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Overview

SIOP 2015 was a challenging congress with the 
destination of Cape Town. We managed to bring 
1,432 participants, below our initial target of 1,500 
but reaching the adjusted target of 1,400



MARKETING CAMPAIGN
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Budget Breakdown
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Website

• Over 47,000 sessions hosted

• Traffic from across the world

• 37% of website traffic came from Europe

• A truly international congress with a strong basis 
in Europe 

• South Africa was amongst the leaders for website 
traffic
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Mobile Visitors to Website

• 21% (10,018) of all visits to the website were from 
a mobile device or tablet

• Over half of these were from an iPad or iPhone
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SEO

The SEO of the SIOP 2015 site was very challenging 
as there are many high value competitors in the 
arena, however we saw very strong results achieving 
top 10 in all keywords

SEO (Top Keywords to Target) Monthly Searches 9 December, 2014 22 Feb., 2015 21 April, 2015 18 May, 2015 8 July, 2015 7 Sept., 2015 10 Oct 2015

SIOP * 90,500 not in top 10 not in top 10 7 7 6 6 6

pediatric oncology society 880 not in top 10 not in top 10 not in top 10 not in top 11 9 8 8

society of pediatric oncology 880 not in top 10 7 5 6 5 6 6

SIOP conference 880 not in top 10 not in top 10 not in top 10 not in top 11 3 5 4

SIOP congress 720 not in top 10 4 5 6 9 2 2

SIOP meeting 720 not in top 10 3 not in top 10 not in top 11 9 4 1

SIOP 2015 390 not in top 10 5 5 5 5 4 1

pediatric oncology conference 320 not in top 10 not in top 10 4 7 not in top 10 7 7

pediatric oncology meeting 260 not in top 10 not in top 10 not in top 10 not in top 11not in top 10 9 9

paediatric oncology conference 210 not in top 10 not in top 10 7 6 3 7 6

pediatric oncology congress 140 not in top 10 4 4 4 6 4 6

SIOP Cape Town no data not in top 10 3 1 1 1 1 1

SIOP South Africa no data not in top 10 4 3 3 1 1 1

paediatric oncology congress no data not in top 10 2 3 3 4 5 2

paediatric oncology meeting no data not in top 10 not in top 10 3 2 4 6 5

paediatric oncology society no data not in top 10 not in top 10 not in top 10 not in top 10 4 9 5

society of paediatric oncology no data not in top 10 not in top 10 5 6 4 5 2
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Webmails
• Kenes Marketing sent 26 

branded webmails to the SIOP 
database of 19,000 
prospective delegates

• Various pilots were run using 
our new automated e-
marketing platform

• Marked improvement in 
engagement compared to 
2015

AVG OPEN 

RATE

AVG CLICK 

RATE

2015 21.6% 4.2%

2014 19.1% 3.6%
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Automated E-Marketing

• Starting in June all webmails were 
segmented to registered and not registered 
participants

• Triggered webmails were sent to participants 
who showed interest in our mailings

• The last webmail was segmented according 
to the level of interest shown in previous 
webmails from our campaign
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Online Advertising

• 11% (5,283 sessions) of all website traffic came 
through online advertising 

• Over 1.37 million impressions

• Campaigns on Google AdWords and LinkedIn

• Advertising on online event calendars
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Google & LinkedIn
Google AdWords:

• 4,813 clicks

• 3.07% click-through rate 

• Strong Results

LinkedIn Ads:

• 470 clicks

• 0.03% click-through rate

• Successful campaign
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Event Calendars

Promoted on 116 e-calendars 
generating 599 visits to the 
SIOP 2015 website
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Online Advertising Conclusions

• Google AdWords results improved compared to 
2014

• We see a niche community that can be reached 
through online advertising

• Higher investment brings higher traffic to the 
website
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Outreach Campaigns

Word of Mouth

Sent to organizing committee, speakers, 
abstract submitters and society members

Postal

Sent to 10,175 potential participants to 
promote abstract submission

Heads of Department

Sent to 189 relevant institutions
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Cross Promotion

• 24 promotion agreements with events

• 18 promotion agreements with societies

• 4 promotion agreements with journals

• 6 promotion agreements with consortia
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Social Media

Growth across all networks of over 1,200 followers

14-Nov 14-Dec 15-Jan 15-Feb 15-Mar 15-Apr 15-May 15-Jun 15-Jul 15-Aug 15-Sep 15-Oct

TOTAL 3718 3867 4004 4136 4220 4287 4384 4455 4577 4661 4837 5014

Total Growth 140 149 137 132 84 67 97 71 122 84 176 177
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Top Posts
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Top Posts
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Congress Exposure
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Congress Exposure
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SIOP 2015 Twitter Monitoring



FUTURE RECOMMENDATIONS
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Recommendations for the Future

• Continuation of the strong 
online advertising campaigns

• Initiating as much networking 
amongst potential delegates 
as possible – we see an 
engaged and connected 
community 

• Work towards mobilizing 
networks via board, 
continental presidents and 
consortia



AUDIENCE DEMOGRAPHICS
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Overview

• 1,432 total participants

• Respectable result for South 
Africa

134 group participants

More than double 2014

Groups:
9%

Individual 
Participants:

91%

Audience Breakdown
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World Regions

• Strongest 
participation 
from Western 
Europe

• Even spread 
between North 
America, East 
Asia & Pacific 
and Africa & 
Atlantic

Africa & 
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19%
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Top Countries

94 total countries represented

195

149
137

80
66 63 57 49

33 32
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Professional Role

Clinical 
Practitioner

52%Clinician 
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15%
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Professional Specialty

67%

10% 9% 6% 4% 2% 2%
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Professional Workplace

University 
Hospital
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Participants by Age

Under 35
20%

35-44
26%45-54

28%

55-64
20%

65+
6%




