
    

Page 1 of 7 

 

 

 
 

World AS Day 2026 Highlights Report 

2 May 2026 

 

 

This year’s World AS Day campaign reached approximately 51 million people worldwide on 

social media. In addition, many of our members held events, in person and virtual, raising 

awareness with an even greater number of people. The campaign targeted 

rheumatologists and other heathcare professionals (HCPs), people living with axSpA but 

without a diagnosis, those with a diagnosis and the general public.    

 

The theme of this year’s campaign was ‘Not Only Back 

Pain’. The message was focused on the associated 

conditions many people living with axSpA also 

experience. Uveitis, psoriasis, IBD, mental health 

challenges and enthesitis were all highlighted as 

common comorbidities.  

 

Feedback on the theme from our members was very 

positive, with people liking the fact that the theme 

highlighted that there is much more to axSpA than just 

back pain. 

 

Building on the success of last year’s ‘Lace up for axSpA’ 

campaign, we encouraged people to continue raising 

awareness of axSpA by wearing orange shoelaces and 

posting photos and videos on social media using LaceUpForAxSpA. 

 

ASIF is grateful to CEADE and Marco Garrido Cumbrera for allowing ASIF and our members 

to use the ‘Lace up for axSpA’ concept again this year. We recognise that the campaign 

stems from CEADE’s work and are grateful for the opportunity to develop it further and 

implement it with the support of the global axSpA community. 

 

https://eaceade.es/
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Social Media Campaign 

 

More than 51 million people saw ASIF’s social media 

campaign this year, an increase from 22.9 million last 

year. The campaign achieved 56.3 million impressions 

(times the content was displayed, regardless of 

whether it was to the same person multiple times) – up 

from 35.7 million in 2025. 

 

This year’s campaign prioritised quality views and 

targeted reach. We spent £2,864 on social media 

advertising across Facebook, Instagram, X, Linked In 

and TikTok (a decrease from £5,000 last year). 

Facebook dominated reach and impressions, while 

TikTok achieved significant video plays and saves.  

 

Highlights – Social Media 

This year we reached more people than ever before!  

 

 

Highlights – Website 

 

    Google Analytics  

    77,120  

    Page views on asif.info/worldasday 

 

    Google Analytics  
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    85,148 

    Page views across asif.info (full site) 

 

    Resources  

    1,193 

    Resources downloaded from World AS Day webpage 

 

    Video Views (on website and YouTube) 

    1,625 

     Including World AS Day campaign video and individual story videos, viewed in English,                

Danish, Spanish, Italian, French, Dutch, Hebrew and Greek 

 

 

You can see the details of the campaign across the platforms below:  

 

 
 

Over the last six years, we have been working with creative agency, Platform, to build the 

World AS Day campaign. The following table demonstrates this growth over time.  

 

  
 

These results, however, only tell half the story. Many of our members shared posts 

through their own channels, reaching many more thousands of people.   

 

We also saw many individuals posting about World AS Day, often sharing their own 

personal stories. Giving people the assets, tools and platform to post about their condition 

is a critical part of the campaign. World AS Day provides an opportunity to post about 

axSpA and the impact it can have.  
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Videos 

 

To show the realities of living with axSpA alongside 

other associated conditions, we created four videos 

featuring Geraldine in the Philippines, Maranda and 

Jack in South Africa, Akash in London and Vibeke in 

Norway. We are grateful to each of them for generously 

sharing their stories to raise awareness. The videos 

were blended into a campaign video, and post-

campaign video, featuring all of them.  

 

The videos were available in English, Brazilian 

Portuguese, Danish, Dutch, French, Greek, Hewbrew, 

Hindi, Italian, Marathi, Norwegian, Russian, Spanish and 

Tagalog.  

 

 

 

Resources and ASIF Website 

 

ASIF created a Tool Kit and suite of editable assets, 

which our members and other stakeholders could use 

as is, or translate and adapt for their local audiences. 

The assets are developed in Canva, a free graphic design 

platform, which makes editing simple without needing 

the skills of a professional graphic designer.  Each visual 

asset contained limited copy to ensure they were quick 

and easy to translate. A social media content calendar 

provided template copy for key social media platforms 

which could also be simply copy and pasted directly or 

translated and/or localised.  

 

The campaign encouraged people to post photos and 

videos of themselves sharing their story. To support this, 

we created a short, animated guide and a written guide 

to ensure they got the best out of their video. The guide 

was downloaded 238 times from the website.  

 

To support people in using AI in their World AS Day 

campaigns, we also produced a guide to using AI. This 

guide was downloaded from the website 72 times. 

 

https://asif.info/worldasday/
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The World AS Day webpage featured information about the campaign, key messages and 

resources as mentioned above, as well as logos and banners for websites and email 

signatures.  

 

Events hosted by our members were advertised on the website, included details about the 

Global Spondyloarthritis Summit and Walk Your AS Off.  

 

To support members with implementing the World AS Day campaign, we hosted a webinar 

which detailed the theme, resources, the Global Spondyloarthritis Summit and Walk Your 

AS Off.  

 

 

Events 

 

Global Spondyloarthritis Summit 

 

The Spondylitis Association of America’s 2026 Global 

Spondyloarthritis Summit was a tremendous success, 

with thousands registering from around the world to 

learn practical strategies for navigating everyday life 

with spondyloarthritis. This year’s theme, Living Well 

with SpA: Practical Approaches to Everyday Challenges, 

featured expert-led sessions on topics including 

movement and exercise, fatigue management, mental 

health, aging with SpA, workplace adaptations, family 

relationships, nutrition, and the latest research 

developments. All sessions are now available for on-

demand viewing - it is not too late to register and access 

the recordings – but they are only available for a limited 

time so don’t delay! Click here to visit the Summit 

website.   

 

 

Walk Your AS Off 

The SAA ran Walk Your AS Off for the second year. 

Walking 16,575,405 steps, 15 teams and 81 walkers took 

part in this event designed to get people moving! The 

NASS AS Buzzers, BEKHTEREV NORGE, and NASS 

ORANGE APPLES took the top three spots! SAA is 

encouraging people to continue walking throughout the 

year working towards logging one million steps (or more) to earn a medal. 

  

The SAA continued to support Lace up for axSpA and printed their own orange laces which 

they sold and gave away.   

https://spondyloarthritissummit2026.vfairs.com/
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Other events:  

  

Our members held events around the world to raise 

awareness on and around World AS Day, like the walk 

organised by APMARR in Italy (pictured) a webinar 

focused on different symptoms held by the Axial 

Spondyloarthritis Association of South Africa, and 

another webinar focused on the theme ‘not just 

backpain’ held in Spanish by the Colombian ankylosing 

spondylitis association which is available on demand on 

their YouTube channel. Members had the opportunity 

to upload details of their event on the webpage.  

 

 

 

World AS Day Background 

 

World AS Day is an annual day dedicated to people living with axial Spondyloarthritis 

(axSpA). It is celebrated across the world on the first Saturday of May after 1 May.  

 

ASIF creates a global campaign to raise awareness of axSpA. It is designed to be used 

primarily by our members, but also industry and other organisations who participate in 

World AS Day. The materials can be used as they are, amended to fit with the 

organisation’s needs, and can be translated. The campaign is mostly conducted digitally, as 

well as many of our members holding in-person events around the world.   

 

Representatives from our member organisations sit on the World AS Day Sub Committee. 

Working with Platform, the group chooses a theme and guides the campaign 

development. AISF would like to thank the members of the Sub Committee for their input 

and support. 

 

Thank you 

 

Thank you to our members, people living with axSpA, rheumatologists and other HCPs, 

ASAS and other associations from around the world.   

 

Thank you also to our sponsors for supporting World AS Day by sharing and creating your 

own posts on social media and raising awareness among your staff and customers.  
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Examples of social media content 
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