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INTRODUCTION: 
 
We are now approaching the midway point in our primary year of Behaviour Change activity. 
We are pleased to provide an update which shows some of the streams of work currently 
under way, and our plans for the next few months. This update is not an extensive list, and 
there will be many initiatives taking place on a local level which have not been covered. 
However, we very much welcome the opportunity for you to share the fantastic work you have 
been doing in your areas, all of which will contribute heavily to achieving the objectives set out 
in the Behaviour Change Strategy.   
 
 
NEW ORGAN DONATION IDENTITY “YES I DONATE”:  
 
As part of National Transplant Week, we launched our brand new Behaviour Change 
campaign identity. This is the new symbol of organ donation in the UK and replaces the old 
arrowed hearts symbol.  
 
The identity was developed and agreed following a lengthy research process. A number of 
options were tested with a sample of the general public and this was the identity that fitted 
best with what we wanted to achieve.  
 
We are in the process of producing new materials and updating some of the old ones to 
ensure that everything is consistent and up to date with the new symbol. Please can we ask 
that if you know of any websites or materials that use the old hearts symbol that this is 
updated imminently.  
 
The new identity is saved in the online image library but for any queries or if you need a copy 
emailed, please contact your local marketing representative.  
 
You may have been made aware that the original graphic we launched was unable to be used 
in Scotland as it was too similar to the graphic for another campaign. We have therefore 
updated the identity so that the “Yes” is outside of the heart. Please ensure you are using the 
correct identity for all your work. Guidelines on how to use the new identity can also be found 
by visiting the image library. 
 
 
SEASONAL CAMPAIGNS:  
 
National Transplant Week:  
 
National Transplant Week “7 Days to Say Yes I Donate” was very successful this year and 
was largely aimed at getting the British public talking about their organ donation decisions.  
 
Throughout the week we saw media, partners, local campaigners, NHSBT staff, members of 
the public and social media support for the campaign. We even had support from celebrities 
such as Richard Branson, Piers Morgan, Alan Shearer, Craig Revel Horwood and many 
others. 



 

 

 
 
31,815 people signed up to the Organ Donor Register during the week, this was 96% higher 
than last year’s National Transplant Week and 188% higher than the same week in the 
previous year.  
 
We are undertaking some research on public perceptions to organ donation and this could 
help us to identify if National Transplant Week has had a positive impact on conversations as 
well as registrations.  
 
Thank you all for your continued support for National Transplant Week.  
 
 
Winter: 
 
Throughout the winter months we will be carrying out various campaign activities with varying 
objectives:  
 

• October: aimed at asking existing donors to encourage others to sign up (member-
get-member activity). Key activity from this month saw a large scale feature in the 
Daily Mail which included the launch of the new donor card, a radio partnership with 
Bauer radio, email marketing campaigns and digital advertising. All of the above 
activity encompassed the theme that this month celebrates the 21st anniversary of the 
ODR.   

• November and December: key activity in November includes the start of a large 
recruitment drive. We will be asking volunteers and staff to get involved and 
encourage as many as possible to sign up to the ODR. The theme will be “The Wait” 
and will ask members of the public to put themselves in the shoes of someone who is 
waiting for a transplant.  
We will also be launching our Hot House Pilots this month, commencing in 
Nottingham and Manchester (and their surrounding agreed areas)  

• January: we will continue the campaign with thought provoking messaging following 
the New Year. The theme is in development and we will let you know as soon as 
possible what this will be.  

 
 
Hot House Pilots:  
 
The hot house pilots are taking place in Manchester (with Rotherham and Salford) and 
Nottingham (with Leicester, Derby and Burton). Key activity is due to kick off as part of the 
winter campaign and will run until the end of the financial year. We have been working to 
identify partners who will be able to support the campaign at a local level and will be rolling 
out activity via these partners.  
 
Valentines: 
 
There will also be a small campaign undertaken for Valentine’s Day 2016. This campaign will 
essentially take place over social media however we will keep you updated on the plans so 
that you are able to get involved.  
 
Sign for Life: 
 
You may remember seeing our football campaign "Sign for Life" that we ran in February this 
year to promote organ donation to football fans across England. It was a great success with 
27 clubs from the Premiership, Championship and League One and Two supporting the 
campaign. As a result of the campaign, over 3700 people signed up to the NHS Organ Donor 



 

 

Register. Several clubs have continued to support us by encouraging their fans to sign up to 
join the Register through their websites and on social media during Transplant Week.  
  
Feedback from fans and clubs was that they'd like to see Sign for Life run again next year, so 
please add the dates to your calendar now! Sign for Life 2016 will run from 27 Feb - 13 
March.   
  
Many of you helped in practical ways last time by providing details of contacts you had at 
football clubs which meant we were able to get even more support, and by offering your 
services to volunteer on match days to help us register fans face to face. So, if any of you do 
have contacts within football clubs please feel free to get in touch by 
emailing claire.dolling@nhsbt.nhs.uk 
  
Once we have more information about what clubs are supporting us we'll let you know if we 
need volunteers again on match days. And of course ask you to support the campaign on 
your own social media channels. 
 
MEDIA AND PR: 
 
There has been a wide scope of Media and PR activity contributing to Behaviour Change over 
the past six months. The most successful activity for 2015 was the launch of the Transplant 
Activity Report. The report received media coverage largely due to the fact that the number of 
transplants had decreased between 2014 and 2015. However, it should be strongly noted that 
while this message does not seem too positive, the coverage provoked an extremely 
engaging result for registrations and conversations. 
 
Other key activity has been Teddy’s Story. Teddy was a baby who was diagnosed with 
anencephaly during pregnancy. His parents Mike and Jess Houlston wanted to make 
something positive come of Teddy’s very short life and so agreed to donate his organs. They 
have since promoted their story and have appeared on TV, in newspapers and on social 
media to promote the cause. Mike and Jess were recently awarded a Pride of Britain award 
and their story was broadcast at the awards on ITV.  
 
PARTNERSHIPS 
 
Our partnerships team have developed a large number of key relationships with organisations 
in the past six months.  
 
Key partners we are currently working with are:  
 

• Transport for London 
• Age UK 
• Barclays  
• NHS Choices - extension to existing partnership 
• WI 
• British Gas 
• Automotive Leasing  

 

Partners promote our cause and carry out activity to share our messages. An example of this 
would be links to our website appearing on company webpages, internal staff engagement 
and promotion to customers.  
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SOCIAL MEDIA AND DIGITAL 
 
In line with the new ODR which was launched in June 2015 – we have also launched a new 
version of the organdonation.nhs.uk website which underwent research to improve the 
usability. As a result of the new site, conversion of people visiting the site and then going on 
to register as an organ donor has risen from an average of around 30% from the old site, to 
over 50% on the new site.  
 
Our social media channels are growing and National Transplant Week played a huge part in 
increasing followers on Twitter and Instagram in particular. Our social media team regularly 
post emotive stories of recipients and donor families and any organ donation related media.  
 
 
STAKEHOLDER/PARLIAMENTARY ENGAGEMENT:  
 
We have seen a positive engagement for Behaviour Change Activity from MPs and external 
stakeholders. The bulk of activity sits within campaigns and we saw 14 MPs promote NTW 
and 5 MPs promote Black History Month in October. Throughout National Transplant Week 
support from MPs resulted in a reach of over 147,000 people on social media.  
 
 
INTERNAL COMMUNICATIONS:  
 
 
Throughout National Transplant Week we engaged with communication teams in other 
government organisations to encourage their staff to get on board with the campaign. In 
addition we used our new site for all NHSBT staff ‘Inside NHSBT’ to publish the SNOD blogs.  
Following the campaign we then asked SNODs for their feedback by asking them to fill in a 
survey. The results of this survey will help with planning of next year’s event and also to 
inform other Behaviour Change activity.  
 
We will be also be using our internal comms channels to encourage staff to use social media 
during our winter campaign by highlighting how they can get involved through Connect 
magazine, TeamTalk, Connect Online and Inside NHSBT.  
 
 
 
EDUCATION RESOURCES:  
 
We have produced a downloadable pack of resources to be used by teachers to educate 14-
16 year olds on organ donation – utilising young people as change makers to normalise 
conversations in households.  
 
The resources were designed by teachers, education experts and clinicians.  
Content includes video footage, case study stories, FAQs, guidance and lesson plans.  
 
The resources are planned for release on 23rd November and will be promoted directly to 
teachers and headteachers in the first instance. We will be carrying out surveys and focus 
groups to assess the resources and following this will be fully rolled out early 2017 with wider 
promotion.  
 
 
BAME ACTIVITY: 
 
There are a large number of workstreams taking place to promote organ donation within 
Black, Asian and Minority Ethnic BAME communities.  
 



 

 

Key activity at present includes the launch of two African Caribbean trials, taking place in 
Birmingham and Manchester. The trials will include a wide variety of targeted marketing 
activity and will look to increase the number of registrants to the ODR from these 
communities. To measure impact we will be looking at registrations but will also be carrying 
out questionnaires at local events, to scope attitudes and awareness of sharing one’s 
decision with family members.  
 
Another initiative will be taking place in conjunction with blood donation marketing and will be 
a joint campaign in London, targeting people from BAME communities.  
 
We are also continuing our work with the Islamic community and supporting other BAME 
initiatives, working towards rebalancing the ODR to more closely reflect the UK population.  
 
 
RESULTS 
 
We have so far seen some extremely positive results from the initial activity carried out for the 
Behaviour Change Strategy:  
 

• Registrations from comms activity Apr-Oct is 101% higher than same period for last 
year 

• Registrations from digital activity Apr–Oct is 132% higher than same period last year 
 
 
We have conducted a perception survey on public attitudes to organ donation. The survey 
has so far been conducted twice, once before National Transplant Week, and once following. 
There have been good insights from this first batch of results as follows: 
 

• 50% of people who saw NTW campaign are now more likely to talk about donation 
with their family. 

• The percentage of people who think it's very important to have a conversation has 
increased from 55% to 63% from Aug 15 to Sept 15. 

• Overall those who are positive (very important and quite important) increased by 4% 
(82% to 86%) in the same period. 

 
We will be conducting further research towards the end of this year and throughout 2016. We 
are looking forward to sharing further results with you.  
 
Thank you all for your contribution to a really successful start to the Behaviour Change 
Strategy 
 
 
 
COMMUNICATION:  
 
Following on from the last regional collaborative meetings the marketing and campaigns team 
distributed an online survey requesting feedback on the updates and the way we work with 
organ donation clinical staff. Feedback from the survey showed that many of you would like 
more frequent updates from us and more visibility of the work we are doing. As a result, we 
have developed a newsletter that will be circulated every two months with details of the work 
we are doing towards behaviour change.  
 
Whilst it is useful for us to share our plans with you, it is also extremely helpful to know about 
the work you are doing in your own local areas, so that we can support you, provide anything 
you may need and also share stories to help others and encourage joined up working. Please 
do make us aware of any promotional work you are doing, big or small, by emailing 
marketing.comms@nhsbt.nhs.uk 
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We also found from the survey that many people did not know who the marketing and 
campaigns team are and what our role specifically entails. We have therefore allocated a 
member of the marketing and campaigns team to be the point of contact for specific regions. 
Please feel free to contact your marketing and campaigns rep at any time if you require any 
help or would like to share anything.  
 
Your reps are as follows:  
 
Ian Hampton 
Head of Campaigns and Partnerships  
(Northern and Scotland) 
 
Sarah Hanner Hopwood 
Marketing and Campaigns Manager 
(Eastern, South East and Northern Ireland) 
 
Karolina Nikolaou 
Senior Marketing and Campaigns Officer  
(London, North West and Yorkshire) 
 
Emma Avery 
Senior Marketing and Campaigns Officer (works Wed-Fri) 
(Midlands and South Central)  
 
Caroline Rodaway 
Senior Marketing and Campaigns Officer 
(South West and South Wales)  


