-checked before sharing.

HASHTAGS
Hashtags organise posts into threads and enhance discoverability. They function like labels, making your 
content visible to a wider audience. Develop a list of hashtags that you will use consistently in your posts such 
as  #AMR, #AntifungalResistance, #AntibioticResistance and #AntimicrobialResistance. Research trending 
health hashtags to join broader conversations. Consider creating a unique hashtag for your campaign, but 
make sure to pair it with trending hashtags.  

TAGGING
Tagging can increase your reach and visibility, as well as encourage collaboration and engagement. 
Tag relevant accounts, including healthcare organisations (e.g. the World Health Organization, Centers for 
Disease Control or your local Health Authority), advocacy groups, and influencers, to amplify your reach. You 
can tag others by including their username in a post or by tagging them in a photo. 

CALL TO ACTION
Every post should have a clear call to action (CTA). What do you want your audience to do after reading your 
post? Some examples of CTAs include:
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4.  E NGAGE AN D I N T E R AC T
Engaging with your audience is important for sustained AMR advocacy success. It’s not just about broadcasting your 
message; it’s about fostering meaningful connections and conversations.

5.  E DUC AT E AN D I N FORM OT H E RS
By consistently sharing educational and informative content, you can empower your audience to make informed choices 
and ultimately contribute to the fight against AMR.

•	 VISUAL AID COMPREHENSION: Break down complex information into easy-to-understand language and visuals.

•	 EDUCATIONAL CAMPAIGNS: Launch targeted campaigns to educate the public on topics such as appropriate 
antibiotic use, infection prevention and control and the importance of vaccination.

•	 AMPLIFY EXPERT VOICES: Share content from healthcare professionals, researchers, and AMR experts.  
Host interviews or Q&A sessions with experts on social media to answer questions and provide insights.

JOIN 
CONVERSATIONS:

Participate in relevant 
discussions and 

threads to raise your 
profile and connect 

with others interested 
in AMR.

RESPOND TO 
COMMENTS:

Promptly respond to 
comments, messages, 
and mentions. Show 

appreciation for shares, 
retweets, and positive 

feedback.

BUILD RELATIONSHIPS 
WITH INFLUENCERS:
Identify and connect 

with influential voices 
in the AMR space. 
Engage with their 

content, share their 
posts, and collaborate 
on projects to expand 

your reach.
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6.  ADVOC AT E FOR P OL IC Y C HANGE
Social media can be a powerful tool for influencing policy change.

•	 POLICY GAPS: Share information about the current state of AMR policy in your region or country. 
Highlight gaps and shortcomings in existing regulations. Explain the need for stronger policies 
to address issues like antibiotic overuse, infection prevention and control, equitable access to 
treatment and health services as well as water and sanitation. A good place to start learning 
about local policies is by reading your National Action Plan if your country has one.

•	 CALL TO ACTION: Encourage your audience to take specific actions to support policy change, 
such as signing petitions and supporting advocacy campaigns.

7.  MON I TOR P ROGRESS AN D RE AC H
By regularly monitoring your progress and reach, you can gain valuable insights into what’s working and what’s not.

•	 USE ANALYTICS TOOLS: Most social media platforms offer built-in analytics dashboards that provide insights into 
your audience demographics, post reach, engagement rates and other key metrics.

•	 TRACK KEY METRICS: Pay attention to key metrics, including:

•	 ANALYSE AND REFINE: Use your data to continuously improve your content and engagement strategies. Look for 
trends in your data. What types of content perform best? What times of day or days of the week are your posts most 
engaging? Don’t be afraid to try different approaches. Test different headlines, visuals and calls to action.

8.  STAY U P DAT E D
By keeping up-to-date with research findings, policy changes and global trends, you can ensure your messaging is 
accurate, relevant and impactful.

•	 FOLLOW EXPERTS AND ORGANISATIONS: Find and follow leading AMR experts, researchers, reputable organisations 
and advocates on social media. Look for individuals who are actively sharing information and insights about AMR. 

•	 SUBSCRIBE TO NEWSLETTERS AND ALERTS: Sign up for email newsletters and alerts to receive regular news, 
research and policy developments. Subscribe to relevant journals and publications that focus on infectious diseases, 
antimicrobial resistance and public health.

•	 GOOGLE ALERTS: Set up Google Alerts to receive notifications when new articles or reports are published. Sign up to 
Google Alerts at www.google.com/alerts.

REACH
The number of people 

who saw your posts

IMPRESSIONS
The number of times 

your posts were 
displayed

ENGAGEMENT
The number of likes, 

shares, comments 
and clicks your posts 

received 

SUBSCRIBERS
The number of people 

who follow your 
accounts or subscribe to 

your channels 
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Selecting the right social media channels to tell stories about antimicrobial resistance (AMR) depends on your target 
audience, the type of content you plan to share, how comfortable you are with sharing your personal experience using 
different media (i.e., photos, video or written content) and the specific strengths of each platform. 

Here is a guide to help you choose:

6 CHOOSING SOCIAL MEDIA CHANNELS

TAI LOR YOU R CON T E N T
•	 CONTENT TYPE: Determine what type of 

content resonates best with your audience 
(e.g., personal stories, educational content, 
infographics, videos).

E NGAGE W I T H YOU R AU DI E NC E
•	 INTERACTION: Choose platforms that allow for 

interaction and engagement (e.g., comments, 
likes, shares, polls).

•	 RESPONDING: Respond to comments and 
messages promptly to foster a sense of 
community and encourage ongoing dialogue.

CONSI DE R P L AT FORM ST RE NGT HS
By strategically selecting and leveraging different 
social media channels, you can effectively tell 
compelling stories about antimicrobial resistance, 
raise awareness, and inspire action among your 
audience. When choosing the right platforms, 
consider: 

•	 CONTENT FORMAT: What type of content do 
you plan to share? Instagram is perfect for 
visually appealing photos and short videos, 
while X (formerly Twitter) is ideal for quick 
updates and real-time conversations. Facebook 
and LinkedIn are better suited for longer posts 
and articles.

•	 ENGAGEMENT STYLE: How do you want to 
interact with your audience? X is great for quick 
responses and discussions, while Facebook 
groups offer a more community-based 
approach. LinkedIn is ideal for professional 
networking and thought leadership.

•	 RESOURCES AND CAPACITY: Consider the time 
and resources you have available to manage 
multiple platforms. It’s better to focus on a few 
platforms and do them well, rather than spread 
yourself too thin. 

•	 CONSIDERING YOUR OWN STRENGTHS:	
Before choosing platforms, think about your 
own comfort level and skills. Are you better at 
writing, video creation or audio content?

<< BACK TO CONTENTS PAGE 17

U N DE RSTAN D YOU R AU DI E NC E
•	 DEMOGRAPHICS: Consider the age, location, 

and interests of your target audience.

•	 PREFERRED PLATFORMS: Determine which 
social media platforms your audience is most 
active on.

•	 PURPOSE: Decide if you want to reach 
the general public, patients, healthcare 
professionals, policymakers, or a combination.



STRENGTHS SUITABLE FOR

X (Previously 
Twitter)

Quick updates, engagement with 
trending topics, and interaction 
through hashtags.

Sharing news, statistics, quick facts, 
and engaging in discussions with a 
wide audience.

Facebook
Community building, sharing 
longer-form content (articles, 
blogs), and organising events.

Personal stories, detailed information, 
educational content, and fostering 
discussions in community groups.

Instagram
Visual storytelling through 
photos and short videos, high 
engagement rates among 
younger audiences.

Sharing personal experiences, 
infographics, behind-the-scenes 
looks, and awareness campaigns with 
impactful visuals and photos.

LinkedIn
Professional networking, sharing 
industry news, and engaging with 
healthcare professionals and 
policymakers.

Posting research findings, policy 
updates, professional articles, and 
networking with stakeholders in 
healthcare.

YouTube

Video content, longer-form 
storytelling, and educational 
content through tutorials, 
interviews, vlogging, podcasts and 
documentaries.

Documenting personal stories, 
explaining complex topics, and 
sharing interviews with experts in the 
field of AMR.

TikTok
Video content, short-form 
storytelling, and educational 
content.

Documenting personal stories 
and using a short video format 
for vlogging, interviews and other 
educational content.

 Blogging
Written content, long or 
short-form storytelling, and 
educational content.

Documenting personal stories, 
explaining complex topics. Usually 
around 500 - 750 words.

WhatsApp
Enables real-time, private 
communication and group 
discussions.

Quickly share information with a 
relevant community group, raise 
awareness and mobilise support

T H E MOST COM MON LY USE D P L AT FORMS TODAY

Make sure you spend some time researching which 
platforms are used in the country you are advocating 
for, because in some regions platforms like Facebook 

or X have been banned.
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Building your social network online as a patient advocate involves strategic steps to connect with others, 
raise awareness about your cause, and engage with a supportive community.

C RE AT E COM P E LL I NG P ROF I LES

7 BUILDING YOUR NETWORKS

F I N D AN D FOLLOW OT H E RS
•	 SEARCH FOR RELEVANT ACCOUNTS: Use keywords or search for hashtags like #AntimicrobialResistance, #AMR, 

#AntibioticResistance and others to find accounts that align with your interests and goals.

COLL ABOR AT E W I T H OT H E RS
•	 NETWORK WITH INFLUENCERS: Look for individuals who have a strong following and credibility in the AMR space. 

This could include healthcare professionals, researchers, patient advocates, journalists, bloggers or celebrities.

•	 BUILD RELATIONSHIPS: Engage with their content, share their posts and comment on their discussions. Offer your 
support and expertise.

•	 PROPOSE COLLABORATIONS: Once you’ve established a connection, explore opportunities to collaborate on 
content creation, campaigns, or events. This could involve guest posting on their blog, participating in their podcast 
or co-hosting a social media chat.

•	 PARTICIPATE IN ONLINE COMMUNITIES: Search for online communities (e.g., Facebook groups, LinkedIn groups, 
Reddit subreddits) that focus on AMR. Share your knowledge and experience, ask questions, and learn from others.

Use the cover image or header space of your profiles to showcase your 
advocacy visually. This could be a photo, graphic, logo or slogan that reflects 
your message or brand.

Use a professional and recognisable profile picture to 
build trust and recognition, if you feel comfortable to do 
so. People like to know who they are talking to and also 
familiarise themselves with your face which works in your 
favour if you ever bump into them at an event.

Craft a clear and compelling bio that 
highlights your advocacy mission, your 
personal story (if relevant) and what 
followers can expect from your content. 
Add a link to your website or blog if you 
have one. Use keywords or hashtags 
related to AMR to make it easier for 
people to find you.

BIOPROFILE PICTURE

COVER IMAGE/HEADER
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U T I L ISE HASH TAGS 
•	 HASHTAGS: Use popular hashtags to maximise your reach and engagement. 

Popular hashtags like #AMR, #AntimicrobialResistance, #AntibioticResistance 
and #PatientAdvocacy will expose your content to a broader audience. More 
specific or niche hashtags like #theAMRnarrative connects you with a targeted 
audience.

•	 TRENDING TOPICS: Stay informed about trending topics and current events 
related to healthcare or advocacy. Use hashtag research tools to identify 
trending and relevant hashtags in your region. Join conversations by using 
relevant hashtags and sharing your perspective. 

•	 Use TOOLS like ChatGPT or Grok (an AI tool available on an X.com premium 
subscription) to run a search on the most popular hashtags related to AMR.

STAY CONSIST E N T AN D P E RSIST E N T
•	 CONSISTENCY: Develop a consistent posting schedule that aligns with your audience’s habits and your available 

resources. Whether it’s daily, weekly, or bi-weekly, the key is to maintain a regular presence so your audience knows 
when to expect new content from you. Focus on creating high-quality content that adds value to your audience’s 
experience. It’s better to post less frequently with impactful content than to bombard your followers with irrelevant 
or low-effort posts.

•	 PERSISTENCE: Building a social media presence takes time and effort. Don’t get discouraged if you don’t see 
immediate results. Stay committed to your mission and continue creating valuable content. 

E DUC AT E AN D E M P OW E R
•	 EDUCATIONAL CAMPAIGNS: Launch campaigns or initiatives to educate your audience about key issues related to 

your advocacy cause. You can also share existing campaigns by trustworthy health authorities who often develop 
social media graphics which you can make use of.

•	 EMPOWER OTHERS: Inspire and empower your followers to take action, whether it’s supporting legislative changes, 
participating in events, or spreading awareness within their own networks. Share stories and perspectives from other 
patients, advocates and experts. 

AMR

AntimicrobialResistance

PatientAdvocacy

Antibiot icResistance

theAMRnarrative
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8 ADDRESSING MISINFORMATION

Addressing misinformation or disinformation about 
antimicrobial resistance (AMR) on social media is crucial 

for ensuring accurate public understanding and promoting 
responsible actions. 
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MON I TOR AN D I DE N T I F Y M IS I N FORMAT ION
•	 STAY INFORMED: Keep yourself updated with accurate information from 

credible sources like the World Health Organization (WHO), Centers for Disease 
Control and Prevention (CDC), scientific journals, local health authorities and reputable 
patient advocacy groups.

•	 MONITOR TRENDS: Regularly monitor social media platforms for trending topics or hashtags related to 
AMR to identify misinformation.

•	 USE FACT-CHECKING TOOLS: Utilise online fact-checking resources to verify the accuracy of information before 
sharing or responding to it.

P ROV I DE ACC U R AT E I N FORMAT ION
•	 CORRECT MISINFORMATION PROMPTLY: When you encounter misinformation, respond promptly with factual 

information backed by reliable sources.

•	 USE CLEAR LANGUAGE: Avoid jargon and technical terms. Communicate complex information in simple, 
understandable language that resonates with your audience.

•	 FOCUS ON KEY MESSAGES: Reinforce accurate information about AMR, its causes, impact and ways to prevent it.

•	 SHARE CREDIBLE RESOURCES: Direct your audience to reliable sources of information, such as official health 
organisations, research articles and educational materials.

COLL ABOR AT E W I T H E XP E RTS AN D ORGAN IS AT IONS
•	 ENGAGE EXPERTS: Collaborate with healthcare professionals, researchers or organisations specialising in AMR to 

reinforce accurate information.

•	 JOINT STATEMENTS: Issue joint statements or co-authored posts to amplify credible information and combat 
misinformation collaboratively.

USE V ISUALS AN D I N FOGR AP H IC S
•	 VISUAL REPRESENTATION: Create and share infographics, charts, or visual content that represent facts about AMR. 

Visuals can enhance understanding and engagement.

•	 FACT-CHECKING GRAPHICS: Develop graphics that debunk common myths or misconceptions about antibiotics 
and AMR.
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E NCOU R AGE C R I T IC AL T H I N KI NG AN D FAC T-C H EC KI NG
•	 EDUCATIONAL POSTS: Create informative posts that teach your audience how to critically evaluate 

information found on social media. Share tips on: emphasising the importance of fact-checking before 
sharing.

•	 EMPOWER YOUR AUDIENCE: Encourage your followers to seek information from multiple, credible sources 
and verify facts independently.

E NGAGE I N CONST RUC T I V E D IALOGU E
•	 OPEN DISCUSSIONS: Engage in respectful and constructive discussions with individuals who share 

misinformation. Use evidence-based arguments to support your points. Share links to credible sources, 
such as scientific studies, expert opinions or official health organisation websites.

•	 PRIVATE MESSAGES: Reach out privately to individuals who share misinformation to provide accurate 
information without publicly escalating the situation.

RE P ORT AN D F L AG M IS I N FORMAT ION
•	 PLATFORM POLICIES: Familiarise yourself with the reporting and flagging mechanisms provided by 

social media platforms for misinformation. These are usually found in their Terms and Conditions 
of use policy, community guidelines or help and support center.

•	 ENCOURAGE REPORTING: Encourage your followers to report misleading content to platform 
moderators or administrators.

LE AD BY E X AM P LE
•	 CONSISTENT MESSAGING: Ensure that the information you share about AMR is always accurate, 

up-to-date, and based on credible sources. Fact-check information before sharing it and be 
transparent about the sources you use.

•	 BUILD TRUST: Build trust with your audience by being transparent, citing sources and 
admitting mistakes if any misinformation is inadvertently shared.

•	 RESPECTFUL ENGAGEMENT: Engage with others in a respectful and constructive manner, 
even if you disagree with their views. Avoid personal attacks or inflammatory language.



Digital advocacy can be a time-consuming job. Maintaining digital wellness is essential for patient and public advocates 
to ensure their well-being while effectively carrying out their advocacy efforts online.

9 DIGITAL WELLNESS

 SE T BOU N DARI ES AN D SC H E DU LE
•	 DESIGNATE TIME: Allocate specific times for 

engaging on social media to prevent burnout 
and maintain balance.

•	 LIMIT SCREEN TIME: Set limits on daily screen 
time to avoid digital fatigue and potential health 
issues associated with prolonged device use.

MAI N TAI N P R I VAC Y AN D SEC U RI T Y
•	 SECURE ACCOUNTS: Use strong, unique 

passwords and enable two-factor 
authentication for social media accounts to 
protect against unauthorised access.

•	 BE MINDFUL OF SHARING: Avoid sharing 
personal or sensitive information online that 
could compromise your privacy or safety.

P RIORI T ISE M E N TAL H E ALT H
•	 SELF-CARE: Incorporate self-care activities into 

your routine, such as exercise, mindfulness 
practices, or hobbies unrelated to advocacy. 

•	 RECOGNISE STRESSORS: Identify triggers 
that cause stress or anxiety related to online 
activities and address them proactively.

EDUCATE OTHERS ON DIGITAL WELLNESS
•	 ADVOCATE FOR BALANCE: Promote digital 

wellness practices within your advocacy 
community and encourage others to prioritise 
their well-being.

•	 LEAD BY EXAMPLE: Demonstrate healthy 
online behaviours and self-care practices to 
inspire others to maintain digital wellness.

E NGAGE I N P OSI T I V E  I N T E R AC T IONS
•	 BUILD SUPPORTIVE NETWORKS: Connect 

with like-minded individuals and supportive 
communities to share experiences and receive 
encouragement.

•	 ENCOURAGE CONSTRUCTIVE DIALOGUE: 
Foster respectful discussions and constructive 
interactions on social media platforms to 
maintain a positive online environment.

RE F LEC T  AN D ADJ UST
•	 REACH OUT: Don’t hesitate to seek support 

from friends, family or mental health 
professionals if you experience digital fatigue, 
stress or burnout.

•	 EVALUATE IMPACT: Regularly assess the 
impact of your digital advocacy efforts on your 
well-being and overall goals. Especially if you 
have an ongoing health condition or looking 
after someone else who does.
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PART 3
Telling a compelling story
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Identify your 
story’s core 

message

Structure  
your story

Use 
multimedia

Be authentic  
and honest

Collaborate with 
inf luencers and 

organisations

Share 
consistently

1 2 3 4 5 6

I DE N T I F Y YOU R STORY ’S  CORE M ESS AGE
•	 FOCUS ON THE KEY POINT: Distil your story down to its essence. Write it down and work on making it concise. 

What is the most important takeaway you want your audience to have? What do you hope they will feel or 
understand after hearing your story? It could be about the impact of AMR on your life, the importance of 
responsible antibiotic use, or the need for policy change. Remember, people’s attention spans are short.

•	 RELATABLE ELEMENTS: Highlight aspects of your story that others can relate to, such as 
common symptoms, emotional experiences, or everyday challenges.

H E RE ’S  A  ST E P-BY-ST E P GU I DE TO T E LL I NG YOU R AM R STORY COM P E LL I NGLY:

1

10 STORYTELLING

Sharing personal stories effectively on social media can raise awareness, foster empathy, and drive action 
regarding antimicrobial resistance (AMR). Storytelling also helps to break down the science of AMR which is often 
regarded as a highly complex issue. When others listen to your story, it might also drive them towards sharing 
experiences and raising their voice for change. 

•	 PATIENT EXPERIENCES: We can share our own personal stories around antimicrobial-resistant infections to 
humanise the issue and illustrate its impact. 

•	 SHARING OTHER PEOPLE’S STORIES: Due to some data protection and privacy laws in various countries like 
the GDPR (EU) and Data Protection Act (UK) it’s important to obtain consent from other patients before sharing 
their story publicly. Familiarise yourself with data protection laws.

•	 HEALTHCARE WORKERS: As advocates, we can highlight the perspectives and experiences of healthcare 
professionals dealing with AMR on the front lines.
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Start with a brief introduction to set the context. Who are you? What happened?

Describe the problem or challenge you faced due to AMR. Explain how it affected your health, 
daily life, or loved ones.

Detail the steps you took to address the issue. This could include seeking medical treatment, 
making lifestyle changes, researching information, or connecting with support groups.

Describe your current health status and how you’re managing AMR. How did your actions 
make a difference? What lessons did you learn? Don’t offer medical advice, simply share your 
outcome. What worked for you, may not be the solution for another patient.

Conclude your story with a clear and compelling call to action. What do you want your audience 
to do?  Offer concrete steps they can take to advance their own advocacy, such as learning more 
about AMR, supporting research, or sharing their own stories.

USE M U LT I M E DIA

PHOTOS AND VIDEOS
Visual content can make your story more engaging. Share photos or videos that document your experience, 
such as hospital visits, medication routines, or advocacy events. If sharing your photos or videos publicly 
feels too overwhelming, think about other ways to do it. Some advocates even use memes, drawings, art 
or licensed photography (e.g. taken by you or from a stock library like www.adobestock.com).

INFOGRAPHICS
Use infographics to visually represent data, statistics, and complex information. Use them to explain the 
rise of AMR, the impact of antibiotic overuse, or tips for preventing infections.  Design visually appealing 
infographics that are easy to understand and share on social media. Use clear fonts, bold colours, and 
concise text.

CAPTIONS AND SUBTITLES
Try to ensure that your multimedia content includes captions or subtitles to make it accessible to a wider 
audience.

ADDITIONAL MULTIMEDIA OPTIONS
Create short animations to explain AMR concepts; share audio recordings of interviews, discussions, or 
personal reflections on AMR; host live videos to answer questions, share updates, or interview experts.

INTRODUCTION 

THE CHALLENGE

THE JOURNEY

THE OUTCOME

CALL TO ACTION

ST RUC T U RE YOU R STORY2

3
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BE AU T H E N T IC  AN D HON EST
•	 GENUINE EMOTIONS: Don’t be afraid to show your true feelings. Authenticity helps build trust 

and empathy with your audience. 

•	 TRANSPARENCY: Be honest about the challenges and setbacks you faced. Not every story has a perfect ending, and 
acknowledging the difficulties can make your story more relatable. While it’s important to be open and honest, avoid 
exaggerating or misrepresenting your experiences. Stick to the facts and be truthful about your emotions.

•	 RESPECT YOUR BOUNDARIES: Remember, you’re not obligated to share every detail of your story. Share only what 
you feel comfortable with and what aligns with your advocacy goals.

•	 ASK QUESTIONS: Encourage interaction by asking your audience questions about their own experiences with 
antibiotics or AMR.  Invite your audience to share their thoughts, experiences, and perspectives.

•	 RESPOND TO COMMENTS: Engage with your audience by responding to comments, answering questions, and 
thanking them for their support.

SHARE CONSIST E N T LY
•	 REGULAR UPDATES: Keep your audience engaged by providing regular updates on your journey, 

new developments, or ongoing advocacy efforts.

•	 STORY SERIES:  If you have a longer or more complex story to tell, consider breaking it into a 
series of posts. This can help maintain interest and allow you to explore different aspects of your 
experience in more depth. 

4

6

COLL ABOR AT E W I T H I N F LU E NC E RS AN D ORGAN IS AT IONS

GUEST POSTS
Identify individuals with a strong following in the health, science, or advocacy spheres who 
are passionate about AMR. Offer to write a guest post for their blog or website, sharing your 
story or expertise.

INTERVIEWS
Seek opportunities to be interviewed by bloggers, podcasters, journalists, or other media 
outlets. Share your experience, and advocacy goals to raise awareness and educate the 
public.  Engage with your audience in real-time through live Q&A sessions on social media 
or other platforms. This can help build rapport, answer questions, and foster a sense of 
community.

5
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POST 1:
INTRODUCTION

“My name is Sarah, a mother 
of two and survivor of an 
AMR infection. This is my 

story about how it changed 
my life.  
#AMR  

#PatientAdvocate 
#AntimicrobialResistance”

EXAMPLE OF A PERSONAL AMR STORY POST

POST 1
INTRODUCTION

My name is Sarah, a mother 
of two and survivor of an AMR 

infection. This is my story 
about how it changed my life. 

#AMR  
#PatientAdvocate 

#AntimicrobialResistance

POST 2
THE CHALLENGE

It started with a simple infection 
that antibiotics couldn’t treat. 

Days turned into weeks of 
hospital visits and different 

treatments. The fear and 
uncertainty were overwhelming.

#AntibioticResistance 
#AMR

POST 3
THE JOURNEY

After multiple failed 
treatments, I finally found a 

specialist who helped manage 
my condition. It was a long 
journey filled with ups and 
downs, but I never gave up. 

#AMR  
#AntimicrobialResistance  

#PatientAdvocate

POST 4
THE OUTCOME

Today, I’m healthier and more 
determined than ever to raise 

awareness about AMR. Our fight 
against AMR infections is far 

from over. Join me in advocating 
for better practices and policies. 

#AMR 
#AntimicrobialResistance

POST 5
CALL TO ACTION

You can make a difference too! 
Use antimicrobials responsibly, 

support AMR research, and 
spread the word. Together, 

we can combat antimicrobial 
resistance. 

#AMR  
#AntimicrobialResistance
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MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY SATURDAY SUNDAY

PLATFORMS

TOPIC

CONTENT T YPE

CAPTION/
POST

VISUAL ASSE T

HASHTAGS

POSTING TIME

ACCOUNTS  
TO TAG

POST 
PERFORMANCE

ADDITIONAL 
NOTES

SOC IAL  M E DIA W E E KLY P L AN N E R E X AM P LE
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“Patient voices are one of our strongest tools for educating the masses about AMR, sepsis, and how it can 
happen to anybody. Sepsis Alliance has always believed in centering the patient voice, and social media 
is a great tool for amplifying this voice.” 

Thomas Heymann, President and CEO, Sepsis Alliance (USA)

“As a patient advocate who has been featured in numerous online publications, documentaries, and 
features sharing my patient journey to raise awareness of issues in healthcare from antimicrobial 
resistance, to navigating the patient doctor relationship and access to rare disease treatments, social 
media has been an avenue by which I have been able to project my voice and experiences to educate 
and empower other patients. There is certainly a learning curve, and I am still finding the optimal ways to 
engage patients and build community while also reaching companies and developing patient engagement 
partnerships through my social media presence. Nonetheless, it is a fantastic way to create visibility, advocate for a 
cause, and make an impact in the lives and health of the communities we touch.”

Ella Balasa, Cystic Fibrosis and AMR Patient Advocate and Member of the WHO Task Force of AMR Survivors (USA)

“Social media offers a global platform to amplify advocacy for AMR. In Kenya, we find it to be a powerful 
tool to reach patients, the public, policymakers, health professionals and others.” 

Joab Ogallo, Chairperson: Confraternity of Patients, Kenya

“Social media stands as a crucial conduit for disseminating vital information about drug-resistant malaria 
in Africa. Platforms like X and Facebook not only empower us to educate communities but also mobilise 
them toward adopting correct medical practices and advocating for necessary policy reforms. From 
personal experience, I have leveraged social media to lead and promote the Global AMR youth summit, 
which proved to be highly educative. This experience solidified my belief in social media’s potential as an 
indispensable tool for public health advocacy and education”.

Dr Olayinka Fakorede, Drug-resistant Malaria Survivor and Medical Doctor (Nigeria/USA)

QUOTES: The power of social media for patient advocacy

“As a patient advocate and communications professional, I know the power of effective messaging in 
driving change. This toolkit equips AMR advocates with the resources they need to reach wider audiences, 
spark conversations, and mobilise support for initiatives that combat this global health threat. It’s a must-
have for anyone passionate about making a real difference in the fight against antimicrobial resistance.”

Marie Ennis-O’Connor, Breast Cancer Survivor and Health Communication expert (Ireland/USA)

“Antimicrobial Resistance (AMR) is like fighting an invisible battle on a global scale. As an AMR survivor, 
I experienced the negative impact and now understand the critical need for vigilance and proactive 
healthcare to ensure a healthier future for all. Every day is a reminder of the importance of innovation and 
awareness in this ongoing fight against AMR. Social media plays a critical role in amplifying our voices, 
stories and experiences to help fight AMR, so let’s utilise it to raise our voices and promote awareness.”

Brandon Jaka, HIV Drug-resistance and AMR patient advocate, Member of the WHO Task Force of 
AMR Survivors (Zimbabwe)
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“Having access to social media has given me and my non-profit organisation an opportunity without any 
filter to share my experience around AMR. In addition, it’s a crucial tool for awareness raising, debating 
and presenting our mission, views and work. By being present online over the past few years, I have 
been able to develop a meaningful network with different stakeholders including decision makers, health 
professionals, fellow advocates and friends.”

Pernilla Rönnholm, AMR Patient Advocate, survivor of child loss, Founder: Prematurföreningen Mirakel (Sweden) 

“With social media, AMR patients aren’t just statistics—we’re storytellers, advocates and changemakers. 
Our voices can reach the world, challenging stigma and demanding progress in real time.  Social media 
gives a voice to those who have faced antimicrobial resistance (AMR) challenges firsthand—it turns 
personal stories into powerful movements, connecting patients and pushing for real change in global health.”

Phumeza Tisile, Extensively Drug-resistant TB (XDR-TB) survivor, Advocacy Officer at TB Proof (South Africa)

“Social media has helped me to amplify the creation of AMR awareness through the various 
communication features it provides, such as uploading documents with infographics, pictures and 
videos. These features enhance the dissemination of data on AMR to the public. It also enables us to 
reach a wider audience who can re-share the information, thus widening the spread. One of its potent 
weapons is the ability to simplify data on AMR so that it is easier to understand.”

David Owoeye, Sickle Cell Warrior, Patient Advocate and AMR Survivor, Author (Saudi Arabia/Nigeria)

“I have been a patient advocate for 25 + years and have observed many changes, including the use of 
digital tools to advance advocacy. I am truly passionate about how we can best serve to improve the 
situation of patients regarding their quality of life especially with so many potentially life-threatening 
consequences of antimicrobial resistance. One of our main focuses is on recurring urinary tract 
infections, where the overuse of antibiotics can have a significant impact. Social media and new 
innovative technologies like AI can certainly help in a positive manner if used appropriately.”

Mary Lynne Van Poelgeest-Pomfret, President of the World Federation of Incontinence and Pelvic 
Problems (WFIPP), Netherlands

“As someone who has been on immunosuppressant treatment since childhood—and likely will be for 
the rest of my life—I worry about antibiotic resistance. Whenever I get an infection (which I do regularly), 
I need antibiotics that work quickly and effectively. If we reach a point where antibiotics are no longer 
effective for me, I would have to stop my regular treatment, which is the only reason I have my mobility 
today. Social media has been an invaluable tool for my advocacy because it allows me to reach people 
from all sides of the chronic disease table. I can give patients, caregivers, medical professionals and 
policymakers an insight into life between the appointments - the realities of my disease and what really 
matters to me as an individual - and that is an incredibly powerful thing.” 

Joel Nelson, Award-Winning Patient Advocate, Founder of Psoriatic Disease UK

“Through UICC’s ongoing campaigns, we’ve seen how effective social media can be in explaining how 
vulnerable cancer patients are to infection, and how antimicrobial resistance can undermine cancer 
treatment and care.” 

Dr. Sonali Johnson, Head, Knowledge, Advocacy and Policy, Union for International Cancer Control 
(UICC), Geneva
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