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BCS - The objectives
•Three campaign objectives:

– To increase the number of people on the ODR by at 
least 50% by 2020 (from a baseline of 20m in 2014), 
rebalancing it towards people who are BAME, older 
(50+) and from DE socio-economic groups

– To stimulate conversations and debate about donation, 
particularly through leveraging the ODR as a marketing 
tool and so increase the consent rate to over 80% by 
2020

– To present donation as a benefit to families in end-of-life 
and grieving process



The audiences

Five main audience groups :

• Prospective donors

• BAME

• Hard pressed, moderate means and urban adversity

• 50+

• Children as change-makers (<18)



Key Activity so far:
• Hot Housing Pilots

• Campaign activity, Sign for Life, the Wait, Valentine’s

• Partnerships, Daily Mail, end of transaction sites

• Emailing new ODR registrants (eCRM)

• Education Resources



This year...

ORGAN 
DONATION

WEEK



The brief/objectives 
• Monday 5th – Sunday 11th September 2016

• New name – insight shows that the previous “National 
Transplant Week” did not engage our audiences

• Prompt ‘Yes, I donate’ conversation among target audience of 
adults aged 35+. 

• Create and launch a recruitment campaign to encourage people 
to sign to the register during Organ Donation Week.

• Conversations will be the key call to action



The new name 
- tone of voice research findings

• In November 2015 we carried out some tone of voice research across our 
key audiences, to review the way we approach and talk about subject of 
organ donation

• This included our communication around National Transplant Week

• National transplant week was universally deemed a confusing name, the 
date range for the week was either confusing or “ under-handed”

“ Is it a week where everyone gets their organ operation?”

“Why are you raising awareness of operations, oh I get it its for organ 
registration, why isn’t it called “Organ donation week” then…”



The insight
• We can’t take our organs with us. For most of us death 

seems final. The end. 

• Yet when it comes to the point where one life ends an 
organ donation opens up the possibility of a new 
beginning for the recipient. A fresh start. A new 
chapter.

• So how can we amplify the idea that the end is not 
actually the end but a new beginning in a way that 
creates disruption, conversation and a call to action?



Idea: Turn and end into a 
beginning
• We want to encourage people to register for organ donation by 

completely side-stepping the distressing issue of death and dying.

• Instead, we want to create a positive message about how an end 
can be turned into a beginning.

• How? By tapping into every day moments where we anticipate an 
end and where people are naturally reflect or contemplate so that 
they are receptive to the story we are at trying to tell.



Launching the idea
• Kickstart the campaign with a series of photo stunt 

and ‘happenings’ where the word ‘End’ in public 
places is replaced by ‘Beginning’

• Seed to media as a teaser and through partner 
channels such as TfL

• Use as a launch platform to trigger Organ Donation 
Week media relations using organ donor case study 
families and recipients 



Ampifying the idea further
• Let’s face it. When it comes towards the end of a working day and it is 

seven minutes to five we’re already winding down and thinking about what 
to do next. 

• This is an opportunity to own that moment and turn this every day end into a 
positive beginning simply by encouraging employers and employees to use 
these final few minutes to join the organ donation register. 

• And, for those who are already on the register and may have never had the 
conversation it becomes an opportunity to text, call, tweet or email a loved 
one to say Yes, I donate. 

• This is a call-to-action every day through Organ Donation Week that 
companies and organisations can get behind based on affirmation and 
minimal effort.

• By working with partners and organisations we will be able to have a 
clickable link in corporate emails, internal newsletters, CEO blog posts that 
all drive to registration and sparks conversation around the subject.



What can you do to support?
• We are aware that many of you have good relationships with local media outlets

• To maximise the campaign opportunity we would be delighted to link in with these 
local media – please help us by sharing details

• For more information contact the marketing and campaigns team or email 
pressoffice@nhsbt.nhs.uk

• Build on current relationships with local partners and businesses and ask them to 
get on board – there are a variety of ways partners can support, no matter how big 
the organisation. 

• For advice on working with local partners please contact 
partnerships@nhsbt.nhs.uk

mailto:pressoffice@nhsbt.nhs.uk
mailto:partnerships@nhsbt.nhs.uk


Materials
• What specifically would help you to carry out your activity?

• We plan to build on feedback from last year’s campaign 
regarding timings. 



Recruitment activity
Consider footfall and audience in the first instance

Great locations for events: 

• Local shopping centres
• Sporting events
• Local businesses
• Local events

Keep conversations the focus



Building Communication
Our commitment to improve communication with

the wider ODT community includes:

• We attend or update Regional Collabs

• Bi-monthly marketing and campaigns 
bulletin/blog

• Let us know anything to include at 
marketing.comms@nhsbt.nhs.uk

• We have also allocated each region a Marketing 
and Campaigns representative

mailto:marketing.comms@nhsbt.nhs.uk

