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The UK needs a transformation in donor and family consent
Taking Organ Transplantation to 2020 A UK Strategy

I have seen how social marketing has contributed to 
changing society's attitudes and behaviours to smoking and 
stroke awareness. We need to explore how it might help 
with transforming society's behaviour towards organ donation.

Sally Johnson Director Organ Donation and Transplantation

Why am I here?
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Increasing numbers of donor registrations

Increasing the consent rate 
(from 57% to 80%)

Transplant 5% more organs

Increase the number of BAME donors
(27% of the waiting list but only 5% of actual donors)

Who is your audience and what is your approach?

Transplant behavioural challenges



Conspiracy of passive failure
We know that some programmes and 
campaigns are window dressing but 
we still do them. 

Information giving is often the default 
option when issues are hard to deal 
with

Why:
Pressure to be seen to be acting
The desire to help 
Poorly developed skills and
understanding in population 
behaviour change
Short term policy planning 
budgeting and review



More than just communications



More than just communications



What is Social Marketing?

It s an approach that is used to influence people s 
behaviour.

These behaviours provide benefit for individuals 
and society as a whole.

It can often help to design products and services that 
are more customer-centred.



Beneficial. Easy. Popular

Boring. Distant. Lonely

Three social science determinants:

- Perceived benefits (fun)

- Self-efficacy (easy)

- Social norms (popular)



BENEFITS

BEHAVIOUR CHANGE

BARRIERS

What can you offer me that is 
better than what I m currently doing?
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When we forget marketing .

We create 
messages to 
EDUCATE 
people  about 
risks, 
benefits, 
laws.  



When we add marketing .

We create 
programmes, 
services and 
products which 
help people  
overcome barriers 
and add benefits 
they care about. 



All 
smokers

Smokers 
who want

to quit

Smokers 
who try 

to quit

Smokers 
who quit 

using 
support

Smokers 
who 

succeed

Smoking cessation services

100% 45%70%* 23% 2.7%

Driving 
motivation

*NB figures relate to all 
smokers. 

But most say they already 
want to quit and only 2.7% 
succeed

Traditional campaigns focused on 
driving smokers to want to quit



All 
smokers

Smokers 
who want

to quit

Smokers 
who try 

to quit

Smokers 
who quit 

using 
support

Smokers 
who 

succeed

Smoking cessation services

100% 45%70%* 23% 2.7%

Triggering 
action

Making quitting              
more effective

Driving 
motivation

*NB figures relate to all 
smokers. 



All  possible
donors

Donors 
registered

Deceased donors 
donations

Preservation
and retrieval

Organs used 
for transplant

Organ donation journey

100% ?%?% ?% ?%

Ensuring
consent

Increasing the number 
of organs used

Driving 
registration



Do I see things from my 
audience s perspective?

Am I clear about what I would 
like people to do?

Do the benefits of change 
outweigh the costs or 

barriers?

Am I using a combination of 
activities to encourage the 

desired action?

The essence of social marketing



Build 
Actionable 

Insight

Segmentation
A SMART 

behavioural 
goal

Use 
behavioural 

theory

Identify the 
exchange

Learn from the 
competition

Support Design

Inform and 
Educate 

Control

Do I see things from my 
audience s perspective?

Am I clear about what I 
would like people to do?

Do the benefits of change 
outweigh the costs or 

barriers?

Am I using a combination 
of activities to encourage 

the desired action?

The essence of social marketing

Behavioural economics



Example of segmentation in action



Hot and cold states

People make decisions differently
depending on what state they are in

Cold state people are more rational and 
predict they will behave better than they do 
when in a hot state

People in a hot state will behave more on 
impulse and underestimate the affect of 
their hot state decisions



What exchange do you offer?

At the core of Social Marketing is the need to

INCREASE THE 
BENEFITS

People get from 
the new 

behaviour

Make it attractive 



A combination of methods

There are four levers we can pull to influence behaviour 
change. A social marketing intervention will look to use a 
combination of two or more of them.

Support giving people the means and solutions to adopt the 
desired behaviour

Design - changing the environment, physical context and 
products to support the new behaviour

Inform and Educate - providing information to advise, build 
awareness, persuade and inspire

Control - Steps to legislate, require, enforce and set standards



SUPPORT
Give people the means to change

DESIGN
Change the physical context

INFORM/EDUCATE
Provide information

CONTROL
Incentivise/Disincentivise



/10 Good use of formative research and insight

/10 Segments audiences effectively

/10 Sets SMART behavioural goals 

/10 Good analysis of the competition 

/10 Demonstrates clear exchange

/10 Demonstrates effective stakeholder engagement

/10 Demonstrates effective use of behavioural theory

/10 Effective Marketing Strategy & Marketing Mix

/10 Demonstrates clear behavioural impact 

/10 Demonstrates effective use of resources
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Evaluation Checklist



Social marketing planning process



Who are your target audience and segments?
What resources or services are available?
What behaviour research do you already have 
which you can share?
Does it tell you what would influence behaviour 
change or do we nee more?
How will you measure and sustain your 
intervention?

Key questions for you?



Contact 

The NSMC
Fleetbank House
2-6 Salisbury Square
London  EC4Y 8JX

020 7799 7900
www.thensmc.com
info@thensmc.com

http://www.thensmc.com
info@thensmc.com

