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From Septe 1921, F)aflh\/\;ays ToPeace and the Connect for Peace initiative, in partnership
with Hubcast %M/e(paﬂoﬁal, produced a 48-hour global broadcast to support the United
/f)/a/y/o/ﬁ/éa'ce"a nd its 2025 theme, Act Now for a Peaceful World.
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The broadcast centered on 5ction, not just awareness. Millions were invited to take concrete steps:

o Global dialogue: More than 3 million people joined a live audio space to share what peace
meant to them.

o  Shared rituals: Audiences observed the minute of silence at noon in every time zone.
o  Direct participation: Viewers “voted for peace” via QR code and added their names and
activities to a Global Peace Map, with response so overwhelming that the systems

temporarily overloaded.

o Local engagement: Broadcasters urged simple, tangible acts—volunteering at food banks,
planting trees, or educating others on the Sustainable Development Goals (SDGs).
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On September 21, the campaigh culminated in a synchronized 24-hour live broadcast across 22
world regions. Content featlred youth hosts, intergenerational dialogue, “Pause for Peace”
moments, and spotlights on grassroots NGOs alongside U.N. agencies including UNFPA, UN
Women, UNDP, and”UN Youth.

Reach and amplification

o Coordinated multi-platform promotion across X, LinkedIn, Facebook, YouTube, Instagram,
Twitch, and others.

0 Global influencers, NGOs, and volunteers carried the stream into their networks, making full
analytics impossible to centralize.

o Asingle partner, OX.Agency, reported over 4 million reach, with 6,600+ retweets and shares
cascading into countless additional audiences.

o Additional partners such as Heartfulness (with T0O0OM+ network) and The Peace Channel are
still compiling data, but early reports confirm massive secondary circulation.

Key takeaway: Even with partial data, the broadcast demonstrably transformed awareness into
action. Millions didn't just watch- they paused, voted, posted, discussed, and organized. For the
first time, “Peace” trended globally across platforms, proving that coordinated digital engagement
can mobilize mass participation for peacebuilding.

Continuing the Reach

Building on the momentum of Peace Day 2025, an agreement has been secured with
ROKU’s Non-Profit TV, iVod TV, Whale TV, and other global Content Distribution
Networks (CDNSs) to replay shortened versions of each broadcast hour on a monthly
basis. This syndication will extend the reach to an estimated 400 million households
worldwide.

Any new programming we produce, including content focused on peace initiatives, the
17 Sustainable Development Goals (SDGs), or special events, will be distributed through
these television networks to ensure long-term visibility and engagement.

The individual edited hours of UNITE 4 PEACE will be available on demand, twenty-four
hours a day at www.connectforpeace.com, as well as through YouTube and related
social media channels.



Key Performance Indicators = International Day of Peace 2025

> Verified Engagement (First-Tier Data)

o  Within a six-hour period, over 3 million people tuned in to the live X (Twitter) audio
stream, actively engaging in dialogue with hosts and one another.

o  Posts and streams from our primary sponsor 0x.Agency reached 4+ million confirmed
viewers, with more than 6,600 verified shares/retweets, amplifying far beyond the original
channel.

>  Hashtag Campaigns
o  #MakePeace and #Voted4Peace both trended #1 globally during Peace Day 2025.

o  These tags were carried by influencers, NGOs, politicians, and grassroots participants
across multiple regions, demonstrating broad and diverse adoption.

>  Content Impact

o  Global participation in rituals such as the Minute of Silence in every time zone and the
Vote for Peace QR campaign.

o  Youth-led hosting, intergenerational dialogue, SDG education, and NGO spotlights ensured
representation across ages and sectors.

>  Decentralized Reach
o  Dozens of partner organizations- including Heartfulness (100M+ network), The Peace
Channel, Humanity’s Team, UNIFY, and many other- streamed or shared content. Their
analytics are still pending, but their scale indicates the broadcast reached millions more.
o  The cascading effect of retweets, reposts, and live rebroadcasts made the campaign too

decentralized to fully quantify, a sign of organic viral traction.

Live on X

@ ox.Agency @ is hosting

International Day Of Peace
#livestream

PeaceDay #MakePeaceTrend
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Overview of the
Trending Hashtags

The most powerful campaign was #MakePeacelrend. Millions of posts using
#MakePeace and #Vote4Peace drove “Peace” to the top of global trends on X for more
than 48 hours—an unprecedented milestone for Peace Day.

The hashtags #MakePeace and #Vote4Peace trended prominently on X (formerly
Twitter) around September 21, 2025, coinciding with the United Nations' International
Day of Peace. This global observance, themed "Act Now for a Peaceful World,"
emphasizes unity, non-violence, and collective action against conflicts. The trends
blended general peace advocacy with special concerts, festivals, and celebrations for
Peace Day. Posts surged on September 21-22, with #Vote4Peace often tied to calls for
voting to prevent civil unrest, while #MakePeace highlighted broader humanitarian,
sustainability, and anti-war sentiments.

The trends were driven by a mix of influencers, activists, politicians, and everyday users.
Engagement was high, with top posts garnering thousands of likes and views,
amplified by quote-reposts and media (videos, images). No single organization
orchestrated the trends, but they gained momentum through grassroots sharing,
political partisanship, and references to current global events.




Context & Impact

Posts from September 21 peaked in the U.S,, UK, Brazil, Germany, and Turkey, per trend
trackers.

Engagement grew from September 19th through the 2Ist. The broadcast screenshot
taken on September 20th shown at the bottom of this page with the late Melvin
Weiner (an original IDP Representative), shows about 95,000 viewers, up from 75,000
the previous day. Growth of engagement to the 21st was more than doubled with an
average of 150,000 viewers at any given time, on a single distribution channel.

Note that these numbers do not include analytics still being gathered from over 100
additional social media streaming organizations, many mentioned in our Affiliate
Networks on the next page.

Involvement of @0x_Agency and @Xtrends_Ai in
#MakePeace and #Vote4Peace Trends

@Ox_Agency and @Xtrends_Ai played a central role in orchestrating and amplifying
the #MakePeace and #Vote4Peace trends on X during the UN International Day of
Peace (September 21, 2025). As digital marketing and growth-hacking entities focused
on Al-driven automation and X engagement, they collaborated to turn a global peace
initiative into a viral, multi-platform campaign. Their efforts centered on live broadcasts,
coordinated posting, and automated amplification, driving the hashtags to trend in
countries like the US, UK, Brazil, Germany, and Turkey.
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Efforts and Overall Strategy

* Synergy: The collgboration of multiple peace-building partners was evident in
mutual shoutouts and shared media (e.g. photos of global peace symbols, event
graphics). Pathways To Peace special project, CONNECT 4 PEACE, handled content
creation and sponsorship, with OX focused on algorithmic boosting -resulting in
trends peaking on September 21 with hundreds of thousands of impressions.

* Affiliate Network: Various peace-building partners associated with Pathways To
Peace, PEAC Institute, and Hubcast Media mobilized social media influencer circles
to (e.g. Masterpeace, Heartfulness, Spirit of The Game, UNIFY, Goi Peace Foundation,
Relief Alliance, UNITY EARTH, etc.. ) for repetitive, image-heavy posts promoting the
Act Now for a Peaceful World theme, blending humanitarian messaging with
compelling storytelling and tech-driven virality.

* Context in Trends: This tech-orchestrated push complemented organic
humanitarian posts (e.g., Gaza/Ukraine references), but stood out for its structured,
global coordination. No evidence of paid ads, but automation suggests proprietary
tools for organic-like growth thanks to our promotional partnerships.
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Space Stats 3. 2M
Total Participants 3.2M
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A
/
Concurrent Listeners
f k\
5 ——— \
29-4 5 72:41 17 24:2 4157 15 7 5
\_ v
N f
Age Gender
13-17 1.5% e e dld 1y e erre
o Male
18-24 pLE:S I 62.9%
EEEEe———
25-34 47.2% Female
CESSsSsssssssm——————S——) 35.6%
35-44 17.4%
e I Not specifie
A5-54. 5.8% 1.5%
= -
55-64 1.9% R
L Country
.65+ beticn == United States 92.8%
1 —
\ S
(" h South Korea 2.6%
Active times u ®
Last 28 days
— == 2 = e i
2a %
— |
= [ 'l Nigeria 0.7%
g [}
T = 4an
_ Netherlands 0.4%
[E— :
E ‘T\
] Other - 2.0%
\, E— == s
= @/




ENDING
VEMENTS: #1
GLOBALLY
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X Users Share Over 19,000 Authentic Sunday Selfies in September
2025
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#MakePeace
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SUMMARY ACTIVITY ENGAGEMENT REPOSTS AND LIKES SENTIMENT RANKINGS ECONOMIC STUDY IMAGES OTHER STATS
DATE RANGE
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SUMMARY ACTIVITY ENGAGEMENT REPOSTS AND LIKES SENTIMENT

ECONOMIC STUDY IMAGES OTHER STATS
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mailto:Tez@pathwaystopeace.org
http://www.pathwaystopeace.org
http://www.connectforpeace.com
mailto:hubcastmedia@gmail.com

