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Abstract

Cancer patients’ associations have become valid
public health players because they help patients
to face this disease from physical, emotional and
social perspectives. Some of these associations
resort to social media platforms not only to improve
their relationships with patients, but also fo promote
their own brand. This paper seeks to understand how
Spanish cancer patients’ associations manage their
social media platforms to promote their brand. To
do that, we conducted a literature review about
health communication; we considered 48 indicators
to analyze how 107 associations belonging fo
the Spanish Group of Cancer Patients (Gepac)
managed Facebook, Twitter, Youtube and their
corporate website for branding initiatives; and we
proposed a communication model for branding
cancer patients’ associations on these platforms
(MedPac Model). We concluded that Spanish
cancer patients’ associations prioritize medical
information but not brand-related elements,
they lack the economic and human resources to
produce a quality content, and they have not yet
implemented a frue corporate communication
approach.
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Resumen

Las asociaciones de enfermos de cdncer se
han convertido en un verdadero actor de salud
publica ya que ayudan a los pacientes a afrontar
esta enfermedad desde un punto de vista fisico,
emocional y social. Algunas de estas asociaciones
recurren a las redes sociales para mejorar sus
relaciones con los pacientes, asi como para
promocionar su propia marca. Este articulo tiene
como objetivo comprender como las asociaciones
espanolas de pacientes con cdncer gestionan
sus redes sociales para promover su marca. Para
ello, realizamos una revision de literatura sobre
comunicacion en salud; recurrimos a 48 indicadores
para analizar cémo las 107  asociaciones
pertenecientes al Grupo Espanol de Enfermos de
Cdncer (Gepac) gestionaban Facebook, Twitter,
Youtube y su web corporativa para promocionar
su marca; y finalmente proponemos un modelo de
comunicacion para ayudar a dichas asociaciones a
promocionar su marca en las redes sociales (Modelo
MedPac). Concluimos que las asociaciones
espanolas de enfermos de cdncer priorizan la
informacién médica pero no la arquitectura de
marca, carecen de los recursos econdémicos y
humanos necesarios para producir contenidos de
calidad, y no implementan un verdadero enfoque
de comunicacién corporativa.
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1. Infroduction

The social impact of cancer, as well as the physical and psychological consequences for patients and
their relatives, lead many years ago different patients, doctors and nurses all over the world to develop
different patients’ associations. They pioneer these associative movements in medical contexts, from an
organizational point of view, but also from a communication standpoint: events, magazines, websites,
etc. Cancer patients’ associations have become a true public health player. They help patients through
many different initiatives such as health education programs, legal and medical counseling, awareness
campaigns about different diseases and emotional support networks. Cancer patients face challenging
situations from a physical, emotional and social point of view. Cancer constitutes a true tfrauma for
many of them: lack of knowledge and experience about this disease, uncertainty, social rejection.
Managing these patients constitutes a challenge for patients’ associations, but also for other health
organizations such as hospitals or public authorities. Most of them resort to social media platforms to help
patients deal with cancer, but also to promote their own corporate brand. This paper aims to evaluate
how Spanish cancer patients’ associations manage social media platforms to promote their brand
reputation. To do that, we conducted a literature review about health communication, brand, social
media and patient’s associations; then, we considered 48 indicators fo analyze how 107 associations
belonging fo the Spanish Group of Cancer Patients (Gepac) managed Facebook, Twitter, Youtube
and their corporate website for promoting their brand; and finally, we proposed a communication
model for branding these associations on social media platforms (MedPac Model for Branding Cancer
Patients Association). Our results help cancer associations to improve their social media presence and
also constitute a starting point for other patients’ associations specialized in other diseases, even if these
last ones should develop their own online communication models.

2. Literature Review

The professional management of corporate communication has become a priority for health
organizations, especially hospitals, patients’ associations and public health authorities (Hannawa et al.,
2015). Thanks to corporate communication, these organizations improve their own internal functioning
as well as their relationships with stakeholders: employees, patients, suppliers, media companies (Brent,
2016). Developing corporate communication in health organizations constitutes an opportunity to
improve patients’ skills in different domains (health education, health literacy) as well as their perceptions
about health-related issues (Jones et al., 2015; Weberling, 2014). Health organizations focus their
communication initiafives on three main areas: interpersonal, infernal and external communication.

Interpersonal communication refers to all initiatives implemented by health organizations to help their
employees interact with each other —and with some external stakeholders- in a more performant way
(Gilligan et al., 2016). For example, hospitals train their doctors on inferpersonal communication skills in
order to help them listen to patients in a more efficient way (Jahromi et al., 2016), establish with patients
rich relationships based on human values (Brent, 2016) and convince patients to follow treatments and
medical advices (Archiopoli et al., 2016). As fo intfernal communication, it embraces all initiatives carried
out to share organizational content, improve internal processes (Rodrigues, Azevedo & Calvo, 2016)
and promote the company’s brand architecture -identity, mission, vision, values and culture- (Medina
Aguerrebere, 2020). Finally, external communication involves different actions addressed to influence
external stakeholders’ perceptions about the health organization, its employees and services (Pelitti,
2016). One of the most important targets for external communication initiatives are patients because,
on the one hand, they are true opinion leaders able to influence other citizens’ perceptions (Becerra,
Reina & Victoria, 2015): and, on the other hand, they own different rights that should be respected by
health organizations (Maier, 2016).

When implementing interpersonal, internal and external communication initiatives, health organizations
resort to social media platforms (Matarin Jiménez, 2015). To do that in a professional way, they employ
experts in corporate communication who disseminate meaningful content that saftisfy stakeholders’
needs and reinforce the company’s brand (Ruiz-Granja, 2015). They define budgets and protocols
(Rando Cueto & de las Heras Pedrosa, 2016), as well as different key performance indicators to monitor
and evaluate all initiatives launched on these platforms (Abramson, Keefe & Chou, 2015). Thanks fo
social media, health organizations implement collective decision-making processes along with patients
(Lim, 2016), reinforce patients’ empowerment (Fischer, 2014), establish a dialogue with different targets
focused on health education initiatives (Visser et al., 2016), and accelerate their digital fransformation
in order to become more performant (Househ, Borycki & Kushniruk, 2014).

Patients have become one of the most active users on social media (Medina Aguerrebere,

Gonzalez Pacanowski & Medina, 2020). Thanks fo these platforms, they search for medical
information about freatments or diseases, share their health experiences and build an
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emotional support network (Myrick et al., 2016). Social media have become a true source
of medical information that determines patients’ decisions concerning the adherence to
the treatment (Badr, Carmack & Diefenbach, 2015). Hospitals acts as health education in
their social media platforms (Costa-S&nchez, TURez-Lépez & Videla-Rodriguez, 2016), which
can lead other organizations to do the same, such as patients’ associations. These online
experiences deftermine patients’ behaviours and aftitudes when they interact with health
professionals at hospital (Namkoong et al., 2017): their communication relationships become
friendlier and more respectful because patients and doctors can dialogue (Smailhodzic et al.,
2016).

There is not a direct relation between a country’s health ressources and its hospitals’ presence on social
media platforms (Busto Salinas, 2021). Nevertheless, thanks to these platforms, health organizations
implement different initiatives to reinforce their brand (Medina Aguerrebere, 2020). This corporate
element represents tangible and intangible values that influence stakeholders’ perceptions about
the company (Esposito, 2017). Health organizations implement branding initiatives to reinforce their
strategic positioning in the market and this way adapt fo the changing context in a performant way
(Kemp, Jilipalli & Becerra, 2014). Building a strong brand is essential fo reinforce their reputation as well as
their social legitimacy as health providers (Blomgren, Hedmo & Waks, 2016). On the other hand, patients
face complicated situations from an emotional point of view (disease, uncertainty), that is why many
health organizations prioritize an emotional approach when using social media for branding purposes
(Maier, 2016). Respect, ethics, empathy and frust are some of the emotional values used by these
organizations to build a credible brand (Trong, 2014).

When evaluating health organizations' brands and reputation, stakeholders consider different criteria
including their presence on social media platforms: interactions, scientific information disseminated,
initiatives proposed to patients (Huesch, Currid-Halkett & Doctor, 2014). Some organizations also resort
to online communities to promote their brands and reinforce their engagement with stakeholders (Liu
et al., 2014). Using social media constitutes an opportunity because health organizations can analyze
stakeholders’ needs and expectations (Ferndndez-Gémez & Diaz-Campo, 2016); but also a risk since
some patients can react negatively and criticize these organizations, their employees or services (Lagu
et al., 2016). Two of the most important platforms used by health organizations are Facebook and
Twitter (Triemstra, Stork & Arora, 2018): on both platforms, patients read about general health issues,
share personal experiences and interact with doctors (Costa-Sdnchez & Miguez-Gonzdlez, 2018). Health
organizations also resort to more visual and interactive social media platforms such as Youtube in order
to disseminate medical information and help patients reinforce their empowerment (Basch et al., 2015;
Kotsenas et al., 2018).

In Spain, health organizations are really active on social media platforms, especially hospitals, public
authorities and patients’ associations (Medina Aguerrebere, 2019). With respect to the last ones, there
are 1904 patients’ associations, most of them in Madrid -448-, Barcelona -201- and Valencia -76- (Somos
Pacientes, 2021). One of the leading patients’ associations is Foro Espanol de Pacientes, founded in
2004, integrated by 68 associations and specialized in education and research inifiatives addressed
to patients (Foro Espanol de Pacientes, 2021). In Spain, patients’ associations have become a true
source of medical information, as well as a platform for patients to share their experiences (Almoddvar,
Gratacds & Zarco, 2018). Thanks to these associations, health organizations in Spain — especially
hospitals and public authorities- become more fransparent and efficient, what positively influences on
their reputation and on patients’ satisfaction (Sanchez Fierro, 2019).

3. Methodology

In order to better understand how Spanish cancer patients’ associations manage their social media
platforms and websites to implement branding initiatives, we resorted to the official ranking of cancer
patients’ associations belonging to the Spanish Group of Cancer Patients (Grupo Espariol de Pacientes
con Cancer, GEPAC). Rankings scales are an important too that serves learning outcomes, improve
global competition and enhance organizations’ policies (Ali, 2022). GEPAC groups the main Spanish
cancer patients’ associations. Founded in 2020, GEPAC integrates different associations specialized: rare
tumors, breast, head and neck, liver, pancreas, prostate, lung, kidney, skin and melanoma. In January
2021, GEPAC was integrated by 107 associations (see Annex 1 List of Cancer Patients Associations).’

From 28" March to 23 April 2021, we conducted a quantitative analysis on how Spanish Cancer Patients’
Association belonging to GEPAC managed Facebook, Twitter, Youtube and their own corporate website
for branding initiatives. We focused on how they managed each platform from a corporate point of
view, regardless of the unusual crisis situation provoked by Covid 19. Even if corporate websites allow
health organizations to cenfralize their online communication strategies and reinforce their relationships
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with stakeholders (Sedrak et al., 2016), these organizations also resort to Facebook, the most important
social media platform with more than 2.7 billion monthly active users in December 2020 (Statista, 2021);
Twitter, one of the most useful platforms for engaging active conversations with patients (Park, Reber &
Chon, 2016); and Youtube, the best social media for disseminating visual information related to health,
treatments and diseases (Balasooriya-Smeekens, Walter & Scoft, 2015).

In order to evaluate how Spanish cancer patients’ associafions managed their Facebook, Twitter,
Youtube and their website for branding initiatives, we defined 48 key indicators grouped in three
categories: a) identity, b) communication activities and c) patients’ engagement (see Table 1. Key
Indicators). As to identity, the logo presents the organization's identity (Alkibay, Ozdogan & Ermec,
2007), links between the company's website and its social media platforms increase the impact of the
organization’s online branding initiatives (Antheunis, Tates & Nieboer, 2013), and explaining corporate
elements -mission, vision, values and awards- allows organizations to justify their brand uniqueness
(Cady et al., 2011). According to Moore et al., (2018), cancer patients have a high prevalence of
stress and need clear information, that is why using different tools such as engines for finding doctors
(professional background, specializations, phone number, email, etc.) and diseases, links to research
and education departments, and corporate descriptions about the patients’ association and its main
milestones confributes fo improve the patient’s experience and so the organization’s image. Resorting
fo multilingual websites, doctors’ pictures and hashtags also facilitates this process. Concerning
communicatfion activities, using videos, press releases, online events and facilitating contacts with
media companies is essential to professionalize organizations’ corporate communication strategies
on social media platforms (Taken, 2017). Finally, with respect to patients’ engagement, mobile apps
and patients’ platforms make users’ experiences more customized, which positively impacts on the
organization's image (Prochaska, Coughlin & Lyons, 2017).

These indicators allowed us to evaluate whether associations shared brand-related content. We
have as much as possible fried fo homogenize all indicators in the four platforms; nevertheless, we
also considered some particular kind of data provided by each platform. We only analyzed corporate
profiles, and not those that some associations use for events or for some departments. On each profile,
we only considered inputs that we could immediately identify on the homepage or the About Us
Section, and not those for which we needed to do more than one click and browser in different menus.

To summarize, we focused on 107 analyze units (associations), 4 variables (Facebook, Twitter, Youtube,
welbsite) and three main categories (identity, commmunication activities and patient's engagement). All
key indicators were analyzed according to the binary system, except seven of them that were analyzed
as absolute numbers: Facebook (11, 12), Twitter (9,11,12) and Youtube (11,12).

Table 1. Key Indicators

Corporate Website Facebook Twitter Youtube
Identity*
1. Corporate logo 1. Corporate logo 1. Corporate logo llo.gijorporote
2. Links to 2. Links to
2. Multilingual website corporate 2. Links to corporate websites corporate
websites websites

3.Corporate 3. Corporate

3. About Us section 3. Corporate description

description description
4. Find a doctor 4. Milestones 4. Joined date 4. Milestones
5. Find diseases 5. Awards 5. Foundation date 5. Awards
6. Links fo research and 6. Brand values 6. Hashtags in the description 6. Brand values

education departments

7. Health professionals or

7. Linkfo the Press 7. Mission associatfions’ buildings in the 7. Mission

Department o
main image
8. Links to social - 8. Links to other social media -
. 8. Vision 8. Vision
media platforms platforms

320



Communication Activities**

9. Videos in the 9. Videos 9. Number .

. . 9. Playlists
homepage integrated of Followings
10. Press releases in the 10. Events 10. Media section with videos 10. Channels
homepage

Patient’s engagement***
11. Number of likes
11. Patients’ platform 11. Number of likes M. Number of
subscribers

12. Mobile apps 12. Number of 12. Number of followers ].2’ Number of

followers views

Source. Authors’ elaboration.
*Homepage in the Corporate Website and Twitter; and About Us Section in Facebook and Youtube.
** Homepage in all platforms.

***Homepage in all platforms.

4. Results

Spanish cancer patients’ associations resort to corporate websites and social media platforms
(Facebook, Twitter and Youtube) to implement branding initiatives allowing them to reinforce their
relationships with intfernal and external stakeholders. After evaluating how these organizations manage
these platforms, we present our quantitative results grouped in four main blocs.

Corporate websites. According to our results, 72,89% of Spanish cancer patients’ associations have
a corporafe website. Most of them respect many criteria related to identity: corporate logo on the
homepage (100%), About Us section (96%). links to social media platforms (81%), links to research
and education sections (77%), search engines for finding diseases (44%), links to the Communication
Department (18%), multiingual website (5%) and search engines for finding doctors (0%). With respect
to communication activities, 45% of associations display videos on their homepage and 65% also publish
press releases. Concerning patient’s engagement, most associations do not respect these criteria: no
one have a patient platform and only 1% propose a mobile app. Finally, 65,38% of Spanish cancer
patients’ associations respect between 4 and 5 indicators (See Table 2. Indicators Distribution), and the
only one fulfilling 9 criteria is Asociacion de Micropigmentacion Estética, Paramédica y Oncoldgica.

Table 2. Indicators distribution

Number of indicators Number of associations
12 0
11 0

0

1

(@)

21
14
16

N W M~ O O N 0 O

Source. Authors' elaboration.
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Facebook. 83,18% of Spanish cancer patients’ associations resort to Facebook to disseminate their
brand. Some of them do not have a corporate website, but they have a Facebook profile; other
associations have both of them, but they do not display a Facebook link on their corporate website; and
other associations display this link, but their profile on Facebook is not activated anymore; finally, some
associations use the same Facebook profile (see Table 3 below). Concerning identity, most associations
do not fulfill these criteria: corporate logo on their main profile image (97%). links to other corporate
websites (97%), corporate description (71,91%), main milestones (6,74%), mission (1,12%), awards (0%),
brand values (0%) and vision (0%). With respect to communication activities, 88,89% of associations
show videos on their corporate website and 75% also display and Event Section where different events
and press releases related to the association are promoted. As to patients’ engagement, Fundacion
Cris Contra el Cdncer is the most reputed Spanish cancer patients’ association on Facebook according
to the number of likes and followers (see Table 3. Associations by likes and followers. Finally, concerning
identity and communication activities indicators, 76,40% of associations respect between 4 and 5
indicators, and the only fulfiling 7 criteria is Asociacion Oncohematoldxica.

Table 3. Associations by likes and followers

- Number Number of
Association

of likes followers

1  Fundaciéon Cris Contra el Cdncer 140 897 141175

2  Fundacién Sandra Ibarra de Solidaridad Frente al Cancer 15778 15730
Division Cdncer de Higado Espana, Divisibn Cdncer de Pdncreas

3 Espana, Division Cancer de Piel y Melanoma Espana, Division Cancer 11 868 12 265

de Pulmon Espana, Division Cdncer de Rinén Espana and Division
Cdncer de Vejiga Espana.*

Source. Authors’ elaboration.

* All of them share the same Facebook Profile (Gepac).

Twitter. Our results show that only 47,66% of Spanish cancer patients’ associations have a corporate
profile on this platform. Some of them have a profile on Twitter, but they do not show the link on their
corporate website; other associations show this link, but their Twitter profile is not activated anymore;
finally, some associations share the same Twitter profile (see Table 4 below). Concerning identity, some
associations respect many of these criteria: date when they joined Twitter (100%), links to corporate
websites (96,10%), logo on the main profile image (92%), corporate description (66,67%), hashtags
on their description (41,17%), health professionals or buildings belonging fo the association as main
profile image (33,33%), foundation date (3,92%) and links to other social media platforms (3,92%). As to
communication activities, 98% of associations display a Media Section, and the best ones in terms of
following are those sharing the same Twitter profile (Gepac): Division Cdncer de Higado Espana, Division
Cdncer de Pancreas Espana, Division Cancer de Piel y Melanoma Espania, Division Cdncer de Pulmén
Espana, Division Cdncer de Rindn Espaia and Division Cdncer de Vejiga Espania (3 304 followings).
Concerning patients’ engagement, the best association in terms of number of likes is Asociacion De
Afectados Por Cancer De Ovario (see Table 4 below) and the best ones in terms of number followers
are also those sharing the same Twitter profile -Gepac- (15 800 followers).

Table 4. Associations by number of likes

- Number
Association '
of likes

1 Asociacién De Afectados Por Céncer De Ovario 7 568

Division Cdncer de Higado Espana, Division Cdncer de Pdncreas Espana, 5525
2 Divisién Cancer de Piel y Melanoma Espana, Division Cancer de Pulmén Espana,

Divisién Cdncer de Rifidn Espana and Division Cancer de Vejiga Espana*
3 Asociacién De Familias Afectadas Por El Sindrome De Lynch 5086
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Association Number

of likes
4 Rosae 4832
5 Asociacién Para La Lucha Contra La Leucemia De La Comunidad Valenciana 4510

Source. Authors’ elaboration.

* All of them share the same Twitter Profile (Gepac).

Youtube. Only 32,71% of associations resort to Youtube as a corporate communication tool. Some
associations do not have a corporate website, but they use Youtube for branding initiatives; other
associations have both of them, but they do not display a Youtube link on their corporate website;
finally, other associations share the same Youtube profile (see Table 5 below). With respect to identity,
most associations do not fulfill these criteria: logo on their main profile image (94%), links to corporate
websites (40%), corporate description (28,57%), mission (8,57%), milestones (5,71%), awards (0%). brand
values (0%) and vision (0%). As to communication activities, 54% of associations propose playlists and
17,14% displays channels. With respect to patients’ engagement, the best association according to the
number of subscribers is Fundacion Cris Contra el Cdncer (see Table 5 below), and the best ones by
number of views are Asociacion Espanola De Cdncer De Tiroides (994 460), Fundacién Cris Contra el
Cdncer (494 394) and Asociacion Espanola De Adolescentes Y Adultos Jovenes Con Cdncer (368 770).
Finally, concerning identity and communication activities indicators, 68,57% of associations respect
between 1 and 3 indicators, and the only two associations fulfiling six indicators are Fundacién Cris
Contra el Cancer and Asociacion Pitiusa de Ayuda a Afectados de Cdncer.

Table 5. Associations by number of subscribers

Number of

Association subscribers
1 Fundacién Cris Confra el Cancer 1350
2 Asociacién Espanola De Adolescentes Y Adultos Jévenes Con Céncer 878
3 Division Cancer de Piel y Melanoma Espaina, Divisibn Cancer de Vejiga Espana* 715
4 Asociacion Oncoldgica Extremena 436
5 Fundacién Sandra Ibarra de Solidaridad Frente al Cancer 306
6 Asociacién Infantil Oncolégica de Madrid 204
7 Asociacién De Afectados Por Céncer De Ovario 13
8 Asociacion de Céncer de Mama de Tenerife 82
9 Asociacién Candela Riera 76

Source. Authors’ elaboration.

* Both of them share the same Youtube Profile (Gepac).

Finally, we analyzed the engagement rate of cancer patients’ associations on Facebook, Twitter
and Youfube. This rate has been used by different authors to evaluate how companies engage with
their stakeholders on Youtube (Lopez-Navarrete et al., 2021), and can also be applied to other social
media platforms. The formula used fo calculate this rate is: number of interactions divided by number
of followers, and multiplied by 100. Based on this formula, we identified the best patients’ associations in
each platform according to the rate engagement (see table 6. Engagement rate).
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Table 6. Engagement rate

Social media Patients’ association Engagement
platform rate
Grupo De Investigacién En Actividad Fisica Y Salud 105,18
Asociacion Espanola De Afectados Por Linfoma, Mieloma vy 102.03
Leucemia ’
Facebook Asociacion De Personas Con Linfedema En Aragén 101,79
Asociacién Oncohematoldxica 100,95
Asociacion De Familiares Y Enfermos De Torrevieja 100,52
AVIVATE - Asociacién de salud a través del ejercicio fisico y ocio 1.149 41
para pacientes oncolégicos o
ROSAE 835,98
Twitters+ Asociacion De Familias Afectadas Por El Sindrome De Lynch 638,14
Asociacion Para La Lucha Contra La Leucemia De La Comunidad 501 38
Valenciana '
Asociacion de Pacientes con Tumores Neuroendocrinos 422,50
Asociacion Espanola De Adolescentes Y Adultos JOovenes Con
p 42.001,13
Cdncer
Dona Médula Aragén 40.250
Youtuber Fundacién Cris Contra el Cancer 36.621,77
Asociacién Onubense de Céncer de Mama “Santa Agueda” 36.139,13
Asociacion Comarcal De Personas Afectadas Por El Cancer 32.522,72

Source. Authors’ elaboration.
* Facebook. (Number of likes/ number of followers) X 100
** Twitter. (Number of likes/number of followers) X 100

*** Youtube. (Number of views/number of subscribers) X 100

5. Discussion

Spanish cancer patients’ associations resort to social media platforms to disseminate medical and
organizational information. Nevertheless, most of them do not use these platforms for branding initiatives.
Social media are essential to better understand how patients conceptualize their specific health issues
and why they interact with doctors in a particular way (Sedrak et al. 2016). This knowledge is crucial to
make patients associations’ corporate communication initiatives more performant (Medina, Gonzalez
Pacanowski & Medina, 2020). Cancer patients’ associations in Spain should manage social media
platforms in a more professional way, which includes defining four key elements: a) communication
objectives, b) main and secondary targets, ¢) brand positioning and d) evaluation system based on
key performance indicators. Defining these strategic elements is mandatory before implementing any
initiative on social media platforms.

Communication objectives. Defining redlistic, achievable objectives that guide the organization and
reduce risks is in Spain have a corporate website (72,89%) and a Facebook profile (83,18%); nevertheless,
few of them the first step when implementing a corporate communication campaign (Zerfass &
Viertmann, 2017). Organizations should carry out quantitative and qualitative research for setting their
communication objectives and strategies (TURez-Lopez, Costa-Sanchez & Gonzdlez, 2018). According
to ourresults, most cancer patients’ associations resort to Twitter (47,66%) and Youtube (32,71%). On the
other hand, when it comes to the corporate website, 65,38% of Spanish cancer patients’ associations
only respect between 4 and 5 indicators; and on Facebook, no one explains their vision, brand values or
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corporate awards. Using actively these four platforms for disseminating brand elements in a professional
way should be a mandatory communication objective for all Spanish Cancer Patients’ Associations.

Main and secondary targets. Health organizations resort to social media platforms to communicate
with many different targets such as employees, patients, journalists, public authorities and shareholders
(Park, Reber & Chon, 2016). These organizations should especially consider media companies’ needs in
terms of information and based on that, share on social media content useful for journalists (Esparcia,
Villafranca & Carretén-Ballester, 2015). According to our results, most Spanish cancer patients’
associations focus their communication on patients, even if they also consider other targets such as
journalists (65% publish press releases on their corporate website, 98% have a media section on Twitter),
researchers (77% display on their website a link to research and education sections), and society (75%
show an event section on Facebook to inform society about different cultural events, and 54% propose
on Youtube different playlists about health-related topics).

Brand positioning. Health organizations disseminate meaningful content in order to influence
stakeholders’ perceptions and create a reputed, credible brand (Kemp, Jillapalli & Becerra, 2014). Our
results show that most Spanish cancer patients’ associations can still improve how they disseminate
brand-related content: no association proposes a patients’ platform on their corporate website, no
one present their brand values and vision on Youtube, only 6,74% explain on Facebook their corporate
milestones, and barely 3,92% integrate Twitter with other corporate platforms. To reinforce their brand
and influence stakeholders’ perceptions, cancer patients associations should be present on the three
platforms considered (Facebook, Twitter and Youtube).

Evaluation. Health organizations use different key performance indicators to evaluate how employees
disseminate brand-related elements through social media platforms (Sutton et al., 2018). Spanish
cancer patients’ associations resort to different criteria to evaluate their stakeholders’ engagement:
website (number of people using mobile apps and patients’ platforms), Facebook (number of likes and
followers), Twitter (number of likes and followers) and Youtube (number of subscribers and views). Based
on these criteria, one of the best associations is Fundacion Cris Contra el Cdncer (Facebook, Youtube).
In order to build a frue reputed brand, these associations should consider how patients interact with
their platforms (websites, Facebook Twitter and Youtube) from a quantitative point of view (likes, views,
etc.), but also from a qualitative point of view (kind of content, shares, questions, comments, etc.).
Cancer patients associations should regularly evaluate their engagement rate on Facebook, Twitter,
and Youtube and identity the contents, events and other communication initiatives that are the most
efficient to engage with stakeholders.

Our quantitative analysis shows that most Spanish cancer patient’s associations focus their content on
medical and organizational information and not on brand-related elements. Besides, they do not have
the means to efficiently manage many social media platforms af the same time. And, and they lack
a professional approach when it comes to efficiently integrate all these platforms in order to influence
stakeholders’ perceptions. Based on these quantitative inputs, as well as the previous literature review
that we carried out, we propose the MedPac Model for Branding Cancer Patients’ Association. This
model includes four main elements: a) Social Media Department, b) communication principles, c)
annual confent plan (brand architecture, messages, tfarget and platform) and d) key performance
indicators.

Social Media Department. Cancer patients’ associations implement a department specialized on
using social media platforms for disseminating medical and organizational information allowing them
to promote their brand architecture (identity, mission, vision, values and culture). This department
employs experts in corporate communication, public health, social media and artificial intelligence.
This department is led by a Social Media Manager whose main responsibility consists of defining and
implementing an annual online communication plan based on different protocols and key performance
indicators. The Social Media Manager reports directly to the hospital's Corporate Communication
Director.

Communication principles. In order to improve their communication relations with patients when
using social media platforms, cancer patients’ associations could consider these ten principles. First,
integrating human values, such as respect, trust or politeness, in order to establish enriching relationships
with stakeholders (Smailhodzic et al., 2016). Second, implementing a public health approach based on
patient’s needs in ferms of information and emotional support (Miller, Guidry & Fuemmeler, 2019). Third,
respecting medicine basic principles such as patient’s rights, privacy or collective decision-making
processes (Kotsenas et al., 2018). Fourth, disseminating accurate information allowing the organization
fo become a credible brand from a scientific point of view (Attai et al., 2016). Fifth, focusing on
establishing conversations with stakeholders rather than disseminating organizational information (Lim,
2016). Sixth, respecting patfients’ emotions and reactions (De Vries et al., 2018). Seventh, integratfing the
organization’s corporate values in each communication initiative (Zerfass & Viertmann, 2017). Eight,
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focusing on long-term objectives such as reputation or social engagement, rather than short-term
initiatives (Yeob et al., 2017). Ninth, using different formats such as texts, images and videos to this way
produce creative contents (Janz et al., 2016). And tenth, monitoring all communication actions and
gathering information to adjust future communication plans (Pelitti, 2016).

Annual content plan. Defining an annual content plan constitutes the first step before implementing
any initiafive on social media platforms. This plan integrates patients associatfion’s brand architecture
(identity, values, mission, vision, culture), twelve key messages that should be used for different
campaigns, six main targets and four social platforms -Facebook, Twitter, Youtube and Website (See
Table 7 below). All these elements should be defined and integrated between them before publishing
anything on social media platforms.

Table 7. Annual Content Plan

Month Brand Architecture Key Message Target Platform
Emotional support “MT: Patients
January Identity o e PP Twitter, Youtube
P ST: Employees
MT: Media companies Cormorate
February Brand value 1 Innovation Wegsife Youtube
ST: Employees !
MT: Public authorities Corporate
March Brand value 2 Ethics Website,
ST: Hospitals Facebook
Patients’ rights MT: Hospitals Facebook
April Mission Youtube
ST: Employees
May Vision Patients’ MT: Donors Corporate
empowerment ST: Shareholders Website, Twitter
MT: Employees Facebook
June Culture Excellence Twitter ’
ST: Volunteers !
. Medicine basic MT: Hospitals Facebook,
July Identity rinciples Youtube
princip ST: Public Authorities iy
MT: Public authorities Corporate
August Brand value 3 Patients’ privacy Website,
ST: Volunteers Facebook
MT: Media companies Corporate
September Brand value 4 Human values Website,
ST: Donors Youtube
ggsggﬁon MT: patients
October Mission Twitter, Youtube
ST: Volunteers
MT: Donors
November Vision E-health S/Oergs?frem?wiﬁer
ST: Shareholders !
Social MT: Employees Facebook,
December Culture ;
engagement Twitter
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ST: Volunteers

*Legend. MT (main target), ST (secondary target)

Source. Authors’ elaboration.



Key Performance Indicators. These associations can use different indicators to evaluate how they are
managing social media platforms. We propose to focus only on 5 indicators in each platform: corporate
website (bounce rate, unique website visitors, average time on the page, fop landing pages, and
pages views per session); Facebook (number of fans, number of likes, post engagement rate, number
of contents shared, and pages views by sources); Twitter (number of followers, number of impressions,
average engagement rate, top 5 tweets by engagement, and hashtags performance); and Youtube
(number of subscribers, total watch time, number of videos, video engagement and fraffic source).

Using social media platforms for corporate communication purposes constitutes a frue challenge
for patients’ associations. Our quantitative analysis shows that Spanish cancer patients’ associations
should improve their performance on these platforms. Many of these organizations do not have the
economic and human means to manager online corporate communication inifiatives in a professional
way: recruiting journalists, outsourcing advertising agencies, investing in SEO and SEM campaigns, etc.
That is why, CEOs and Board of Directors members in these associations need to understand the impact
of these initiafives and take the management measures necessary for implementing a professional
approach of corporate communication on social media platforms.

Despite all qualitative and quantitative inputs explained on this paper, we can highlight three main
limitations. First, we did not have access to these associations’ corporate communication strategies, so
we could not explain why they take some decisions concerning social media platforms (communication
objectives, main targetfs, number of platforms used, budget for online campaigns, or number of
employees in their communication department). Second, we did noft find any paper focused on this
topic, which avoid us fo compare our results. And finally, we could not contact patients to evaluate
their perceptions about these associations’ social media platforms. On the other hand, we recommend
researchers inferested in this topic to develop some areas during next years, such as how fo train
patients on corporate communication initiatives, how fo integrate social media and mobile apps into
these organizations’ internal protocols, and how o evaluate their brand value from an economic point
of view.

6. Conclusion

Social media platforms have become a frue corporate communication for patients’ associations. This
paper aimed to analyze how Spanish cancer patients’ associations managed their corporate website,
as well as Facebook, Twitter and Youtube, for implementing communication initiatives allowing them
to reinforce their brand and reputation. Based on our quantitative results, we propose three main
conclusions. First, most Spanish cancer patients’ associations use social media platforms for disseminating
organizational and medical information, but not brand related elements such as their identity, values,
mission, vison or culture. Second, the lack of quality content on some social media platforms, especially
on Youtube, show that many associations do not have enough means (employees, budget, knowledge)
fo produce content for these platforms. And third, these associations should evolve from their current
journalistic approach to a corporate communication one focused on intangible elements such as the
brand, reputation, engagement and stakeholders’ perceptions.

Based on these three conclusions, we propose three managerial recommendations to Spanish cancer
patients’ associations: a) focus on fundraising initiatives allowing them fo obtain the budget necessary
for recruiting experts in social media platforms, corporate communication and public health; b)
prioritize health education initiatives to this way become a credible source of scientific information for
both patients and health professionals; and c) implement a custom research management program
allowing them fo interpret the information gathered on social media platforms and this way adapt their
online communication strategies to stakeholders’ needs in terms of information.

7. Specific contributions of each author

Contributions Avuthors’ number
Research design Author 1
Documentary search Author 1

Data collection Author 3

Critical data analysis and interpretation Author 2 and Author 3
Review and approval of versions Author 1 and Author 2

327



8. References

Abramson, K., Keefe, B., & Chou, W. (2015). Communicating About Cancer Through Facebook: A
Qualitative Analysis of a Breast Cancer Awareness Page. Journal of Health Communication, 20(2), 237-
243. https://doi.org/10.1080/10810730.2014.927034

Ali, M. G. A. (2022). A General Perspective about Institutional Rankings, Ranking Framework, Benefits
of Rankings and Ranking Methodological Flaws and Best Approach for Being A World Class Institution.
International Journal of Educational Research Review, 7(3), 157-164.

https://doi.org/10.24331 /ijere.1067952

Alkibay, S., Ozdogan, B., & Ermec, A. (2007). Corporate Visual Identity: A Case in Hospitals. Health
Marketing Quarterly, 24(3-4), 131-149. https://doi.org/10.1080/07359680802125204

Almoddévar, R., Gratacds, J., & Zarco, P. (2018). Information Needs of Patients With Spondyloarthritis
About Their Disease. Reumatologia Clinica, 14(6), 367-371. https://doi.org/10.1016/j.reuma.2017.02.004

Antheunis, M., Tates, K., & Nieboer, T. (2013). Patfients’ and health professionals’ use of social media
in healthcare: motives, barriers and expectations. Patient Education and Counselling, 92, 426-431.
https://doi.org/10.1016/.pec.2013.06.020

Archiopoli, A., Ginossar, T., Wilcox, B., Avila, M., Hillm, R., & Oetzel, J. (2016). Factors of Interpersonal
Communication and Behavioral Health on Medication Self-Efficacy and Medication Adherence. AIDS
Care, 28(12), 1607-1614. https://doi.org/10.1080/09540121.2016.1192577

Attai, D., Sedrak, M., Katz, M., Thompson, M., Anderson, P., Kesselheim, J., & Fisch, M. (2016). Social
Media in Cancer Care: Highlights, Challenges & Opportunities. Future Oncology, 12(13).
https://doi.org/10.2217/fon-2016-0065

Badr, H., Carmack, C., & Diefenbach, M. (2015). Psychosocial Interventions for Patients and Caregivers
in the Age of New Communication Technologies: Opportunities and Challenges in Cancer Care.
Journal of Health Communication, 20(3), 328-342. https://doi.org/10.1080/10810730.2014.965369

Balasooriya-Smeekens, C., Walter F., & Scott, S. (2015). The Role of Emotions in Time to Presentation
for Symptoms Suggestive of Cancer: a Systematic Literature Review of Quantitative Studies.
Psychooncology, 24(12), 1594-1604. https://doi.org/10.1002/pon.3833

Basch, C., Basch, C., Hillyer, G., & Reeves, R. (2015). YouTube Videos Related to Skin Cancer: A Missed
Opportunity for Cancer Prevention and Control. JIMIR Cancer, 1(1).
https://doi.org/10.2196/cancer.4204

Becerra, E., Reina, J., y Victoria, J. (2015). Comunicacién e imagen de los servicios sanitarios. El caso
de los centros hospitalarios andaluces (2004-2013). Prisma Social. Revista de Ciencias Sociales, 14,
1-28.

Blomgren, M., Hedmo, T., & Waks, C. (2016). Being Special in an Ordinary Way: Swedish Hospitals’
Strategic Web Communication. Infernational Journal of Strategic Communication, 10(3),177-194.
https://doi.org/10.1080/1553118X.2016.1176569

Brent, R. (2016). Communication Theory and Health Communication Practice: The More Things
Change, the More They Stay the Same. Health Communication, 31(1), 1-11.
https://doi.org/10.1080/10410236.2014.923086

Busto-Salinas, L. (2021). 3 A mds prestaciones sanitarias mayor presencia y actividad en redes sociales?
Estudio comparativo entre hospitales de Colombia y Espana. Communication & Society, 34(1), 93-108.
https://doi.org/10.15581/003.34.1.93-108

Cady, S., Wheeler, J., DeWolf, J., & Brodke, M. (2011). Mission, vision and values: what do they say?
Organizational Development Journal, 29(1), 63-78.

Costa-Sanchez, C., & Miguez-Gonzdlez, M. (2018). Use of Social Media for Health Education and
Corporate Communication of Hospitals. El Profesional de la Informacién, 27(5), 1145-1150.
https://doi.org/10.3145/epi.2018.sep.18

Costa-Sdnchez, C., TUnez-Lopez, M., y Videla-Rodriguez, J. J. (2016). Hospitales espanoles en la web

social. Gestion de Facebook y Twitter por el Hospital Sant Joan de Deu (Barcelona). Revista latina de
comunicacidn social, 71, 1108-1130. https://doi.org/10.4185/RLCS-2016-1137

328



De Vries, A., Gholamrezaee, M., Verdonck-de Leeuw, I., de Roten, Y., Despland, J., Stiefel, F., &
Passchier, J. (2018). Physicians’ Emotion Regulation during Communication With Advanced Cancer
Patients. Psychooncology, 27(3), 929-936. https://doi.org/10.1002/pon.4614

Esparcia, A. C., Villafranca, P. L., y Carreton-Ballester, M. C. (2015). La comunicaciéon en la red de
pacientes con enfermedades raras en Espafia. Revista Latina de Comunicacion Social, 70, 673-688.
http://dx.doi.org/10.4185/RLCS-2015-1065

Esposito, A. (2017). Hospital Branding in Italy: A Pilot Study based on the Case Method. Health
Marketing Quarterly, 34(1), 35-47. https://doi.org/10.1080/07359683.2016.1275211

Stafista. (2021). Number of monthly active Facebook users worldwide as of 4th quarter 2021 (in millions).
Staftista. https://bit.ly/3LRnfrH

Ferndndez-Goémez, E., y Diaz-Campo, J. (2016). Comunicacion sobre el cdncer en Facebook: Las
asociaciones de Argentina, Chile, Colombia y Espana. Cuadernos.info, 38, 35-50.
https://dx.doi.org/10.7764/cdi.38.926

Fischer, S. (2014). Hospital Positioning and Integrated Hospital Marketing Communications: State-of-
the-Art Review, Conceptual Framework, and Research Agenda. Journal of Nonprofit & Public Sector
Marketing, 26(1), 1-34. https://doi.org/10.1080/10495142.2014.870431

Foro Espanol de Pacientes. (2021). Organizaciones miembro. Foro Espanol de Pacientes.
https://bit.ly/3MUY9si

Gilligan, C., James, E., Snow, P., Outram, S., Ward, B., Powell, M., Lonsdale, C., Cushing, A., Silverman,
J..Regan, T., Harvey, P., & Lynagh, M. (2016). Interventions for Improving Medical Students’
Interpersonal Communication in Medical Consultations. Cochrane Database of Systematic Reviews, 2.
https://doi.org/10.1002/14651858.CD012418.pub?2

Hannawa, A., Garcio-Jiménez, L., Candrian, C., Rossmann, C., & Schulz, P. (2015). Identifying the Field
of Health Communication. Journal of Health Communication, 20(5), 521-530.
https://doi.org/10.1080/10810730.2014.999891

Househ, M., Borycki, E., & Kushniruk, A. (2014). Empowering Patients through Social Media: The Benefits
and Challenges. Health Informatics Journal, 20(1), 50-58. https://doi.org/10.1177/1460458213476969

Huesch, M., Currid-Halkett, E., & Doctor, J. (2014). Public Hospital Quality Report Awareness: Evidence
from National and Californian Internet Searches and Social Media Mentions, 2012. BMJ Open, 4(3).
https://doi.org/10.1136/bmjopen-2013-004417

Jahromi, V., Tatabaee, S., Abdar, Z., & Rajabi, M. (2016). Active listening: The Key of Successful
Communication in Hospital Managers. Electronic Physician, 8(3). https://doi.org/10.19082/2123

Janz, N., Li, Y., Zikmund-Fisher, B., Jagsi, R., Kurian, A., An, L., McLeod, M., Lee, K., Katz, S., & Hawley,
S. (2016). The Impact of Doctor-Patient Communication on Patients’ Perceptions of their risk of Breast
Cancer Recurrence. Breast Cancer Research and Treatment, 161(3), 525-535.
https://doi.org/10.1007/510549-016-4076-5

Jones, C., Jensen, J., Scherr, C., Brown, N., Christy, K., & Weaver, J. (2015). The Health Belief Model as
an Explanatory Framework in Communication Research: Exploring Parallel, Serial, and Moderated
Mediation. Health Communication, 30(6), 566-576. https://doi.org/10.1080/10410236.2013.873363

Kemp, E., Jillapalli, R., & Becerra, E. (2014). Healthcare Branding: Developing Emotionally Based
Consumer Brand Relationships. Journal of Services Marketing, 28(2), 126-137.
http://dx.doi.org/10.1108/JSM-08-2012-0157

Kotsenas, A., Aase, L., Arce, M., & Timimi, F. (2018). The Social Media DNA of Mayo Clinic — and Health
Care. Journal of American College of Radiology, 15, 162-166. https://doi.org/10.1016/j.jacr.2017.09.026

Lagu, T., Goff, S., Craft, B., Calcasola, S., Benjamin, E., Priya, A., & Lindenauer, P. (2016). Can Social
Media Be Used as a Hospital Quality Improvement Tool2 Journal of Hospital Medicine, 11(1), 52-55.
https://doi.org/10.1002/jhm.2486

Lim, W. (2016). Social Media in Medical and Health Care: Opportunities and Challenges. Marketing
Intelligence & Planning, 34(7), 964 — 976. http://dx.doi.org/10.1108/MIP-06-2015-0120

329



Liu, X., Guo, X., Wu, H., & Vogel, D. (2014). Doctor’s Effort Influence on Online Reputation and
Popularity. In X. Zheng, D. Zeng, H. Chen, Y. Zhang, C. Xing, & D. B. Neill (Eds.), Infernational
Conference on Smart Health (pp. 111-126).

Lopez-Navarrete, A., Cabrera-Méndez, M., Diez-Somavilla, R., y Calduch-Losa, A. (2021). Férmula para
medir el engagement del espectador en YouTube: investigacion exploratoria sobre los principales
youtubers espafoles. Revista Mediterrdnea de Comunicacién, 12(2), 143-156.
https://doi.org/10.14198/MEDCOMO000013

Maier, C. (2016). Beyond Branding: Van Riel and Fombrun’s Corporate Communication Theory in the
Human Services Sector. Qualitative Research Reports in Communication, 17(1), 27-35.
https://doi.org/10.1080/17459435.2015.1088892

Matarin Jiménez, T. (2015). Redes sociales en prevencion y promocion de la salud. Una revision de la
actualidad. Revista Espanola de Comunicacion de Salud, 6(1), 62-69.

Medina Aguerrebere, P. (2020). Twitter's Impact in Building Reputed Hospital Brands in USA. Revista
OBS, 14(4). https://doi.org/10.15847/0bsOBS 14420201531

Medina Aguerrebere, P., Gonzdlez Pacanowski, T., & Medina, E. (2020). Promoting Pharmaceutical
Companies’ Reputation through Facebook: the Case of Spain. Harvard Deusto Business
Research, 9(2), 243-254. https://doi.org/10.48132/hdbr.306

Miller, C., Guidry, J., & Fuemmeler, B. (2019). Breast Cancer Voices on Pinterest: Raising Awareness or
Just an Inspirational Image? Health Education and Behaviour, 46(2S), 49-58.
https://doi.org/10.1177/1090198119863774

Moore, P., Rivera, S., Bravo-Soto, G., Olivares, C., & Lawrie, T. (2018). Communication skills training for
healthcare professionals working with people who have cancer. Cochrane Database System Review,
24(7). https://doi.org/10.1002/14651858.CD003751.pub4

Myrick, J., Holton, A., Himboim, I., & Love, B. (2016). Stupidcancer: Exploring a Typology of Social
Support and the Role of Emotional Expression in a Social Media Community. Health Communication,
31(5), 596-605. http://dx.doi.org/10.1080/10410236.2014.981664

Namkoong, K., Nah, S., Record, R., & Van Stee, S. (2017). Communication, Reasoning, and Planned
Behaviors: Unveiling the Effect of Interactive Communication in an Anti-Smoking Social Media
Campaign. Health Communication, 32(1), 41-50. http://dx.doi.org/10.1080/10410236.2015.1099501

Park, H., Reber, B., & Chon, M. (2016). Tweeting as Health Communication: Health Organizations’ Use
of Twitter for Health Promotion and Public Engagement. Journal of Health Communication, 21(2), 188-
198. https://doi.org/10.1080/10810730.2015.105843

Pelitti, P. (2016). Estrategias de comunicacién interna y externa de los hospitales pUblicos bonaerenses
de la Region Sanitaria X. Question. Revista especializada en comunicacion y periodismo, 1(49), 368-
379.

Prochaska, J., Coughlin, S., & Lyons, E. (2017). Social Media and Mobile Technology for Cancer
Prevention and Treatment. American Society of Clinical Oncology Educational Book, 37, 128-137.
https://doi.org/10.14694/EDBK_173841

Rando Cueto, D., y de las Heras Pedrosa, C. (2016). Andlisis de la comunicacién corporativa de los
hospitales andaluces via twitter. Opcidn, 32(8), 557-576.

Rodrigues, A., Azevedo, C., & Calvo, V. (2016). Internal Communication In Organizations: Practical
Instruments to Help the Shift Change. Millenium, 2(1), 105-114.
https://doi.org/10.29352/mill0201.09.00004

Ruiz-Granja, M. (2015). Andlisis comunicacional de pdginas web hospitalarias. El caso de los hospitales
sevillanos. Revista Espanola de Comunicacion y Salud, 6(2),138-156.

Sdnchez Fierro, J. (2019). Transparencia y democracia participativa en el Sistema Nacional de Salud:
Las Asociaciones de pacientes. Encuentros Multidisciplinares, 63, 1-5. https://bit.ly/39MuUtv

Sedrak, M., Cohen, R., Merchant, R., & Schapira, M. (2016). Cancer Communication in the Social
Media Age. JAMA Oncology, 2(6), 822-823. https://doi.org/10.1001/jamaoncol.2015.5475

330



Smailhodzic, E., Hooijsma, W., Boonstra, A., & Langley, D. (2016). Social Media Use in Healthcare: A
Systematic Review of Effects on Patients and on their Relationship with Healthcare Professionals. BMC
Health Services Research, 16, 442. https://doi.org/10.1186/512913-016-1691-0

Somos Pacientes. (2021). Mapa de asociaciones. Somos Pacientes. https://bit.ly/3yIM9fg

Sutton, J., Vos, S., Olson, M., Woods, C., Cohen, E., Gibson, C., Phillips, N., Studts, J., Eberth, J., & Butts,
C. (2018). Lung Cancer Messages on Twitter: Content Analysis and Evaluation. Journal of the American
College of Radiology, 15(1), 210-217. https://doi.org/10.1016/j.jacr.2017.09.043

Taken, K. (2017). Hospital Marketing and Communications Via Social Media. Services Marketing
Quarterly, 38(3), 187-201. https://doi.org/10.1080/15332969.2017.1363518

Triemstra, J., Stork, R., & Arora, Vineet (2018). Correlations Between Hospitals’ Social Media Presence
and Reputation Score and Ranking: Cross-Sectional Analysis. Journal of Medical Internet Research,
20(11). https://doi.org/10.2196/jmir.9713

Trong, L. (2014). Corporate Governance and Brand Performance. Management Research Review,
37(1), 45-68. https://doi.org/10.1108/MRR-08-2012-0183

TUnez-Lopez, M., Costa-Sdnchez, C., y Gonzdlez, M. I. M. (2018). Avances y retos de la gestién de la
comunicacion en el siglo XXI. Procesos, necesidades y carencias en el dmbito institucional. Esfudios
sobre el mensaje periodistico, 24(1), 921. https://doi.org/10.5209/ESMP.59987

Visser, L., Bleijenbergh, I., Benschop, Y., Van Riel, A., & Bloem, B. (2016). Do Online Communities
Change Power Processes in Healthcare? Using Case Studies to Examine the Use of Online Health
Communities by Patients with Parkinson's Disease. British Medical Journal, 6(11).
https://doi.org/10.1136/bmjopen-2016-012110

Weberling, B. (2014). The Status of Health Communication: Education and Employment Outlook for a
Growing Field. Journal of Health Communication, 19(12), 1408-1423.
https://doi.org/10.1080/10810730.2014.904024

Yeob, J., Hawkins, R., Baker, T., Shah, D., Pingree, S., & Gustafson, D. (2017). How Cancer Patients Use
and Benefit from an Interactive Cancer Communication System. Journal of Health Communication,
22(10), 792-799. https://doi.org/10.1080/10810730.2017.1360413

Zerfass, A., & Viertmann, C. (2017). Creating Business Value through Corporate Communication: A
Theory-Based Framework and its Practical application. Journal of Communication Management,
21(1), 68-81. https://doi.org/10.1108/JCOM-07-2016-0059

Annex 1: List of Cancer Patients Associations
01. Asociacién de Apoyo a la Persona Dependiente y su Entorno

02. Asociacién Espanola de Adolescentes y Adultos Jovenes con Cdncer
03. Asociaciéon Antequera por Las Mujeres Mastectomizadas

04. Asociaciéon Caudetana de Lucha Contra dl Céncer

05. Asociacién Contra el Cancer Municipios Area Cuenca Minera

06. Asociacion Canaria de Donantes de Médula

07. Asociacién Contra el Cancer Gdstrico y Gastrectomizados

08. Asociacién Canaria De Cdncer De Mama y Ginecoldgico

09. Asociacién Costuras en la Piel en Apoyo a Investigacién del Céncer
10. Asociacién de Familiares y Afectados de Cdncer de Iniesta

11.  Asociaciéon Adelante

12.  Asociacién para la Donacién de Médula Osea y Cordén Umbilical de Extremadura
13.  Asociacién de Personas con Linfedema en Aragén

14. Asociacion Espafiola de Afectados por Linfoma, Mieloma y Leucemia
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15.  Asociacién Espafola de Afectados por Sarcoma

16. Asociacion Espanola de Cdancer de Tiroides

17.  Asociacion Espafiola de Estética Oncoldgica

18. Asociacién Espanola de Enfermedades Uroldgicas y Litiasis

19.  Asociacion Espanola de Fisioterapia Oncoldgica

20. AELEMIC - Asociacién Espaiola de Enfermos de Leucemia Mieloide Cronica
21. Asociacién Espafola de Policias Donantes de Médula Osea

22. Asociacién de Familias Afectadas por el Sindrome de Lynch

23. Asociacién de Familiares y Enfermos de Torrevieja

24. Asociaciéon de Familias Oncohematoldgicas De Lanzarote

25. Agora Castalla

26. Asociacién Jiennense de Cdncer de Mama

27. Alameda del Tormes

28. Asociacion de Laringectomizados de la Regidn de Murcia «San Blasy

29. Asociacién de Lucha Contra la Leucemia y Enfermedades de la Sangre de Ledn
30. Asociacién de Laringectomizados de Extremadura

31. Asociacién Lucha y Sonrie Por la Vida de Pilas

32. Asociacién de Mujeres Afectadas por Cadncer de Mama y Ginecoldgico de Albacete
33. Asociacion Aragonesa de Cdncer Genital y de Mama

34. Asociacién Madrileia de Afectados por Linfedema

35.  Asociacion de Cdncer de Mama de Tenerife

36. Asociacion Melillense Contra El Cdncer

37. Asociacién de Micropigmentacién Estética, Paramédica y Oncoldgica

38. Asociacion AMYCO Contra el Cédncer de Mama

39.  Asociacién Onubense de Cancer de Mama «Santa Aguedan

40. Asociacién Oncolégica Extremena

41. Asociacién Pitiusa de Ayuda a Afectados de Cdncer

42. Asociacion Comarcal De Personas Afectadas Por El Cdncer

43. Asociacién Espanola de Pacientes de Cdncer de Cabeza y Cuello

44. Asociacién de Personas Laringectomizadas de Huelva

45.  Asociacion de Apoyo a Familiares y Enfermos de Leucemia

46. APSATUR ARAGON

47. Division de Tumores Raros

48. Asociacié Ariadna

49. Asociacién Regional Madrilefia de Atencién y Rehabilitacion de Laringectomizados
50. Asociacién de Afectados por Cancer de Ovario

51.  ASATE - Asociaciéon de Afectados por Tumores Cerebrales en Espana

52. Division de Cancer de Mama y Ginecoldgico

53. Asociacién Confra la Leucemia y Enfermedades de la Sangre

54. Asociacion de Estética Integral Oncoldgica

55.  Asociacion Infantil Oncoldgica de Madrid
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56.
57.
58.
59.
60.
61.
62.
63.
64.
65.
66.
67.
68.
69.
70.

72.
73.
74.
75.
76.
77.
78.
79.
80.
81.
82.
83.
84.
85.
86.
87.
88.
89.
90.
21.
92.
93.
94.
95.
96.

Asociacién para la Lucha Contra la Leucemia de la Comunidad Valenciana
Asociacién Canaria Salud y Sonrisas

Asociacién Candela Riera

Asociacién Marco Luna

Asociacion Oncovida

Asociacién Suport i Companyia

Asociacién Vizcaina de Laringectomizados y Mutilados de la Voz
Asociacion Gallega de Afectados por Trasplantes Medulares
Asociacién de Pacientes y Familiares de Céncer Renal

AVIVATE - Asociacion de Salud a Través del Ejercicio Fisico y Ocio para Pacientes Oncolégicos
Asociacién de Yecla de Afectados de Cancer

Asociacién de Ayuda a Las Personas con Cdncer y Familiares de Ronda y Serrania
Asociacién Zamorana de Ayuda Frente al Cdncer

Asociacién De Mujeres con Cdncer

Division Cdancer de Cabeza y Cuello Espana

Divisibn Cdncer de Higado Espana

Division Cdncer de Pdncreas Espana

Division Cdancer de Piel y Melanoma Espana

Division Cdncer de Prostata Espana

Division Cdncer de Pulmon Espana

Divisibn Cdncer de Rindn Espana

Division Cdncer de Vejiga Espaia

Dona Médula Aragdn

Dones en Actiu

Asociacion de Pacientes con Céncer Colorrectal

Federacién Espanola de Asociaciones de Linfedema

Asociacién Frangil Contra la Leucemia

Fundacién Carlos Garrido

Fundacién Cris Contra el Cancer

Fundacién Mari Paz Jiménez Casado

Fundacién Sandra Ibarra de Solidaridad Frente al Cancer

Grupo de Expertos en Medicina Estética Oncolégica

Grupo De Investigacién En Actividad Fisica Y Salud

HYDROskin Oncology

Asociacién de Apoyo a Personas Afectadas por el Cancer
Asociaciéon de Afectados por Neoplasias Mieloproliferativas
Asociacion de Pacientes con Tumores Neuroendocrinos
Organizacion Nacional de Afectados por Hepatitis
PAUSOZ-PAUSO

Prevencid | Informacié Céncer Molins

Asociacién Oncohematoléxica
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97. ROSAE

98. Asociacién Escuela de Pacientes Oncoldégicos

99. Associacié Comarcal D'ajuda en el Tractament del Cancer
100. Somos Unidos Por El Cancer

101. Sonrisas Pelonas

102. T4 No Vas a Poder Conmigo

103. Asociacion Unidos Contra el Cdancer de Toro y Su Alfoz

104. Asociacién Un Si por la Vida

105. Ver and Ser

106. Associacio Viudecan Supervivientes de Cancer

107. Yo me pido vida

Notes

1. More information about these associations available on: http://www.gepac.es/nuestras-asociaciones/.
Document retrieved on 12" February 2021.
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