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Year One At-a-Glance



Objective Summary

Objective 1
Continuously detect and assess misinformation in Spanish and English reaching US 
Hispanic/Latinx populations
● Develop Spanish-language monitoring capabilities within Project VCTR
● Distribute contextualized reports for CBO partners in Spanish and English

Address misinformation at the source through media and social media platform policy
● Broaden ongoing work with social media companies and Hispanic media networks to create a 

more sustainable system for misinformation reporting and policy creation
Objective 2

Objective 4

Objective 3

Reactively intervene on misinformation
● Create a national influencer network of individuals who hold outsized influence on social media 

within Hispanic/Latinx communities
● Strategically partner with Hispanic celebrities to increase visibility and to address critical 

misinformation narratives
● Alert La Red Hispana media partners to misinformation

Proactively develop and execute effective, affirmative cultural communication and outreach 
strategies
● Message distribution through influencers and celebrities
● Message distribution and support to CBOs, including target immigrant populations through 

relationships with Latin American Consulates and immigrant-led grassroots organizations
● Routine testing of messages and themes among key informants
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Primary KPIs

Collectively reach 75 
percent of Hispanic/Latinx 
adults between the ages 
of 18 and 65 in the US: 
roughly 28 million people

Goal 28M

43,868,824 1,532

Goal 1,250

In April 2022, we wrapped up the ten-month program with total reach hitting 43,868,824
and 1,532 influencers surpassing both goals. 



11 11

Evaluation & Results
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Spanish-language Misinformation Top-Line Metrics

35,000,000
Spanish messages

captured

212,700,000
English messages

captured

Using PGP’s novel and validated social listening systems and media monitoring methods, we identified, tracked, 
and assessed COVID-19 misinformation, disinformation, and negative attitudes reaching Hispanic communities. 
PGP later launched Spanish-language national and regional monitoring dashboards on Project VCTR. 

Top four themes identified among Spanish and English posts

Objective 1: Continuously detect and assess misinformation in Spanish and English 
reaching US Hispanic/Latinx populations

Themes Spanish English

COVID-19 18,194 1,073,827

Negative health impacts 3,300 482,283

Pharmaceutical industry 2,363 214,106

Health authorities 2,016 156,247
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Objective 1: Continuously detect and assess misinformation in Spanish and English 
reaching US Hispanic/Latinx populations

206
misinformation 

insights identified

PGP analysts interpreted the posts captured into unique 
misinformation insights to inform key stakeholders, as 
well as proactive and reactive outreach strategies: 

● Misinformation reporting to social media companies
● Message distribution to and through influencers and 

Hispanic media
● Message distribution and support to CBOs

Spanish-language Misinformation Insights
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Objective 2: Address misinformation at the source through media and 
social media platform policy

Social Media Platform Policy Results

49
accounts 
verified

PGP developed and shared 34 misinformation reports and 8 
verification requests with Twitter. Misinformation reports 
informed updates to Twitter’s COVID-19 misinfo policy in 
December 2021.
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Objective 2: Address misinformation at the source through media and 
social media platform policy

Hispanic Media Policy Results

Results also informed the development of the Hispanic Media Misinformation and Disinformation toolkit 
sent to LRH´s media affiliate network and other interested networks.

HCN held 9 discovery sessions with Hispanic media networks to inform, 
establish, and guide policies within these organizations. Results indicated:
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Objective 3: Reactively intervene on misinformation

El Beacon Recruitment Results

By the end of the project period, a total of 1,532 
individuals were recruited to join El Beacon and engaged 
to intervene on misinformation, surpassing the project goal 
of 1,250.

Type Recruited & Engaged

Traditionally 
Defined Influencers

496

Volunteers 1,034

Celebrities 2

Total 1,532

Table. Breakdown of El Beacon network
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Objective 3: Reactively intervene on misinformation

El Beacon Top-Line Metrics

Influencers are a valuable way to further spread key messaging to help combat misinformation, 
reach more of our priority audience, and ultimately support COVID-19 vaccine uptake. Below, 
see top-line influencer metrics, including celebrities, from launch in September 2021 through 
April 2022.

High-level influencer and celebrity metrics

Measurement Metrics

Total Posts 1,006

Total Potential Reach 66,470,720

Total Impressions 7,207,093

Total Engagements 491,500
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Objective 3: Reactively intervene on misinformation

El Beacon Volunteer Activation Highlights



These are the influencers who can potentially reach the most Hispanic/Latinx people overall. 
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Top Influencers by Hispanic/Latinx Reach

Influencer: Catalina Cardona
Potential Reach: 317K

Potential Hispanic/Latinx Reach: 276,420
Impressions: 68,737
Engagements: 7,396

Link to post

Influencer: Nubia Figueroa
Potential Reach: 134K

Potential Hispanic/Latinx Reach: 115,313
Impressions: 9,126

Engagements: 1,481
Link to post

https://www.instagram.com/p/CWHQOKCIS6m/
https://www.instagram.com/p/CaA-sHzltk4/


These are the top influencer posts by engagement rate, which measures the 
amount of post interactions relative to the influencers’ total potential reach.
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Top Influencers by Engagement Rate

Influencer: Lesslye Jepson
Potential Reach: 10.2K

Potential Hispanic/Latinx Reach: 4,900
Impressions: 13,078
Engagements: 2,012

Engagement Rate: 27.62%
Link to post

Influencer: Davi Vaz
Potential Reach: 23.6K

Potential Hispanic/Latinx Reach: 7,341
Impressions: 21,697
Engagements: 3,338

Engagement Rate: 21.45%
Link to post

https://www.instagram.com/p/CbK21LeL8iS/
https://www.instagram.com/p/CbQ83Qnrwpl/
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We took a simple random sample of 10% of paid influencer 
static Instagram, Facebook, and Twitter posts (n=50). These 
posts had a total of 1,090 unique comments, not including 
comments from the influencer or El Beacon social handles. 

Of these, 97.52% of comments (1,063) were positive, with 
3.58% of comments (n=39) sharing that the commenter 
themself had been vaccinated for COVID-19. Less than 1% of 
comments (n=9) expressed negative sentiment. The 
remaining 1.7% of comments (n=18) were either neutral in 
sentiment or spam. 

1.7% Neutral

0.8% Negative

97.5% Positive

Objective 3: Reactively intervene on misinformation

Influencer Post Comment Sentiment
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Message Distribution and Support to CBOs Summary
PGP fielded a cross-sectional needs assessment to 379 CBOs to evaluate their social media 
COVID-19 communications needs. The assessment received 64 responses. Results, along with 
ongoing feedback, informed development of resources. 

Resource # provided (ENG 
and ESP)

# downloads from 
the VRH**

Newsletters 70 NA*

Talking 
Points/FAQs

206 127

Social Media 
Assets

344 568

Toolkits 13 9

*Newsletters were sent directly to CBOs. Subscription to the newsletter was promoted on the Learning Community.
**Downloads don’t include those directly from the newsletter. 

Objective 4: Proactively develop and execute effective, affirmative cultural 
communication and outreach strategies
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Sample of CBO Resources in Spanish and English

Objective 4: Proactively develop and execute effective, affirmative cultural 
communication and outreach strategies



Sample Topics 

● Spanish-language misinformation monitoring
● COVID-19 White House mandates
● Working with influencers to reach your 

communities
● Anti-vaccine attacks on social media
● Science behind effective vaccine messaging
● Talking about Omicron 
● Strategies and tools for creating digital ads 
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Trainings & Webinars for CBOs

15
trainings

1,553
individuals in 
attendance

Trainings were developed based on results from 
the needs assessment. High-level metrics: 

“Thanks again for the great presentation. I wanted 
to share that my team was really interested in 
Project VCTR and wanted to raise awareness of it, 
so we put together this article and shared it with 
our network!”

"Todo muy bien hecho por parte de ustedes. Son 
excelentes tanto en la educación que brindan 
como en los recursos que comparten. Gracias."

Objective 4: Proactively develop and execute effective, affirmative cultural 
communication and outreach strategies
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Virtual Events for CBOs
At each virtual event, participants received up-to-date vaccination 
information, outreach strategies for promotores, strategies to 
leverage trusted messengers, and to combat misinformation and 
disinformation surrounding COVID-19 and vaccine confidence. 
High-level metrics: 

5
virtual events

659
individuals in 
attendance

20
CBOs 

engaged

4
consulates 
engaged

Events:

1. Building Digital Health Literacy 
Among Latinx CBOs During COVID-
19

2. Misinformation is Killing Our People
3. All about the COVID-19 vaccine for 

children
4. Let's Talk—Protect Your Kids: The 

Virus, the Variant, and the Vaccine
5. Community-based models for 

combating misinformation

“Muchas gracias, excelente seminario muy informativo, 
que nos ayuda mucho a nosotras como promotoras a 
estar más actualizadas para llevar a nuestra comunidad 
esta información, saludos desde el área de la bahía.”

Objective 4: Proactively develop and execute effective, affirmative cultural 
communication and outreach strategies
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Channel Reach

Radio PSAs 26,874,100

Op-eds 2,911,315

Digital Displays & Website 248,500

Radio/Satellite Media Tour 222,428

Social Media 647,987

Message distribution and support to media partners

Messages were tailored for distribution to Hispanic 
media, a part of the La Red Hispana network. All 
messaging and resources were shared in Spanish only. 
5 Hispanic media personalities and physicians were 
engaged to support these activities.

Objective 4: Proactively develop and execute effective, affirmative cultural 
communication and outreach strategies
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Key Takeaways
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Influencers

Key Takeaways
The following are key takeaways from the 10-month program:   

It is possible to create and sustain unique influencer networks.

CBO’s wanted the support, and when they received it they substantially increased the reach and 
resonance of public health messaging.CBO Support

Year Two is funded and underway, with the additional of PGN, PGP’s nonprofit news network that 
publishes news through CBO accounts. Looking Forward

Policy
Twitter was an engaged partner. Much of our work is unlikely to continue.
Traditional media companies need a business case to be concerned, and have yet to fully engage 
with misinfo. 
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