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Key Handbooks 

 
This research proposing knowledge about cyberbullying and its consequences through the campaign #stop #cyberbullying at #university 
has contributed significantly in several key aspects related to the generation of Science and Technology: This campaign promises to be 
the beginning of the prevention of this crime by educating the student community about the negative consequences of cyberbullying, it 
fosters a culture of respect and empathy online. Another aspect to consider is that the awareness-raising promoted by these campaigns 
seeks to influence the adoption of institutional policies within universities to prevent and address cases of cyberbullying. It will also urge 
state institutions to strengthen and implement public policies for the benefit of the student society that are being affected, as well as 
identify digital strategies that increase the effectiveness of anti-cyberbullying campaigns. Additionally, it will highlight how social 

networks can be effective tools to raise awareness of issues of general interest and be used to create support networks for victims of 
cybercrime. The proposed campaign can significantly contribute to the generation of universal knowledge by listing ways how to 
confront and prevent this growing digital pandemic from the following aspects: Conducting a cultural and social contextualization on 
understanding how cyberbullying manifests and is perceived within the specific cultural and social context of Mexico. This includes 
factors such as cultural norms, social dynamics, and power structures that may influence the prevalence and response to cyberbullying. 
Education and prevention through collaboration with cyberbullying campaigns to investigate the effectiveness of educational and 
preventive strategies. This includes assessing which methods are most effective in raising community awareness, encouraging 
responsible digital behaviors, and empowering individuals to take action against cyberbullying. A national and international 

collaboration between academic institutions, research centers, businesses, and the government is considered, to leverage efforts and 
maximize the impact of research and development activities. Researching the impact of public policies and legislation on the prevention 
and management of cyberbullying is crucial. This involves studying how existing laws are implemented and whether they are effective 
in protecting victims and holding perpetrators accountable. Follow-up strategies: To analyze what the impact of the campaign has been, 
not only in terms of information but possibly to consider modifications in students' behavior.  Considering the growing use of social 
networks, emphasized by the COVID-19 pandemic, we have sought to take advantage of these media to promote information with a 
social focus in favor of the prevention of health issues. In particular, we investigated previous campaigns on cyberbullying in universities 
and, found that this work is a pioneer with its campaign #Ihave #cyberbullying at #university and promises to be a starting point to 
prevent this crime, as well as to denounce it and learn about its consequences for the victims of those who suffer from it. It is important 

to continue to raise awareness of this problem, to raise awareness in society, and to seek to eradicate it. 
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Abstract 
 

In this paper, we present the results of the campaign #detengo el #cyberbullying en la #universidad to generate 

knowledge about the issue and its consequences when a person suffers it, as well as the ways to report it. A 

methodology based on the analysis of social network metrics was applied. The social network used for the 
campaign was X because it is among the ten most used in Mexico. The results show that videos cause a more 

significant number of impressions and that 100% of the people who interacted with the campaign content do not 

know how to report cyberbullying. Likewise, there was no evidence of the generation of knowledge or awareness, 

so it is not possible to say if this campaign prevented or reduced this crime. However, it has been a favorable 
means to inform people about the issue. In this sense, we seek to implement strategies to estimate whether this 

campaign can generate knowledge to change behavior to prevent, reduce, eradicate, or encourage reporting it 
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Resumen                                                                          
 

En este trabajo se presentan los resultados de la campaña #detengo el #cyberbullying en la #universidad con el fin 
de generar conocimiento sobre el tema y sus consecuencias que derivan cuando una persona lo padece, así como 

las formas para denunciarlo. Se aplicó una metodología basada en el análisis de métricas de redes sociales. La red 

social empleada para la campaña fue X debido a que se ocupa entre las 10 más utilizadas en México. Los resultados 
muestran que los videos causan mayor número de impresiones y que el 100% de las personas que interactuaron 

con el contenido de la campaña no sabe cómo realizar una denuncia sobre acoso cibernético. Así mismo, no se 

logró tener evidencia de la generación de conocimiento o conciencia por lo que no se puede asegurar si esta 

campaña pudo prevenir o disminuir este delito, aunque si ha sido un medio favorecedor para informar sobre el 
tema. En este sentido, se busca implementar estrategias para poder estimar si esta campaña puede generar 

conocimiento, cambiar la conducta para prevenir, disminuir, erradicarlo o favorecer la denuncia 

 

 
 

Acoso cibernético, campaña en redes sociales, redes sociales 

 

Social media analysis in digital campaigns: #istop #cyberbullying 

Aims Methodology Contribution 

Raise awareness about 

cyberbullying and its 

consequences when a 

person suffers from it, as 

well as ways to report it 

A methodology based on 

the analysis of social 

network metrics was 

applied. The social 

network used for the 

campaign was X because 

it is among the ten most 

used in Mexico 

Through the campaign #IsStop #cyberbullying at 

#university, it was possible to identify that social 

networks are a means to promote knowledge about the 

prevention of this crime, as well as its psychological 

consequences for the person who suffers it. 

Also, a detailed list of the actions promoted in 

universities, and state and national programs to 

prevent this crime is provided. 

Finally, guidelines were given so that victims of 

cyberbullying can report it. 

 

Análisis de redes sociales en campañas digitales: #detengo el #cyberbullying 

Objetivos Metodología Contribución 

Concientizar sobre el 

ciberacoso y sus 

consecuencias cuando una 

persona lo sufre, así como 

sobre las formas de 

denunciarlo. 

Se aplicó una metodología 

basada en el análisis de 

métricas de redes sociales. 

La red social utilizada para 

la campaña fue X por 

encontrarse entre las diez 

más utilizadas en México 

A través de la campaña #IsStop #cyberbullying en la 
#universidad, se logró identificar que las redes 

sociales son un medio para promover el 

conocimiento sobre la prevención de este delito, así 

como sus consecuencias psicológicas para quien lo 

padece. 

 
Asimismo, se detallan las acciones que se 

promueven en las universidades y los programas 

estatales y nacionales para prevenir este delito. 
 

Por último, se dan pautas para que las víctimas de 

ciberacoso puedan denunciarlo. 
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Introduction 

 

Today's society is technologically advanced and absorbed in digital communication; it also becomes 

popular more frequently thanks to social networks that are a means to share, create, and disseminate 

content, including connecting with people on the other side of the world. According to DataReportal 

(2023), in 2023, 46.4% of users are women, while 53.6% are men over the age of 18 who on average 

spend more than two hours interacting on social networks, with Facebook being the most popular network 

used, followed by Youtube and Whatsapp. In this sense, due to the time invested in their interaction, 

social networks are a risky medium as they can damage reputation (abuse and cyberbullying), fraud, and 

identity theft, among others. MOCIBA (2023) reports that in Mexico, the number of internet users who 

are victims of cyberbullying decreased significantly, from 21.7% in 2021 to 20.8% in 2022. However, 

global figures (Bullying without Borders, 2023) report that 5 out of 10 adults suffer cyberbullying on one 

of the four social networks (Facebook, Twitter, Instagram, or WhatsApp) with Spain topping the list, 

followed by Mexico, the United States of America and Argentina. 

 

In this way, cyberbullying is considered a form of violence through the use of the internet or 

various existing digital media characterized by the sending of intimidating, threatening messages 

(Government of Mexico, 2023), (UNICEF, 2023), publishing or sharing negative, harmful, humiliating, 

shameful, false or cruel content about a person, in some cases being illegal or criminal (US Government, 

2021), (UNAM, 2022), (UNAM, 2022), causing shame, anger, anxiety, stress, worry, loss of interest in 

what they normally used to do with pleasure, tiredness, anxiety, anxiety, stress, worry, loss of interest in 

what they normally used to do, and loss of interest in what they used to do with pleasure (UNAM, 2022). 

(UNAM, 2022), causing shame, anger, anxiety, stress, worry, loss of interest in what they normally used 

to do with pleasure, emotional and physical exhaustion, and in extreme cases even suicide (UNICEF, 

2023) (Larzabal-Fernández, Ramos-Noboa, and Hong, 2019) (Alonso and Romero, 2020). So far, no 

information has been found regarding the number of suicides globally or nationally as a consequence of 

cyberbullying. However, it is important to prevent and eradicate it or to raise awareness of the 

consequences and how to report it to prevent someone else from experiencing it.  

 

In this sense, this study aims to carry out a digital campaign on social networks to raise awareness 

of the consequences suffered by a person experiencing cyberbullying, as well as to report it or prevent it. 

To find out the impact of social networks as a means to carry out campaigns that generate knowledge on 

issues related to prevention, the Scopus (2023) and Scholar academic databases have been used to find 

the most cited articles from 2018 to 2023 with the search ‘Social Media Campaigns to prevention’ in 

Spanish and English. These are considered according to the highest number of citations (324 citations) 

to the lowest number (21 citations). For their description, they were grouped by type of campaign: 

Disease prevention, health care, suicide prevention, or mental health and vaccination, where the authors, 

the year of publication or period, and the number of citations are presented respectively. 

 

To examine the influence of social networks on public health protection or disease prevention 

(particularly during the COVID-19 pandemic), various authors such as Al-Dmour, Masa'deh, Salman, 

Abu Hashesh, and Al-Dmour (2020); Li and Liu (2020), Ali, et al. (2020), collected data through 

questionnaires on Facebook, Instagram, Twitter, Youtube, and Whatsapp, sampled 2,555, 802, 6,602, 

users of such networks, respectively. They used structural equation modeling, descriptive statistics, 

Pearson correlations, and multiple hierarchical regressions to analyze and verify the study variables. They 

found that social media advertising campaigns are an effective data collection strategy and a potential 

means of protecting public health against pandemic diseases, as well as raising awareness and promoting 

healthy behaviors.  

 

Social media campaigns to prevent suicide are gaining ground as a means to inform, reduce, or 

diminish suicide. Pirkis, et al. (2019) present a review of 20 articles on the impact of social media on 

preventing suicide and found that some campaigns could drive help-seeking, although they did not obtain 

statistical evidence to assess the impact on the final behavioral outcome of suicides. However, they state 

that there are strong suggestions that campaigns could achieve positive anti-suicide outcomes. 

Meanwhile, Latta, Meena, Pravitha, Dasgupta, and Chaturvedi (2020) analyzed the impact of mental 

health promotion campaigns (Suicide prevention, smoking cessation #Iquitobacco and 

#Migrainethepainfultruth) on Facebook and Instagram over 5 months.  
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They calculated descriptive statistics such as frequency and proportions for the number of ‘likes’ 

and ‘shares’. The results showed that all three campaigns were liked by 200 people, of which 9 people 

shared the posts and 20 people visited the mental health education page, increasing the number of 

followers from 200 to 3000, thus affirming that social media campaigns are an effective tool to reach 

more people in a short time and are a growing trend in mental health awareness.  

 

Similarly, Robinson, et al. (2018) initiated the #chatsafe campaign with a systematic grey 

literature search of 173 articles, as a result, they designed a 284-item questionnaire that identifies 

strategies to help young people talk safely about suicide on social media; subsequently, Thorn, et al. 

(2020) continued the #chatsafe campaign which was distributed via email and Facebook for 12 weeks 

with material distributed three times a week to directly selected 17-25-year-olds. Participants report 

feeling able to identify and support others who may be at risk of suicide, this finding implies that 

Facebook is an effective medium and potential tool for mentoring young people on this issue, while La 

Sala et al. (2021) assert that the #chatsafe campaign is acceptable, safe and feasible, and appeared to 

improve aspects of online behavior, with participants reporting that they were less likely to share suicide-

related content. Finally, Booth RG (2018) used Twitter (in 2023 renamed X) to disseminate the 

@Bell_LetsTalk campaign among 10-24-year-olds during 2006-2015 measuring with interrupted time 

series using autoregressive integrated moving average modeling, found that the use of this social network 

was temporally associated with an increase in outpatient mental health service utilization for both men 

and women, especially notable in women accessing primary health care services. 

 

Social media campaigns for health care address food waste (Närvänen, Mesiranta, Maija Sutinen, 

Mattila, 2018), health behaviors (Sun-Wook and Yeunjae, 2018; Patel, et al (2018), Krudati, et al (2021), 

Ghahramani, et al (2022)), cancer prevention (Sarkar U, Le GM, Lyles CR, Ramo D, Linos E, Bibbins-

Domingo K 2018), prevention and management of non-communicable diseases Shariful, (2019), support 

groups to prevent smoking (Hamadi, 2018). These studies mention the use of Facebook, YouTube, 

Twitter, and Instagram as the main social networks and to a lesser extent WhatsApp, all with a positive 

effect on the implementation of healthcare campaigns on various topics. It is also argued that these 

platforms are powerful tools to inform more people more quickly, although there is a risk of 

misinformation, lack of confidentiality, data monitoring and regulation, commercial interests, equity of 

access, and lack of standards. They also suggest that the use of other social networks such as Snapchat 

could be explored. 

 

Finally, Pedersen, et al. (2020) and Loft, et al. (2020) launched a campaign on Facebook to 

promote vaccination against Human Papillomavirus (HPV), they made 84 posts, obtaining an average of 

127 comments per post. They used the Heart-Brain strategy. After analyzing the posts and the sentiment 

of the comments they found that personal stories generated higher engagement rates and more positive 

dialogues compared to objective posts, so they concluded that personal stories are effective in creating 

positive dialogues on FB and that the strategy used favored the success of the campaign. 

 

Consequently, it can be summarised that the use of social networks for the implementation of 

campaigns on health-related issues is favorable to informing or raising awareness about an event such as 

suicide, where campaigns on health care take great relevance. In the search for information, we did not 

find any study that addresses the issue of cyberbullying, which opens the opportunity for this study and 

the success of digital campaigns. 

 

Methodology 

 

This section describes the process to be executed based on four sources describing how to perform social 

network metrics analysis over the last decade. 
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Box 1 
 

 

Figure 1 

Sources underpinning the process applied in the research   
Source: Author made on canva 

 

Figure 1 shows that over the years the analysis of social network metrics has been done from 

different angles, the aim is to rescue the phases (marked in blue) in accordance to add them to the process 

of this research. It is noted that Digital Promise (2013) and Home Office (2016) have three phases in 

common to consider: 1) Establishing the focus and base network, 2) Deciding on the data to use and the 

research questions, and 3) Analysis of the findings. However, Andreotta (2019) and Ladislav (2021) 

include intermediate phases that enrich the analysis of social network metrics, such as: 4) Using data 

science techniques and 5) Knowledge representation. Thus, the process applied in this research is shown 

in Figure 2. 

 

Box 2 
 

 
Figure 2 

Process implemented for the investigation  

Source: Author made on canva 

 

The following is a description of each of the phases that comprise the process shown in Figure 2.  

 

Approach. This phase consists of establishing the focus and a base social network. This research 

focuses on informing, preventing, decreasing, or even eliminating cyberbullying through a digital 

campaign on social networks lasting four months (September-January). The selected social networks are 

Facebook, Instagram, TikTok, and Twitter (from 2023 called X), since according to Statista (2023) they 

are among the 10 most used social networks among people aged 16-64. 
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Metrics. Establish the metrics to be used and define the research questions. The metrics to count 

are, among others: likes, repins, quotes, comments, impressions, interactions, extensions of details, new 

followers, and profile views, and for videos are: unique plays, plays, and audience retention 

 

Data collection. The selection of the data corresponds to all the metrics previously identified, and, 

the way to collect it is through the indicators of the social network account of each of the researchers 

involved in this study (4 people), using an individual emptying in a spreadsheet. 

 

Tools for analysis. In this phase, we chose to analyze and represent the information in a 

spreadsheet. 

 

Validation of findings. This phase presents the analysis of the digital social media campaign from 

a statistical approach. The validation of findings, as well as the representation of knowledge, will be done 

using graphs as a data dashboard. 

 

Results  

 

As relevant data was obtained in the search for related work, it was found that the duration of the 

campaigns ranges from 12 weeks (Thorn, et al., 2020) to years (Booth RG, 2018). The social networks 

commonly used for such campaigns are Facebook, Twitter, YouTube, and Instagram. In this study, we 

present the results obtained from the campaign ‘#stop #Cyberbullying at #university’ promoted on X, 

TikTok, Instagram, and Facebook for four months, with five publications: three infographics and two 

videos. The impact is shown in Figure 3. 

 

Box 3 
 

 

Figure 3 

Dashboard of the digital campaign #Istop #cyberbullying in #university  
Source: Author made based on own data collection 

 

It is important to note that the distribution of the content was done once every eight days, about 

the second video there was a difference of 20 days between the last publication of the first video. The 

content was interspersed between infographics and videos. At the time of sharing, a question was asked: 

Do you know how to file a complaint when you have been a victim of cyberbullying? To which 100% 

of people answered No, which gives a guideline to continue with this campaign to strengthen the content 

by informing on how to file a complaint and which authorities to approach to receive guidance or even 

psychological support. 
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On the other hand, Figure 3 shows that, in the case of X, infographics (946) had more impressions 

than videos (553). On Instagram, impressions were practically equal in both cases, videos (14) and 

infographics (13). On TikTok, videos had higher views, reach, and, status (2,448; 2,448 and 979, 

respectively) than infographics (2,098; 2,098 and 967, respectively). Finally, on Facebook, infographics 

had a reach of 9466 views against 14 for videos. 

 

Compared to related works, the impact of a social media campaign is measured in terms of 

impressions, which might seem promising, with the results obtained on Facebook and TikTok as a way 

to raise awareness on the issue of cyberbullying, ways to prevent it, and, how to report it in case of 

experiencing it. However, there is not enough evidence to validate the creation of awareness or decrease 

of this type of violence among people who interacted with the content, so it is intended to reinforce this 

campaign with more multimedia content, measurement extended to six or eight months, as well as to 

create tools such as questionnaires to assess the knowledge that has been acquired on the prevention, 

eradication or reporting of this crime. 

 

Conclusions  

 

The COVID-19 pandemic is believed to have encouraged the use of technologies that were not normally 

part of routine communication and contact. The use of social media has increased dramatically since 

2020, with only 6% of the world's population not yet using some form of social media. Because of this, 

marketing campaigns of all kinds have grown in popularity and revenue. However, they have also been 

given a social use for health prevention as described above, claiming that they are a tool to prevent, 

reduce, raise awareness, or inform about health care issues. As previously mentioned, no digital campaign 

on the prevention of cyberbullying was found. That is why the campaign #Ihave #cyberbullying at 

#university promises to be the beginning of the prevention of this crime, as well as the generation of 

knowledge of the consequences for those who suffer it and the ways to report it, i.e., it is a motivation to 

prevent more people from provoking this crime. Although there is still work to be done to strengthen this 

campaign and reach more users, it is important to highlight the fact that, step by step, the importance of 

the issue has been made known to avoid it or to report it if someone experiences it. However, one of the 

limitations that were found to carrying out the campaign was that despite being paid in X it was not 

disseminated as expected so the recommendation is to use other media to create this type of campaign 

such as YouTube, TikTok, and, Instagram that by the nature of the public to which the campaign is 

directed could favor its dissemination and thus achieve the expected impact in reducing this type of 

actions. 
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