Scottish National Blood Transfusion Service – “Go Forth and Give Blood”

The Scottish National Blood Transfusion Service (SNBTS) has the responsibility of meeting the needs of patients whose care may require the use of blood or tissue products or alternatives to these, to save and improve patients' lives in Scotland. It relies on volunteer blood donors to provide these blood and tissue products.

The SNBTS needs to collect 1,000 donations each day in Scotland to meet patient needs.
Background

Scotland currently has 178,000 active blood donors. This figure needs to increase by 10% to continue to meet the transfusion needs of patients in Scotland. 
Approximately 100,000 patients receive blood every year in Scotland, so it is a real concern that such a small proportion of donors (5% of the population) are supporting such a large group of patients. Scotland’s patients need new donors to come forward to help save and improve their lives. People who give blood make a huge difference and giving blood saves lives every day.
One considerable factor in the level of donations is time of year - for example, in 2007, over the Easter and the Spring Bank Holiday period the number of donors had fallen significantly, and SNBTS was concerned that this level could fall further. 
SNBTS’ Blood Donor Week in June is an established and effective part of the service’s annual marketing activity. It is an important event for raising awareness, driving PR and ultimately increasing blood donations at a key time of year. 
In advance of the 2007 week Dr Moira Carter, National Donor Services Manager, SNBTS said,
“Blood Donor Week is an opportunity to celebrate and thank Scotland’s voluntary blood donors who give so willingly of their time. However, we currently have only three days supply of blood in some blood groups. This is very worrying. Many of our donors will leave Scotland for holidays over the summer months, so supplies could drop by up to 20%. We need donors to act now to avoid blood shortages over the coming summer”.
MediaCom were asked to create an event that would ensure a high profile and ‘talkable’ coverage of the service during Blood Donor Week (4th-10th June 200)7.  
We needed to provide additional support to our radio campaign - active across Scotland. The event had to dovetail with this activity and tie in with the increased PR coverage expected during the week. We needed to turn the raised awareness levels into actual donations. 
Budgets were extremely tight. We had only £1000 to cover all costs for the event.
Barriers

SNBTS faced a dilemma – almost everyone agrees that giving blood is a good thing to do and the majority of the population understand the clear benefits the donated blood provides. However, only 5% of the population actively donate.
There are a number of barriers that prevent this emotional acceptance and understanding being put into practice.  The key barriers are:
Aversion: Some people are worried about giving blood as they have never done it before. A fear of health  issues and a fear of the unknown. 

Time restrictions:  In our busy society many people find it difficult to find the time to donate.  As there are more pressures on our time, giving blood can compete with work and leisure activities. More people are taking holidays abroad, which means they are simply not in the country, and giving blood before they go can fall off their list of things to do.

The key to driving action and assimilation is to move people from rational into emotional acceptance, and then make it as easy as possible for them to take action.

Insight

We needed to develop an event that would allow a window for both recruitment and communication. To challenge the barriers to donation we needed to:

Re-assure our audience that giving blood is easy and nothing to be afraid of.

Enable. Create a donor opportunity which would be as easy as possible to attend
Engage with our audience and reinforce the wider communication message 

The Big Idea

Given the limitation of our budget we decided that the best approach would be to capitalise on the ATL spend already committed. We needed to capitalise on any additional opportunities that this commitment would allow us.

We proposed carrying out additional activity on Radio Forth in Edinburgh. We selected this particular station as it is at the heart of the community, and Edinburgh has a permanent donor centre (open 6 days a week) - allowing the listeners easy access to donate throughout Blood Donor Week. 
Radio is important as a frequency driver and is a highly cost effective medium to run over extended periods of time.  It is also a very personal, emotional and intimate medium.  
Being closer to the listener it would be highly effective at reaching our audience in the right frame of mind, and when they were out-and about and therefore more able to donate. 
An event held at the station to create content and a ‘buzz’ to be taken the on-air emotional engagement right through the reality of actual donation - the full experience from initial contact to donation would be represented both on-air and on-line (on Forth’s website).

It would bring to life the reality of the donation recruitment and provide a visible and audible representation of exactly what the blood donation experience was like.
On the Monday 4th June we invited listeners to the offices of Radio Forth, on Forth Street. We stationed the mobile blood donor vehicle outside Radio Forth for the full day. 
Donors were able to give blood and then take time to relax in the Radio Forth reception area where they had the chance to meet some of the Forth presenters. The event was supported with on-air and on-line promotion – calling on listeners to Go Forth and Give Blood. We even got Edinburgh Council to suspend the parking meters for the day so people could park easily outside!     

Implementation

Building up to the event, live reads were delivered by presenters to promote the event and raise awareness of Blood Donor Week.  We invested some funds to top and tail these reads with an emotive ‘Give Blood’ message, adding weight to the activity and allowing us to dominate the airwaves on ‘Go Forth’ day.

We also ran a feature page on-line which gave listeners more information on the event and on giving blood. In addition, we linked this activity directly into the Scot Blood website. 

On the day presenters got fully behind the campaign and did talk-ups throughout the day. Presenters who had given blood talked about the experience on air – an important tool helping to deliver the re-assurance some donors needed.  Interviews with Dr. Moira Carter and a number of donors from the blood donor vehicle were also transmitted on air.   Again, raising awareness, but also building familiarity and easing the public’s aversion to giving blood.  The reception area at the station was used for donors to talk to Radio Forth staff and presenters and share the experience.
Results

How do we quantify the true value of the promotion? 
In terms of the delivered live reads this amounted to 596,000 impacts - well over delivered expectations. 
The coverage generated through on-air discussions and interviews was immense, creating cut-through away from standard advertising slots.  We truly engaged with the listeners, and strengthened the relationship between donor and the radio station. 

The presence of the mobile donor vehicle in such a prominent city centre location aided the awareness levels and facilitated in ease of access to donate. 
And it really worked!  On the day of the event 104 donors visited the mobile donor vehicle.  

In addition the number of donors at the Edinburgh Donor centre rose to 210 – DOUBLE the number on an average Monday. This equates to 133 ADDITIONAL pints of blood.  This means that 400 patients could be helped within 24hrs of the Go Forth Day.

What our client thought:

Jennifer Wilson, National Donor Publicity Manager, SNBTS, says,
"We were very impressed by the dedication, enthusiasm and creativity demonstrated throughout this initiative by everyone at Mediacom and Radio Forth.  The day attracted 104 donors, whose donations were all split into 3

component parts: fresh frozen plasma, red cells and platelets. This

means over three hundred patients had their lives saved or improved by

the Go Forth and Give Blood initiative. Donations remained up by 10% in the Edinburgh Donor Centre for 3 weeks after the initiative, so made a real difference in correcting the blood stock position."

The facts and figures:

The budget had been set at £1000.

We developed and implemented this event for less - £890.

The average cost per donation was £6.69.
£1000 spent on standard radio airtime would typically achieve 44 donations. 
We therefore created an event that had a fantastic ROI – 70% less than their typical advertising.

But more that this, we created an event that engaged, educated and excited both the listeners and the station.
As a mark of this success, ‘Go Forth and Give Blood’ is set to become an annual feature of Blood Donor Week and we are hoping to involve other stations within the E-Map Scotland network for 2008. 
