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Website Traffic
99% New Users
259K Event Count

« Are You Facing Brain Cancer?
e Curis Innovative Therapeutics
o HOPE For Childhood Cancer

o The Chris Elliott Story: Inspiration

18K

Social Media Followers
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Emails Sent

Medical Advisory Board

« Know All Your Treatment Options

e A Message from Our CEQ: Help DCVax®-L
Gain FDA Approval

o EBCI Mobile App

« Tapas Raha's Brain Cancer Journey
e EBCIIn The News

1.89M

189K

Annual Events
Participation And Reach

« GBM/rGBM - Know All Your
Treatment Options

+« GBM Awareness Month

« National EBCI HOPE Award

« National Caregiver Event

« PCNSL Roundtable Event
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Sent In 2025

8.9M Print And Online Readers

Print And Online Readers

Active Groups

101 .6K Members
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8 EBCI Article Contribution
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Family, Friends, and

*18% Pediatric &
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https://endbraincancer.org/
https://endbraincancer.org/curis-therapeutics/
https://endbraincancer.org/2024/09/hope-for-childhood-cancer/
https://endbraincancer.org/chris-elliott-story/
https://endbraincancer.org/ebci-app/
https://endbraincancer.org/medical-advisory-board/
https://endbraincancer.org/know-all-your-treatment-options-2025/
https://endbraincancer.org/2024/02/a-message-from-our-ceo-help-dcvax-l-gain-fda-approval/
https://endbraincancer.org/2024/02/a-message-from-our-ceo-help-dcvax-l-gain-fda-approval/
https://endbraincancer.org/ebci-in-the-news/
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EBCI's reach continues to expand globally, with engagement across
North America, Europe, and Asia-Pacific.
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The EndBrainCancer Initiative's (EBCI's) 2025 numbers are well over our 2024 numbers, with a
total reach of over 3.4M cancer patients, their families, caregivers, members of the
professional brain tumor community, and the general public. Details are provided in the chart
below:

1 SUPPORT GROUPS / MEMBERS
10/ 101,677

7 SOCIAL MEDIA FOLLOWERS
18,236

TOTAL
AUDIENCE
IMPACT
2025 G

WEBSITE VISITORS
59,012

2 CURE® MAGAZINE
1,000,000 Recipients

EMAIL MARKETING / OPEN RATE
1,892,870 - 10.87%

3 APP DOWNLOADS 5

254

4 DIRECT CONNECT INQUIRIES
26,633*

*Since 2002

In addition, EBCI's Press Releases are sent to a reach of up to 8.9 million print and online
readers, of which we average 28 press releases/year. If you would like additional details or
would like to partner with EBCI, please reach out to me or my staff for more information.

We look forward to new opportunities to build awareness, expand EBCI's outreach, and
educate cancer patients and their families/caregivers, members of the professional brain
tumor community, and the general public about how new therapies, advanced diagnostics,
advanced surgical techniques, and next-generation sequencing are leading to improved
outcomes, extended survivorship, and better quality of life for patients with brain cancer and
other solid tumors. We look forward to partnering with you in uplifting and providing HOPE
to the brain tumor community.

Dellann Elliott Mydland, President & CEO
dellann@endbraincancer.org
425-785-8489 2



These results highlight EBCI's ability to deliver meaningful disease education at scale. With over 205,000 emails
opened and a 10.87% open rate across nearly 1.9 million sends, this outreach effectively connects critical
information with patients, caregivers, and healthcare audiences who are actively seeking guidance and support.

1.89M 206K

Emails Sent Emails Opened

10.87% 34,122

Open Rate # Contacts

SNO ANNUAL MEETING

1.7%%

ams  DIRECT ENGAGEMENT

Total Abstracts 1,329
Attendees 2,743
Unique Exhibitors 72
Unique Countries 51

65.4%%

DIRECT CONNECT PATIENTS & MOBILE
APPLICATION SUBSCRIBERS

Including: Patients, Caregivers, Families, Researchers,
HCP'S, Vendors, Pharma/Biotech/Biomed, Device, etc.
Direct, Focused, and Intentional Engagement

Direct Connect Mobile Application
26,633* 254

"Since 2002 / 18% Pediatric & Young Adult

ANNUAL EVENTS PARTICIPATION & REACH - 189,651

Reflects the full scope of audience engagement generated by End Brain Cancer Initiative programming throughout
the year — both live and digitally. This metric goes beyond in-room attendance and captures the total ecosystem
of visibility, engagement, and post-event amplification.
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2025 Website Audience Overview

Users New Users Sessions
59,012 58,631 65,354
Total unique First-time A sessionis a
visitors to the visitors who single visit to the
website. haven’t been to website, including

the site before. all activity until

the user leaves.

Page Views Event Count
77,776 249,043
The number of The number of
pageviews on a times users
website and triggered an event.
screenviews on
an app.



Source/Referral Information on Website & Social Media Traffic

Website Visitors
Referral Sources

Social Media Channel
Referral Sources

20000

Facebook

15000
Twitter

10000 LinkedIn

Instagram
5000

0 500 1000 1500 2000

<~\\(,
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Website User Demographics
AGE GENDER
25-34
35-44
45-54
55-64
65+
18-24
0 500 1K
FEMALE MALE
56.8% 43.2%
DEVICE USAGE/ACCESS
60.8% 35.8% 3.4%
Mobile Desktop Tablet

These insights reflect a broad and growing digital footprint, with strong engagement across key audiences and
multiple referral channels. Together, this data highlights EBCI’s ability to effectively reach, educate, and connect
patients, caregivers, and healthcare stakeholders through targeted, data-driven outreach. 4



FACEBOOK

Followers Posts Engagement
7,485 297 1,624
L .
: = Seattle, WA 5,425
N
e
i New York, NY 5317
""‘- Los Angeles, CA aEn—— 2,513
S Newnan, GA — 2,085
San Diego, CA S 2,062
United States 52K
Sammamish, WA CEEE——— 2,030
India 1.1K
- Chicago, IL cEE—— 1,965
United Kingdom 787
- Melbourne, VIC, 1.887
Canada 755 Australia .
Ireland 539 Phoenix, AZ a— 1782
Australia 45 Indianapolis, IN o— 1736
China 370

Facebook Active Groups and Forums

Facebook Groups are similar to forums where patients, caregivers, physicians, family, friends, and
more are able to post their thoughts, medical treatments, advice, support, camaraderie, and
HOPE with each other. We belong to these groups and actively engage with members in addition

to promoting each of our annual events throughout the year.

SUPPORT GROUP

Optunity(optune Friends Support)Novocure Glioblastoma Support

CNS Lymphoma(primary & secondary) Friendship & Support

Glioblastoma Resource & Information Network (GRIN)

Glioblastoma-GBM SURVIVORS TO THRIVERS CAREGIVERS ONLY Support Group
Oligodendroglioma/Low-Grade Glioma Warriors

Brain Cancer Support Group -

Novocure, Optune Support For Glioblastoma

Glioblastoma - GBM SURVIVORS TO THRIVERS

A Survival Guide to GBM (Clioblastoma)

Glioblastoma Support Group

Total:

# MEMBERS

2,094
2,784
3,471
2,339
6,129
7,598
12,619
32,604
8,186
23,853

101,677

5



INSTAGRAM

Followers Reach Posts Engagement
2,794 70,422 293 2,941
Followers By Age & Gender Followers By Top 10 Cities
800 New York, New York 44
Los Angeles, California 39
600
London, England N 26
400 Chicago, lllinois N 23
200 ' Sydney, New South Wales o= 18
S&o0 Paulo, Sdo Paulo
—- J J (state) — 7
13-17 18-24 25-34 35-44 45-54 55-64
Melbourne, Victoria O 16
® Male ® Female Unisex Seattle, Washington EE— 14
17% 64% 19% Calgary, Alberta aE— 13
Philadelphié, 3
Pennsylvania
LINKEDIN
Followers Reach Posts Engagement
2,998 59,807 294 2,149
Followers By Job Function Followers By Industry

LinkedIn serves as a critical platform for EBCI, enabling us to connect not only with patients and
caregivers, but also with healthcare professionals, researchers, and industry partners across
biopharma and biotech. Through both our organizational presence and the active engagement
of our founder, Dellann Elliott Mydland, we are able to amplify awareness, foster meaningful
partnerships, and extend our reach within the broader medical and scientific community.

6



X (FORMERLY KNOWN AS TWITTER)

Followers Reach Posts Engagement
4,881 44,101 321 1,665
Followers by Country Followers by Gender
E United States 40.7% Male Not Specified
= 3.7%
o 48.1%
sagz. United Kingdom 18.5%
~i~ G»
Female
' ' France 1.1% 48.2% e
48.1%
. . Female
1) N'gg 1% Not specified ~ 482%
3.7%
Brazil 7.4%
-
Other = 1.1%
[

Readers/Release EBCI Releases/Year Traffic Growth/Release Cumulative Reach
2,998 20 2.3% 249M

*Focuses on educational, actionable content for cancer patients, survivors, and caregivers, with daily
trending topics covering clinical trials, FDA approvals, and survivor stories

Recipients Reach/Issue EBCI Cover Articles EBCI Website Traffic
™ 325,000 8+/Year 6,433

Google Ad Grant Recipient

Impressions Clicks/Engagement Website Visits Conversion Rate
2.3M 4,670 3,472 74.4%

EBCI's integrated approach to outreach, engagement, and education continues to drive measurable impact across the brain
cancer community. From digital platforms to direct patient connection, these efforts create meaningful opportunities for
collaboration with healthcare professionals, researchers, and industry partners—advancing awareness, access, and outcomes for
those we serve. 7
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	DIGITAL REACH & PERSONAL/IN-PERSON ENGAGEMENT
	The EndBrainCancer Initiative's (EBCI’s) 2025 numbers are well over our 2024 numbers, with a total reach of over 3.4M cancer patients, their families, caregivers, members of the professional brain tumor community, and the general public. Details are provided in the chart below:
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	These insights reflect a broad and growing digital footprint, with strong engagement across key audiences and multiple referral channels. Together, this data highlights EBCI’s ability to effectively reach, educate, and connect patients, caregivers, and healthcare stakeholders through targeted, data-driven outreach.
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