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Executive Summary 

 Be bold. Donate blood. A challenging statement, but one that makes sense.  

Potential donors between the ages of 18 and 24 have anxiety and fears about donating blood. 

Their perceptions that the donation process is painful is an exaggerated idea, but when blood banks 

are in low supply, how do you get scared individuals to believe you?  

You challenge them with a big idea and you back it with a trusted humanitarian organization, 

like the American Red Cross. You bring the value of life-giving blood donation it to their attention in a 

way that makes them stop and want to listen. When the rewards of donating blood outweigh the 

seemingly “uncomfortable” process, young adults are encouraged to be bold enough to donate. And, if 

it means saving lives, they do, because they value helping others in need and believe in the power of 

community involvement. They also love a challenge.  

The American Red Cross has an opportunity to increase blood donations among young adult 

donors, while also reviving their brand image to appear more inspiring, enthusiastic, real and 

compassionate using no fluff, straight forward marketing communications tools in places least 

expected.  

Magnet Marketing can make this happen. Using a variety of traditional and non-traditional 

platforms, like social media, print, outdoor, television, special events, cause-related tie-ins and more, 

the American Red Cross can achieve multiple touch points and build awareness of blood donation in a 

way that’s unexpected, yet well-received by young adults. 

And who doesn’t like a little recognition? Magnet Marketing also recognizes that feeling good 

about donating blood is one of the American Red Cross’s greatest strengths, next to saving lives of 

course, and has also designed innovative ways to encourage praise from peers that is shared among 

communities online and at home.  

A bold challenge to increase blood donations by young adults to the American Red Cross 

needs a bold marketing campaign. With Magnet Marketing, it’s a promise you’ll achieve both. 
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Background 

American Red Cross  

“The American Red Cross shelters, feeds and provides emotional support to victims of 
disasters; supplies nearly half of the nation's blood; teaches lifesaving skills; provides 
international humanitarian aid; and supports military members and their families. The Red 
Cross is a charitable organization — not a government agency — and depends on volunteers 
and the generosity of the American public to perform its mission” (American, 2010).  
 
As the single largest supplier of blood and blood products by more than four million to 

hospitals in the U.S., and the nation's premier emergency response organization (American, 2010), 

the American Red Cross (ARC) is central to a worldwide movement offering humanitarian care to 

victims of natural disasters with the aim of preventing and relieving suffering. It relies on donations of 

time, money, and blood to do its work. Since 1881, the ARC has built a history of offering “community 

services that help the needy; support and comfort for military members and their families; the 

collection, processing and distribution of lifesaving blood and blood products; educational programs 

that promote health and safety; and international relief and development programs” (American, 2010). 

Blood Donation Industry 

About 14 million blood transfusions take place in the U.S. each year. Every second, someone 

in the world needs a blood transfusion to survive, and every two seconds, one in 10 U.S. hospital 

patients needs a blood transfusion (American, 2010). However, only one out of every 1,000 people 

actually donates blood; of those, 50 percent are male and 50 percent are female. Furthermore, only 

about 38 percent of the U.S. population is eligible to donate blood, but just a fraction of those actually 

donate (American, 2010). These statistics show that the demand for blood transfusions is higher than 

the donation rate. Consequently, blood banks are always in constant need of blood donations to 

supply the vast amount of individuals in need of blood transfusions on a daily basis. 

The Blood Product  

A recent analysis of blood and organ donation revealed blood is an odd kind of gift. “The 

method of giving and the personal nature of what is given make it different to other altruistic or 

prosocial acts such as donating money to charity” (Masser, 2008).  Blood cannot be manufactured; it 

is a natural organic product only produced by the human body. Healthy bone marrow produces a 

constant supply of red cells, plasma and platelets. When donated, the human body has the ability to 
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replenish the elements given during a blood donation in a matter of hours, or weeks. “There are four 

types of transfusable products that can be derived from blood: red cells, platelets, plasma and 

cryoprecipitate. Typically, two or three of these are produced from a pint of donated whole blood – 

hence each donation can help save up to three lives. Donors can give either whole blood or specific 

blood components only” (American, 2010).  

Luckily, “the average red blood cell transfusion is roughly three pints” (American, 2010). 

Unfortunately, blood donations have expiration dates and must be used within 42 days of collection, 

so new and frequent donations are constantly needed to supply the number in need of blood 

transfusions. Also, it is frequently the case that donors are refused for various reasons based on 

eligibility by the donor. 

Current Challenges 

The American Red Cross has several current challenges and unique problems, including form 

recruitment, intention to donate, anxiety about donating and perceived inconvenience. “Among Red 

Cross donors in a given year, 38 percent are first-time donors, 18 percent donate occasionally and 43 

percent are repeat donors” (American, 2010); however, recruitment of these donors requires extensive 

“identification, education and motivation of potential donors in the community, training and motivation 

of blood donor organizers and recruiters as well as donor record maintenance and confidentiality” 

(Bharucha, n.d.).  

Research shows that despite the ARC’s consistent influence to motivate donors, the “strength 

of intention is impacted on by the number of times a behavior, in this case blood donation, has been 

performed in the past” (Masser, 2008). However, Godin et al.’s findings report a “reduction in the 

predictive strength of intention for experienced donors when compared to new donors” (Masser, 

2008). Thus, intention to donate is not necessary based on the number of times an individual has 

donated. 

Additionally, anxiety  is a prominent challenge in blood donation, but Masser says, “by 

decreasing pre-donation anxiety to donating and ensuring a positive approach, novice donors are 

more likely to retain a positive orientation to donation, as well as strengthen their belief that blood 

donation is something they can do (i.e., self-efficacy) (Masser, 2008). 
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Similarly, the ease of access to donation sites (e.g. frequency of clinics/sessions, flexibility of 

opening hours, convenience) have been noted as “facilitators of blood donation intentions for both 

non- and lapsed-donors. Arguably though, it is the perception of these structural factors, rather than 

the reality of them, that will impact most on non- and lapsed donors’ intentions” (Masser, 2008). Thus, 

the perception that blood drives are not convenient enough could be a result of the individuals 

intention to donate or anxiety related to donating. 

Competition 

Competition for the ARC is both directly and indirectly related to the humanitarian 

organization. Blood plasma donation pays a nominal fee and is a major and direct competitor of blood 

donation at the ARC. “In a difficult economy, blood is a hot commodity. Plasma and whole blood 

donation centers compete for potential donors. While both donations offer their own rewards, the 

promise of a payday makes plasma the more appealing option for many” (Kopplin, 2009).  

 Indirect competitors are other humanitarian organizations, like Doctors Without Borders, 

Mercy Corps, and Habitat for Humanity, which ask for time and money from volunteers that take 

donors from the ARC’s blood donation opportunities. Doctors Without Borders “delivers medical help 

to populations endangered by war, civil strife, epidemics or natural disasters…providing primary health 

care, performing surgery, vaccinating children, operating emergency nutrition and sanitation programs 

and training local medical staff.” Mercy Corps is a “nonprofit organization providing emergency relief 

and supporting development programs in agriculture, economic development, health, housing and 

infrastructure, and strengthening local organizations” (Global, 2010).  Habitat for Humanity works 

through volunteer labor and donations of money and materials to build and rehabilitate simple houses 

with homeowner (partner) families (Habitat, 2010). 

Psychology of Blood Donation  

 “For the individual who is considering donating blood, it is the perception and relative 

weighting of many factors that will ultimately determine his or her behavior” (Masser, 2008).  Research 

shows that first-time donors feel moral satisfaction at donating whereby repeat donors and non-donors 

both associate the act of donating blood with moral superiority. “The concept of moral norm refers to 
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feelings of personal responsibility or duty to perform a behavior. Moral norms have repeatedly been 

demonstrated to be a significant direct predictor of intention to donate blood” (Masser, 2008). 

However, “anxiety and fear have been frequently documented to act as powerful barriers, or 

deterrents, to both forming the intention to donate blood and returning to donate blood again (Masser, 

2008). Ferguson explains a person’s anticipation of consequences (i.e., what will happen if I go to 

donate blood and how will I feel about those outcomes), and perceived social approval of an action or 

non-action (i.e., how much will people who are important to me approve of my becoming a blood 

donor), as well as perception that the action is feasible (i.e., it is entirely up to me whether or not I 

become a blood donor)” (Ferguson, 2007) are the foundation of the psychology of blood donation. 

Influentials 

Research shows that “anticipated regret may be particularly influential because…the 

expectation of experiencing high levels of anticipated regret is suggested to strengthen intention to 

perform a behavior so the individual may avoid the aversive consequences associated with failing to 

engage in behavioral performance” (Masser, 2008). Although this could apply to first-time donors, 

repeat donors have a habit of blood donation already, and “a clear idea of what it means to repeatedly 

donate blood and be a blood donor, then the next critical step is creating an awareness amongst those 

who continually donate that their acts are consistent with those of established blood donors” (Masser, 

2008). Masser further emphasizes that marketing to repeat donors using “role cues” can influence 

their transition to a donor with an identity. 

Aside from influencing audiences based on emotional perceptions of donating blood, the ARC 

has established the National Celebrity Cabinet, “a group of more than 40 celebrity supporters who 

promote Red Cross services by donating their time, helping neighbors prepare for emergencies, 

responding to disasters and lending a helping hand to those in need” (American, 2010). Most recently, 

the ARC announced the inclusion of eight new members, including actor Penn Badgley; popular 

Spanish-language on-air personality Giselle Blondet; actor Josh Duhamel; country music superstar 

Wynonna Judd; actor and hip hop music icon LL Cool J; award winning actress and country music 

superstar Reba McEntire; actress and humanitarian Alyssa Milano; and actor, comedian and television 

personality David Spade. With the addition of the eight new members, the Red Cross now has on its 
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National Celebrity Cabinet (American, 2010). These celebrities are valuable in influencing donor by 

setting an example of volunteering their time and talents to the ARC. 

Appealing Characteristics 

 “The top reason donors say they give blood is because they ‘want to help others’ (American, 

2010). Research shows that “it is entirely plausible that blood donation is driven by a sense of 

personal reward combined with the desire to help… Moreover, ‘social duty’ is closer to the concept of 

moral norm than altruism, and evidence suggests that moral norms predict donor intentions” 

(Ferguson, 2007). 

Many marketers in the industry agree that successful blood donation advertising campaigns 

are keyed to an emotional appeal by putting a human face on the transfusion recipient and the donor 

(Recruiting, 2000). “Donor recognition is an important component of a successful program… 

acknowledging donors altruistic contribution at each donation, with special recognition at milestones of 

their donation career such as a public thank-you for multi-gallon donors at a celebration dinner” 

(Recruiting, 2000). Another appealing characteristic of donating blood is being appreciated for giving 

time and a gift to the community. 

Media 

The Red Cross has used a variety of traditional media over the years to market their 

humanitarian initiatives, including billboards, telephone, television, print advertising, radio and more. 

However, reaching a young adult audience will require more interactive media via mobile, WOM, Web 

site, and social media. Most recently, the ARC “launched redcrossblood.org, a new integrated website 

for its blood program…As part of its mission to provide reliable and cost effective blood services that 

are as safe as possible, the Red Cross has created a single, intuitive "go to" place for anyone who 

wishes to engage with the Biomedical Services organization” (Red, 2010). It’s interactive in that it 

allows users to enter zip codes and find local blood donation drives, center and news, and even 

schedule a donation online. 

In addition to the Web site, other social media like Flickr, Facebook and Twitter have given 

donors an outlet to share their story through testimonials, or they can send e-cards, which all 

encourage WOM and have the capacity to encompass the entire donation experience with a positive 
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attitude. Most recently, the ARC introduced an iPhone application, suggestion to the market and the 

industry that the ARC is committed to participating in the latest media and effectively using it to 

promote the ARC’s initiatives (Red, 2010).  

Online survey media results 

A short online study was conducted to discover how young adults perceive the ARC, blood 

donation and media usage. Twenty participants between the ages of 18 and 24 responded. When 

questioned on the various media outlets the ARC uses to promote blood donation, participants said to 

have received information about blood donation opportunities most frequently via newspaper, WOM, 

Internet and institution drives (each 47.1 percent), followed by radio, social media (Facebook, Twitter, 

MySpace, etc.), and corporate or work blood drive events (each 41.2 percent). E-mail, billboards, 

television and telephone followed with more than a third of respondents having received ARC 

messages from each of these outlets.  

However, when asked which media participants would prefer to receive ARC information on a 

regular basis, e-mail was liked best having accumulated 64.7 percent of the votes, followed by 

television (35.3 percent), Internet (29.4 percent), social media (23.5 percent), and newspaper (23.5 

percent). Additionally, nearly 20 percent of respondents still preferred to receive information from 

billboards, radio, WOM and corporate or institution sponsored blood drive events. Telephoning donors- 

a method prominently used in the past to encourage donors- earned no responses (0 percent), and 

one respondent even said, “The Red Cross calls donors so often by phone that it borders on 

harassment. They call repeatedly, and then ignore requests to be taken off of their phone list. This 

probably deters people from wanting to donate again.” Surprisingly, even in light of recent mobile 

marketing and donations to the ARC initiative in Haiti, text messaging didn’t receive any responses 

either. (Online survey questions and results can be found in the appendix, or at 

http://www.surveymonkey.com/s/YCX2XTR.) 
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Marketing Objective 

Encourage blood donation among eligible individuals ages 18-24 over a 12-month period. 

Budget 

The ARC has established a projected budget of $20 million for which to cover research, media 

and all other campaign expenses, with the exception of agency fees payable to Magnet Marketing, 

which will be billed at a reasonable hourly rate. 

Target Market  

Demographics 

The ARC seeks to reach both male and female young adults between the ages of 18 and 24 

who are: (1) seeking a degree at an institution of higher education; (2) working at an entry-level 

position; (3) have received a degree at an institution of higher education; and/or (4) employed in a 

salaried position. If they are a full- or part-time student, they may work a part-time job, or a few hours a 

week, to earn disposable income. If they are working straight out of high-school, they make between 

$18,000 and $25,000 annually. They could also have just graduated and be looking for their first job, 

or have been in a salaried position for a few years and are earning between $35,000 and $60,000. 

Since the campaign is being created for the national level, there are no geographic boundaries outside 

the U.S. for this target market.  

Psychographics  

The target market has been active in their communities during high school and continue to 

have a energetic attitude during college seeking out campus activities ranging from athletics and 

intramural sports to volunteer/ humanitarian groups and program-specific organizations, and continue 

to do so if they have graduated. They have a go-getter attitude and also value trust, lending a helping 

hand and achieving success inside and outside the classroom, or boardroom. They are also seeking 

to build resumes and get involved on campus, or perform their civic duties in their community and 

professional careers.  

They may have worked, or participated, in a blood drive in the past. If they did not participate, 

they remember them being conducted. It is likely that they have considered donating, or have 

donated, blood in the past, but it has been some time since they have donated again and they 
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certainly don’t consider themselves repeat donors. The only times they have donated blood is when a 

drive was conveniently set up close to their living space, place of work or an area they pass on a 

regular basis. They are motivated most by their friends’ or coworkers’ ideas and actions, and influential 

icons in pop-culture, like favorite musicians, actors, athletes, etc. But, some are leaders among their 

groups of friends, or coworkers, and have the capacity to influence others.  

They believe themselves to live a somewhat healthy lifestyle by eating good meals and being 

physically fit, but enjoy dining out and drinking a few alcoholic beverages on the weekends. They are 

not known to participate in risky behavior that would make them ineligible to donate blood, but they do 

like hanging out with friends and having a good time participating in a variety of activities. They are 

often more likely to help another before themselves and are the go-to person when their friends are in 

a bind, or need emotional and moral support. They receive much satisfaction from helping others and 

overcoming boundaries, or fears, whether that be in their academic, professional or personal life. They 

strive to be the best person they can be and look for the same in others.  

Market 

The majority of the market is located at institutions of higher education attending 

undergraduate or graduate school; however, some have moved on to work in professional positions, 

but still maintain regular connection with their alma mater and friends with whom they attended 

college. 

Market Segmentation 

Research shows that “donors’ self-categorization indicated a split into non-donors, first-time 

donors, occasional donors (median of four donations), and experienced donors (median of five 

donations” (Ferguson, 2007).  Therefore, the market will be segmented into potential first-time donors, 

or non-donors, and occasional donors to reach the marketing objective and further target the market.  

Attitude 

The target market’s attitude toward the ARC and blood donation is mixed. While it is 

recognized as a humanitarian organization that helps victims of disasters and conducts blood drives in 

communities, there is hesitation on the part of the donor regarding their perception of physical well-

being during, or after, donation, which is also the “single strongest predictor of intention to donate 
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again in the future” (Ferguson, 2007). Also, “both the social and the behavioral science data 

demonstrate that negative emotion experience reduces the likelihood of donor returns and that this is 

especially the case for first time donors” (Ferguson, 2007).  

The ARC’s greatest barrier in blood donation seems to be anxiety and fear to donate, so they 

would prefer them to consider the sense of achievement and satisfaction of giving life to another, 

instead of paraphernalia associated with blood donation, like needles, bags of blood, etc. Instead, they 

should think of it as a rewarding and painless experience. 

To attract the target audience and spur them into action, marketers suggest  national 

advertising campaigns should not only “consider donation as an act that helps others, but to consider 

also what they might get out of it themselves in terms of a sense of personal achievement” (Ferguson, 

2007). Also, by focusing less on paraphernalia of the blood donation process and more on donors 

themselves would reassure first-time donors that “current donors do not feel nervous and tense before 

or after donation” (Ferguson, 2007).  

However, many donors already associate this paraphernalia with blood donation. Making it a 

more common and visible element of their promotions would suggest that the ARC has nothing to hide 

making them appear more reliable, honest, and real. Currently, these “uncomfortable” images are 

hidden, which could be interpreted as actually contributing to a the anxiety surrounding the “painful” 

process of donating blood. Challenging donors to be courageous and bold in the face of fear in order 

to help someone in need will be an important part in motivating them to donate blood. 
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Strengths 
Capable of serving millions of victims across the nation 

Competitive advantage as the nation's premier emergency 
response organization  

Unique selling point as the single largest supplier of blood and 
blood products 

Collection of resources via donor centers and mobile blood 
drives at community organizations, companies, institutions, 
churches and/or military installations 

Marketing guidelines established at headquarters 

Innovative use of online donation scheduling and participation 
in social media and mobile applications 

Locations at more than 700 locally supported chapters 

Reputation and value in the satisfaction of helping others 

Partners with more than 50,000 blood drive sponsors each year  

Manages to hold more than 200,000 blood drives each year 

Philosophy to provide relief to disaster victims and help people 
prevent, prepare and respond to emergencies  

Weaknesses 
Disadvantages of blood donation perceptions include anxiety, 
fear and fatigue 

Lack of competitive strength against biomedical organizations 
that pay for plasma and blood donations 

Finances and blood bank reserves supported by monetary and 
blood donations 

Pressure to maintain blood supply 

Reliability of repeat donors to make up the bulk of donations 

Marketing distribution system passed down from central 
headquarters who oversees to coordinate and control the 
activities and provide support services between division 
marketing managers (Sherman, 2007). 

Brand awareness is not centered on benefits of blood donation 
and transfusion 

Blood donation perceived as painful or discomforting 

 

Opportunities 
Market developments in young adults between ages 18-24 

New unique selling points to recognize donors via social media 
communities and spread WOM 

Economies in downturn is easier to donate time and blood, 
instead of money  

Technology development and innovation in scheduling 
appointments online 

Global influences in Chile and Haiti disasters 

Partnerships with influential persons and new celebrity cabinet 
members 

Reduce associations of anxiety and increase satisfaction in 
giving  

High morale, commitment and leadership in volunteers, 
communities and donors 

Challenge donors to consider the benefits of donating blood is 
grater than the perceived pain 

Threats 
Competitor intentions to pay for blood donations 
 
Market demand for humanitarian organizations is based on 
money more than time or blood donation 
 
Leveraging a national marketing campaign though internal 
division marketing managers 
 
Economic layoffs reduce participation in corporate sponsored 
blood drives  
 
Similar humanitarian organizations are buying for donor’s time 
 
Blood donation is perceived as physically painful and cause 
anxiety 
 
Environmental emphasis on natural disasters and emergency 
relief may pull attention from blood donation promotions 

 SWOT Analysis 
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Branding 

The American Red Cross conveys brand positioning, personality and perception through 

individuals' direct experience with the organization and various communications (e.g., name, logo, 

advertising, public relations, direct marketing) to shape individuals' perceptions about the organization. 

For example: 

“When the tsunami disaster struck Asia in December 2004, the American Red Cross was able 
to raise millions of dollars of relief aid because people knew of the organization (brand 
awareness). American felt sending their donations to the American Red Cross was safe, and 
they believed the funds would be used responsibly (brand image). The American Red Cross is 
perceived by Americans to be a well-established, highly regarded, trustworthy disaster relief 
organization (brand personality)” (Wymer, 2006).  

Positioning 

The American Red Cross brand is currently positioned as “a part of a life-changing 

experience. When emergencies strike, lives can suddenly take a different path. When you rise to meet 

the challenge, everyone’s life begins changing for the better” (Brand, n.d.). As a functioning service 

provider, the brand is positioned to provide relief to disaster victims and help people prevent, prepare 

and respond to emergencies. Consequently, emotional benefits allow volunteers to feel good about 

themselves by giving aid to others. Thus, the services rendered and the perception of individual’s, 

positions the ARC with a reputation that helps people in times of need (Brand, n.d.). Their reputation is 

an important part of the ARC’s brand positioning. 

 “Our brand conveys our credibility, our competence and our caring” (Brand, n.d.). To 

encompass these ideas, the ARC uses the logo below, which consists of two parts: the red cross and 

logotype (“American Red Cross”). It “stands as a worldwide symbol of goodwill and humanitarianism. 

A trusted and respected emblem is invaluable, and by using it consistently, our organization is 

strengthened and communicates a unified message (Brand, n.d.).  

“By creating a unique Red Cross identity, we help the public recognize materials as distinctly 

ours, whether they are found in New England or on the West Coast. This can increase public 

awareness of the Red Cross and our mission and enhance our credibility. It can make us stand out in 

a cluttered communication environment and improve our fundraising potential” (Brand, n.d.). Other 

marketing materials illustrate the logo, as well as images of rescuers, children, men and women that 
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reinforce the functionality and emotional aspects of the ARC, not to mention references to pop culture. 

Examples are pictured below.  
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Personality 

“The American Red Cross describes its brand personality using four words: passionate, 

genuine, human and trustworthy. Although these characteristics are appropriate and serve well as the 

voice of the ARC, the brand personality would be better able to change, or evolve, in a way that will 

resonate with the young target market using the following words as criteria for future marketing 

opportunities: inspired, compassionate, real, and reliable.  

Inspired, because the ARC believes in its mission and the efforts in which volunteers and 

donors add to make achieving it possible. Members of the ARC are inspired to be better people and 

inspired to give, thus they inspire others to do the same. Because the ARC stands on the qualities of 

its members, the organization is an inspiration to the nation and a beacon of hope for those in need. 

Specifically, the youth market is more inspired than any other generation in their efforts to give back to 

the community and care for their neighbors. They are also more inspired to express their support of 

various issues, being a key element in promoting WOM and initiating conversations in social media. 

Compassionate, because the ARC is heartfelt. The ARC responds to victims of disaster and 

seeks blood donations, because its members genuinely care about their neighbors. They are willing to 

work hard to help people, because they want to become part of something bigger. The ARC is big a 

heart crossed with a promise to care. Specifically, today’s youth actively care for the issues they 

support, instead of just passively participating. When they take a stand they do it with their whole heart 

to show others what they advocate. They love their friends, families, their schools, sports teams, 

favorite TV shows, music and more. Not to mention, they are loyalists, making both passion and 

compassion an important element of reaching the target market. 

Real, because the ARC is made up of real people experiencing real tragedy and making real 

contributions. They are sincere, true and forthright in what they say, do and ask. The issues they 

support happen in real-time, unexpected and without cause, or explanation. Life is real and so is the 

ARC, as they assist in preparedness and prevention for life’s unexpected experiences. ARC 

volunteers and donors aren’t super heroes, trained professionals, or doctors. They are real people 

making real contributions. Today’s young adults are certainly real; real to their identity mostly, but real 

in the sense that they don’t fake, or fluff. They like to get down to the core daily aspects of their life, 
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like political issues, music, fashion, etc. They know who they are, what they want, and the kind of 

person they want to be. They are real. 

Reliable, because the ARC’s mission is its brand promise. The ARC is a good steward of the 

public’s trust. It reassures those in need that the ARC will be there, no matter what. It is a promise 

backed by more than a hundred years of showing up and providing resources and volunteers where 

the ARC is needed most. They are reliable in that even though blood is in high demand and low 

supply, they seem to keep their banks filled just enough. They are steadfast to their mission and 

dependable, similar to the way youth are steadfast in their ideals and opinions and their friends 

depend on them. Most of the target market is away at school, so they depend on an extended family 

for support. In the same way that the ARC depends on youth for blood donation, youth depend on the 

ARC for opportunities to contribute to their community, give back and volunteer to illustrate their 

commitment to civic service. 

Perception  

For more than 100 years, the ARC brand has been actively involved in communities across 

the nation and its mission has been represented by both donors and volunteers, as well as the “red 

cross” logo. Therefore, the ARC’s brand impact is prevalent and strong to say the least. This is 

emphasized by the ARC’s effort to maintain consistency in both their marketing materials and their 

humanitarian efforts. Trust in the ARC’s efforts and the longevity of the organization is another brand 

perception widely recognized.  

In order to better understand how the ARC is perceived by the target audience, a short online 

survey and mini focus group were conducted. Overall, perceptions were generally positive, saying the 

ARC is thought to be compassionate, credible, serious and reliable. Any negativity described fear and 

anxiety about the donation process. When compared to the perceptions of other humanitarian 

organizations, the ARC outranked competitors in brand recognition. Below are summaries of both the 

survey and focus group. 

Online survey summary 

Of the 20 respondents aged 18 to 24, the majority were females (80 percent) while just 20 

percent of the participants were male. Respondents most associated “blood drive event holder” (63.2 
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percent) with the ARC, followed by “humanitarian organization” and “disaster relief contributor,” both at 

47.4 percent. Additionally, a third of respondents recognized “volunteer opportunity” (31.6 percent), yet 

only 10.5 percent recognized the Red Cross as “blood transfusion enabler.” 

When asked to best describe how the ARC is perceived, an overwhelming majority chose 

“compassionate” (73.7 percent), followed by “credible” (47.4 percent) and “serious” (42.1 percent). 

Although nearly a third of the respondents thought the ARC to be “reliable” (31.6 percent), only a few 

thought it to be “sincere” (26.3 percent) or “accessible” (21.1 percent). Also, worth noting is two of the 

personality traits the ARC boasts- “lively” and “down-to-earth” - were not perceived by respondents at 

all. 

More than sixty-four percent of respondents thought that “fear of needles” inhibits others from 

donating blood, followed by “pain or discomfort” (58.8 percent), “after effects (e.g. fatigue, fainting)” 

(47.1 percent), and “lack of knowledge regarding the need for blood donations and/or transfusions” 

(35.3 percent). Surprisingly, nearly a third of respondents believed “medical inability” (29.4 percent) to 

be a deterent, and more than 23 percent believed “lack of reward or incentive” to be why individuals do 

not give blood.  

More than half (52.9 percent) of the respondents thought themselves, or others, would be 

motivated to donate blood more often if they “knew the outcome of your blood donation (e.g. To whom 

or what effort did you contribute),” followed by receiving a “reward or incentive (e.g. free gift, 

discounted offer, etc.)” (41.2 percent) and having an “opportunity to give back to the community” (35.3 

percent). Respondents also said that the “satisfaction of helping others in need” and the “satisfaction 

of overcoming a fear” were significant (both 29.4 percent) reasons to donate blood.  

Also, according to respondents’ knowledge of the ARC, they believed they most prominently 

had access to donate blood in their region through a “local blood donation center” (70.6 percent), but 

more than half  (52.9 percent) recognized “institutional blood drives” and “church organized blood 

drives” in their area. 
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Focus group 

After conducting a mini focus group with five individuals between the ages of 18 and 24, the 

discussion of how they perceive the ARC and how they feel about donating blood was representative 

of the online survey conducted. A summary of answers are below. (See the focus group moderator's 

guide in the Appendix.)  

1. What is the first thing that comes to your mind when you hear “American Red Cross?” 

2. What do you associate most with the American Red Cross?  A disaster relief contributor, a 

blood drive event holder, or a volunteer opportunity. 

3. Using personality characteristics, how would you best describe the way you perceive the 

American Red Cross?  

-Probe: Would you say they are inspired? Compassionate? Real? Reliable? 

4. Have you ever donated blood?  

-Probe: If you have never donated blood the American Red Cross, why not?  

-Probe: If you have donated blood, what do you think inhibits others from giving?  

5.    According to your knowledge of the American Red Cross, where do you have access to 

donate blood in your region? 

6.    What do you think would motivate you, or others you know, to donate blood more often? 

 -Probe: Would knowing the outcome of your blood donation (e.g. To whom or what 

effort did you contribute) make you more likely to donate? 

 -Probe: Would being recognized make you more likely to donate? 

7. What do you believe the impact of the American Red Cross brand is?  

8. What do you think the strength of the American Red Cross brand is comparable to? 

9. How does the American Red Cross compare to other humanitarian organizations? 
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Compiled Focus Group Responses 

Association with ARC Blood drive, volunteer, disaster help 

Personality characteristics Kind, caring, trustworthy, serious, giving, reliable, 
sincere, nice (also inspired, compassionate, real, 
reliable when probed) 

Reasons for not donating blood Scared of needles, nervous, don’t think about it, 
perceived as painful, exaggerated idea of pain, result 
doesn’t outweigh the effort 

Access to blood donation Three responded with institution, two responded with 
local donor center 

Motivation to donate blood Incentives, free stuff, more convenient, nice to know 
where their blood is going, nice to be recognized 
especially through Facebook 

ARC Brand Strong provider of emergency services, recognized 
across boundaries, as well as young and old; 
comparable to big brands like Target, Coca-Cola, 
Microsoft 

Comparison to competitors ARC asks for blood donations, which is unique from 
other organizations that ask for time, physical effort or 
financial contributions 
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Ad Strategy 

 

  

It takes a bold person to save lives. Donate blood. 
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Creative Brief 
 
Client: American Red Cross       Date: 04/10/10 
 
Type: Magazine print ad 
__________________________________________________________________________
__ 
 
Why are we advertising? 
To increase first-time and repeat blood donations to the American Red Cross. 
 
Whom are we talking to? 
Young adults between the ages of 18 to 24 who are potential first-time or occasional donors 
with anxiety, or fear, about donating blood. 
 
What do they currently think? 
The American Red Cross is a compassionate and reliable humanitarian organization that 
frequently holds blood drives, but donating blood is painful, causes discomfort and has 
negative after affects, like fatigue and fainting.  
 
What would we like them to think? 
Donating blood to the American Red Cross is a painless procedure and a morally satisfying 
experience that gives back to the community and saves lives. 
 
What is the single most persuasive idea we can convey? 
Blood donors are bold individuals who believe helping others in need is worth overcoming 
anxiety about needles.  
 
Why should they believe it? 
Donating blood to the American Red Cross saves lives. 
 
What is the tone? 
Inspired, enthusiastic, encouraging, fun, real, authentic, compassionate, challenging, direct, 
and straightforward. 
 
Are there any creative guidelines? 
Full-color print flyers, and use of social media. Include American Red Cross logo. Range of 
photos should show the diversity of the organization and the people served. Blood donors 
should look happy and show pride. Avoid close-ups of needles. Use Georgia, or Akzidenz-
Grotesk typeface; when not available, substitute Arial. 
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Media plan 

Objectives 

 Generate 20,000 new Facebook fans between 18 to 24 years old over a 12-month period. 

 Increase brand presence on broadcast television networks aimed at 18 to 24 year olds by 30 

percent. 

 Increase online brand presence and sharing of ARC information in social media by 30 percent 

over a 12-month period. 

 Generate 15,000 new ARC brand sightings by 18 to 24 year olds using non-traditional outdoor 

media over a 12-month period. 

 Increase frequency of ARC reach via print media to 2 times a month over a 12-month period 

among 18 to 24 year olds. 

Strategies 

 Create a specialized Facebook application unique to the ARC and regularly update with wall posts 

and status changes to better facilitate and maintain relationships.  

 Leverage network television sitcoms aimed to 18 to 24 year old audience for product placement of 

the “blood drive” and blood donation process. 

 Establish a series of non-traditional outdoor touch points where 18 to 24 year olds study, live, 

work, shop and travel. 

 Create a video designed to be shared on You Tube.  

 Design print media that can double as flyers and direct mail pieces. 

Tactics 

Facebook  

Facebook has proven to be a very popular social media outlet among 18 to 24 year olds who 

use it to stay connected with friends and share details of their lives in an online community. The ARC 

already has two very prominent fan pages- http://www.facebook.com/RedCrossBlood and 

http://www.facebook.com/redcross - where volunteers and donors exchange comments, photos, 

events, etc., related to the ARC. They can even schedule an appointment to donate blood, or register 
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their college for a campus challenge. There are several opportunities to involve the ARC brand on 

Facebook and have it shared from page to page among friends and fans. 

While researching blood donation and the incentives by which individuals might be more 

inclined to donate, many expressed the recognition among friends would be appreciated and liked. 

The Facebook wall is an ideal place to recognize donors for their contributions to the ARC and 

promote by example the rewards of blood donation. Upon completion of donation, the ARC Blood fan 

page will post a badge on the donor’s wall that corresponds with their donation history and 

congratulates them on making the bold move to donate blood and save lives that day. This application 

has the potential to facilitate comments and “likes” that will also raise attention in the news feed of 

friends of that particular donor. Being recognized in the Facebook community for a donor’s contribution 

to the ARC could encourage repeat donations by that donor and first-time donations by new donors 

who are inspired by their friends’ accomplishments and choose to follow their example.  

Facebook is also a forum to address the perceived painful effects of donating blood, because 

friends are deemed credible and trustworthy. Members will be encouraged to share wall photos of 

them giving blood at a drive and/or post in their status that they are giving blood to the ARC.  Having 

this activity run through news feeds will promote the ARC with little to no effort, because donors are 

interested in talking about what they do each day. Also, if the experience is to result in a postitive way, 

the idea that donating blood is painful will decrease and the good feeling of performing a humanitarian 

service will increase. 

The primary role of Facebook in the campaign is to develop relationships with donors and 

maintain interactivity in the online social cyber sphere. The target audience uses Facebook as a hub 

for social interaction. They receive updates on friends’ activity, connect with favorite businesses and 

brands and share experiences and thoughts. Currently, the ARC Blood Donors Fan page is very 

stagnate. Fans are commenting and posting inspiring thoughts about the ARC that reinforce their 

mission, but there is no conversation. If the ARC was to participate more on their Wall, it would keep 

their members better updated through the news feed, and would develop a more “real” and “lively” 

brand voice. The Wall is also an outlet to share news about the ARC (e.g. (B3) events, low blood 

supply announcements, new partnerships, etc.).  
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 Creative execution: Facebook Fan Page.  
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 Creative execution: Facebook Application on user profile. 
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Additionally, using the “Be Bold. Donate Blood.” graphic and the ARC Band-Aid in the profile 

photo directly advertises the ARC’s call-to-action for blood donation everywhere the ARC posts, 

comments, etc. Adding images of ARC promotions, products and people also adds to the Facebook 

Wall, giving opportunity to interact and respond to posts, which then runs through the news feeds of 

fans and friends of fans. 

Like the profile page, many donors will post that they “donated blood today” in their status, 

because they feel good about their contribution and want to be recognized for their effort. By 

encouraging donors to take photos of themselves donating blood and post them to their profiles, 

friends view the images, recognize the behavior and consider donating blood also, because they feel 

inspired. The process of blood donation will be less painful for both the donor and potential donors 

viewing the photos, because it becomes a more comfortable way to do good.  

In order to further maintain relationships and reach friends of friends, the ARC’s donor 

application will be a great way to congratulate and thank the donor, publically recognize them for their 

blood donation, facilitate a discussion about the donation and inspire others to donate blood. The ARC 

Band-Aid posted on the donor’s profile represents a symbol of accomplishment and contribution. The 

copy, “Lauren Perett donated blood. Are you bold enough?,” is a starting point for comments and 

“likes” that could be added underneath. This would also be viewed repeatedly through the news feeds 

of friends, further expanding the reach of the ARC Blood Donor Facebook application.  
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Product placement 

Currently, the number of television sitcoms geared to the 18 to 24 year old target audience 

have increased tremendously on well-known networks, like ABC, NBC, CBS, MTV, VH1, ABC Family, 

The CW, FOX, HBO, etc.  A variety of these shows are set , or were first set, at the high school and 

college level, including Glee, Greek, Vampire Diaries, Gossip Girl, One Tree Hill, 90210, etc. While 

others are widely viewed and liked by this age group, but take place in a more adult or professional 

setting, including How I Met Your Mother, Big Bang Theory, The Office, 30 Rock, Scrubs, etc. The 

ARC will leverage their strong association with blood drives to incorporate a behavioral product 

placement into the storylines of some of these popular television sitcoms. In doing so, the ARC brand 

presence will become more recognizable, awareness of blood donation reach will increase, negative 

perceptions of the process of blood donation (e.g. pain, fear) will decrease, and ultimately donation 

among 18 to 24 year old will increase through the use of broadcast television.  

   

The ARC’s proposed storyline will suggest the episode feature a blood drive being held at a 

corresponding location to the setting of the show (e.g. high school, college, workplace, community) in 

which the characters could realistically participate in the blood drive event. Characters will take on a 

variety of roles, like enthusiastic volunteer, blood donation advocate, repeat blood donor, nervous first-

time blood donor, or scared potential blood donor. During the plot, characters will mention the ARC 

and the importance of blood donation to the U.S. It will also address negative perceptions regarding 

blood donation as painful or producing harmful effects, which calls for a scared donor to be bold 

enough to donate. They then discover that it’s a painless process that is very rewarding. Another 

aspect of the storyline will use encouragement by peers to get others to donate.  
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Outdoor  

To break through the clutter, catch 18 to 24 year olds off guard and engage them in a way 

never expected of the ARC, a series of unconventional and unexpected outdoor signs will engage the 

target market with thought-provoking marketing concepts in the unlikeliest of places. The objective is 

to reach donors where they frequently go to generate buzz about the ARC’s revived brand personality 

and the need for blood donation. By intercepting young adults in public places, they may be more 

inclined to recognize and act after being forced to really think about blood donation in a manner they 

may never had. This series of outdoor advertisements that encourage the audience to be bold using 

bold marketing tactics and pre-existing public signs to promote blood donation using ARC branding, 

paraphernalia (e.g. band aids, blood bags) and direct call-to-actions.  They can also be transferable 

from campuses to towns to metropolitan cities, which will lead to an increase in print media 

impressions. 

 Creative execution: Pedestrian crosswalk sign. 
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 Creative execution: Public restroom door signs.  

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Creative execution: Chalked sidewalk using stencil. 
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The ARC will produce a large, easy-peel sticker that leaves no residue to attach to pedestrian 

cross walk signs and public restroom doors on campus during blood big blood drive events. This “in-

your-face” way of marketing will surprise the audience, because its slightly unconventional compared 

to that way the ARC has promoted blood donation in the past with small signs and flyers. The target 

audience lives, works and studies on campus, where pedestrian cross walks are plentiful. The direct 

nature of using the blood product (a pint of blood) stuck to a stick figures arm, further emphasizes the 

act of blood donation. Using this kind of blood donation paraphernalia often and throughout public 

places could begin to minimize the fear factor associated with blood and needles. The fact of the 

matter is that blood donation is needles and pints of blood that together with the donor save lives. 

Using public restroom signs to promote blood donation for the ARC would reach the target 

audience at eye level and has shock value. Again, it also portrays the act of donating blood having the 

pint of blood attached to the arm of the stick figure and it’s enough to make the viewer think twice 

about donating blood for the first time, or when the last time they donated was. 

Additionally, the ARC will create a large stencil which can be laid on concrete sidewalks and 

“chalked.” Many college and university organizations have taken to using chalk on campus sidewalks 

and in classrooms to promote events. The ARC’s outdoor chalk sign will be much more sophisticated 

and bigger, but it centers on the same idea. It will reach the target audience where their walk. They will 

literally be right on top of the advertisement and it will be difficult to miss. An alternative that may be 

easier than stenciling with chalk is non-permanent spray paint. Both of these products would create 

temporary advertisements that wash away with rain. It is also a more flexible in that it could be used 

just about any surface in conjunction with blood drives on campus to further promote at the regional 

level, as well as the ARC’s proposed nationwide media tour events.   
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You Tube 

You Tube has become a powerful platform among 18 to 24 year olds who enjoy watching the 

latest viral videos, and sharing them with friends on other social networking sites, like Facebook. ARC 

will produce a transparent video that is unexpected in creative direction, but still real, reliable and 

compassionate. Instead of producing testimonials or following the process of blood donation, the ARC 

will create a video that boldly calls on donors out on their fear or anxiety of blood donation using direct 

statements and a sense of humor beginning with a nervous blood donor and ending with a donor who 

feels rewarded after giving blood.  

 Using a video platform, like You Tube, will be a comprehensive outlet for an educational 

outreach effort, but equally entertaining. It will create awareness of how the fear or anxiety that donors 

might experience is small and insignificant compared to those who receive the blood donation. 

Furthermore, making this promotional piece more entertaining, unique or unexpected, will generate 

buzz with the likelihood of becoming viral as donors and viewers share the video across social media 

platform. Although a video to go viral is never guaranteed, the ARC’s brand personality has never 

been known to inspire donors in such a direct and unexpected way that focuses on the blood product 

and process. This straightforward, no fluff, approach might inspire donors to really understand the 

impact they can have on their community and how fear of the painless is keeping them from saving the 

lives of others. 

  



Lauren Peretti |  35 

 

Creative execution: PSA television storyboard.  

NAME: Be Bold. Donate Blood. You Tube video    PAGE:            1 OF 1  
 
BY: Lauren Peretti  FOR: American Red Cross   DATE:  May 10, 2010  
 

ACTION: Young man walks onto screen shot of Am. Red Cross logo.  
 
AUDIO: “I know you’ve heard of the American Red Cross.” 
 
COMMENTS: Man voiceover becomes actor on screen. 
 
 
ACTION: Cuts to close up of person thinking. 
 
AUDIO: “You’ve even thought about helping out.” 
 
COMMENTS: Man voiceover. Actor should look 18 to 24. 
 
 
ACTION: Close up of paper money individually disappearing from hand. 
 
AUDIO: “But, you’re broke as a joke and can’t even…” 
 
COMMENTS: Man voiceover pokes fun, exaggeration. 
 
 
ACTION: Close up of coins individually disappearing from hand. 
 
AUDIO: “…scrape up enough change to buy a soda, right?” 
 
COMMENTS: Coins clanking sound effect. Sarcastic man voiceover. 
 
 
ACTION: Cut to man holding and pointing to a large clock.   
 
AUDIO: “Luckily, the American Red Cross just needs your time.” 
 
COMMENTS: Clock ticking sound effect. 
 
 
ACTION: Large illustration screen shot of a drop of blood. 
 
AUDIO: “…and some of your blood.” 
 
COMMENTS: Hesitation before man voiceover then gasp sound effect. 
 
 
ACTION: Close up of nervous potential donor. 
 
AUDIO: “Don’t be scared!” 
 
COMMENTS: Gulp sound effect. Man voiceover. 
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ACTION: Close up of needle. 
 
AUDIO: “That little, bitty needle is painless!”  
 
COMMENTS: Scream sound effect before man voiceover.  
 
 
ACTION: Close up of scared potential donor vigorously biting teeth. Pans out 
and speaker is standing nearby making calming gestures.  
 
AUDIO: “Trust me. It looks worse than it really is.”  
 
COMMENTS: Teeth chattering sound effect. Man voiceover. 
 

  
ACTION: Close up shot of same individual beginning to cry with fear. 
 
AUDIO: “Really? If you want something to cry about, listen to this.” 
 
COMMENTS: Man voiceover. Acts embarrassed for them. 
       
               
ACTION: Cut to young woman acting studious and waving pencil. 
 
AUDIO: “Fourteen billion blood transfusions occur each year, but only 38 
percent of the population is eligible to donate. 
 
COMMENTS: Snooty woman voiceover. 
 
 
ACTION: Close up shot of multiple blood bags disappearing one by one. 
 
AUDIO: “The crying shame is only a fraction of those actually do and blood 
bank supply doesn’t meet demand.”  
 
COMMENTS: Snooty woman voiceover. Speaks with disappointment.  
 
 
ACTION: Hand raises a pint of donated blood. Close up shot. 
 
AUDIO: “So, I challenge you to be fearless! Be bold! Donate one pint of 
blood…” 
 
COMMENTS: “Ta Da” sound effect. Man voiceover. 

  
 

ACTION: Woman speaker with three cut-out paper. 
 
AUDIO: “…and you can save three people!” 
 
COMMENTS: Woman speaks with exclamation and excitement.                        
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ACTION: Close up shot of the ARC Band-Aid pans to view arm of man. 
 
AUDIO: “Plus, you’ll get this badge of honor in the process.” 
 
COMMENT: Proud man voiceover. Include Band-Aid logo. 
 
 
ACTION: Stranger giving thumbs up approval walks into view.  
 
AUDIO: “People will praise you for your courage…” 
 
COMMENTS: Man voiceover. 

  
 

ACTION: Close up shot of smiling donor who was scared. 
 
AUDIO: “…and you’ll feel good about helping others.”  
 
COMMENT: Man voiceover. 
 
 
ACTION: Close up shot pulls away to hear shouting from distance. 
 
AUDIO: “You’ll feel so good you will want to tell all your friends how rewarding 
and painless donating blood really is.” 
 
COMMENTS: Shouting woman voiceover. 
 
 
ACTION: Screen shot of Facebook.com/RedCrossBlood link and icon. 
 
AUDIO: “Speaking of friends. Visit Facebook.com/RedCrossBlood to become 
a fan and book your blood donation appointment online.” 
  
COMMENTS: Man voiceover. Use direct tone. 
 
 
ACTION: Screen shot of campaign logo. 
 
AUDIO: “Be bold. Donate blood.” (Upbeat music plays.) 
 
COMMENTS: Man voiceover. Strong call-to-action.  
 
 
ACTION: Screen shot of Am. Red Cross logo. 
 
AUDIO: (Music fades out.) 
 
COMMENTS: Woman voiceover. 
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Condensed storyboard images. 

 

Description. 

 of what you hope the e 

 

 

 

 

 

 

 

 

 

 

The target audience enjoys viewing ridiculous You Tube videos, as well as making their own. 

More than watching them, they love to share them. The role of this video in the campaign is 

supplemental to addressing the issue of fear and anxiety surrounding blood donation and an 

opportunity to interact with the audience online. It’s also a chance to revive the brand image of the 

ARC to be more lively, real and inspiring with direct and challenging messages, rather than a softer, 

more serious image they have right now. Viewers will not only gain awareness into the problem the 

ARC has with low blood bank supply, but it will also call them to be bold and donate blood because 

the benefits, like recognition, praise, feeling good and saving lives, out weight the seemingly “painful” 

perceptions of blood donation. The storyboard also features characters full of personality. Much like 

the “pain” of donating blood is exaggerated by potential donors, so is the video’s actors, sounds, and 

behavior. After watching the video, viewers should feel foolish for being scared, inspired to donate 

blood and happy to spread the word, as well as the humorous video. Directing viewers to Facebook 

gives them the encouragement to do so, not to mention schedule a blood donation appointment.
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Print  

Similar to the way students between the ages of 18 and 24 pass out flyers to parties on 

campus, artists pass out invitations to gigs on the street and companies pass out event flyers, the 

ARC will use printed 5” x 7” postcards that resemble flyers to invite donors to attend an upcoming ARC 

public relations media tour event hosted by their region that will feature local bands performing and 

Celebrity Cabinet attendance. These promotional pieces are able to be tailored by location, date and 

entertainment on the back of the postcard. The front of the postcard will be the same across the nation 

to maintain brand consistency and promote the media tour in conjunction the new marketing campaign 

by using the same strong call-to-action and messages across the board.  

Primarily, they will be passed out on college campuses when and where corresponding blood 

drives will be held in conjunction with a national media tour, but they can also double as direct mail 

pieces to send to registered blood donors according to region. The creative design resembles that of 

party flyers, but is professional looking so that it doesn’t get overlooked or unnoticed. Recipients will 

be directed to Facebook to join the ARC’s Blood Donors fan page, or schedule a blood donation 

appointment online. This platform will contribute to an increase in print media impressions, reach, and 

frequency of donation. It will also help to integrate all of the above tactics by driving readers to various 

marketing components online.   

 These print postcards contribute to the campaign, because they support the Be Bold Bash 

(B3), a proposed public relations media tour blood drive event.  The typography uses the same “Be 

bold. Donate Blood. graphic element featured throughout the campaign and includes a proposed ARC 

branded Band-Aid to be used as the pass to the event. It will appeal to the target audience, because it 

is somewhat humorous to have a pint of blood dressed in a leather jacket holding a guitar, but the 

graphic ties all the elements of the event and the campaign together, including giving blood, listening 

to local bands, being bold and saving lives. The message- “(B3) saves three”- also sums up the event, 

because a blood donation at the bash can save up to three lives. On the back, the strong call-to-action 

further encourages recipients to attend, and drives them to Facebook where they can learn more 

about the tour, their regional event and the bands performing, as well as become a fan of the ARC. 
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Creative execution: Flyer/Direct mail print piece front. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Creative execution: Flyer/Direct mail print piece back.  
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Public Relations 

Objectives  

 Generate 20,000 new blood donors between the ages of 18 to 24 by September 2011.   

 Increase awareness of the ARC and the ease of blood donation among 18 to 24 year olds over a 

12-month period. 

 Improve relationships with 18 to 24 year olds through online media. 

 Leverage a well-known and relevant brand for a cause-related marketing promotion. 

Tactics 

Public service announcement (PSA)   

The ARC will produce a television PSA, called “Bold Blood Donors,” that will be integrated into 

the product placement media tactic by running adjacent to television sitcoms that feature an ARC 

blood drive in the storyline. The PSA be more inspiring and entertaining than it is serious, yet it will 

keep a “real” and “reliable” attitude. It will promote blood donation awareness in a more direct, yet still 

compassionate brand voice, and a challenging call-to-action that highlights the blood donation process 

as a painless experience which has the power to save lives and give second chances. It will feature 

no-name actors to reflect the “real life” supporter, volunteers and donors of ARC that resemble 18 to 

24 year olds. The call-to-action will challenge viewers to put fear aside and make a bold move to blood 

donation. The PSA will also drive viewers to the Facebook page and encourage viewers to make a 

blood donation appointment online using the same message, tone, and brand elements from the “Be 

Bold. Donate Blood.” campaign.  

Email  

To improve the ARC’s relationship with donors and encourage repeat blood donations, contact 

will need to be kept following donation. When polled, 18 to 24 year olds expressed that e-mail was the 

most preferred medium to receive information in general and would rather receive information from the 

ARC via e-mail, as well. In the past, the ARC has used telephone as a primary medium to reach out to 

to donors when they need to fill their blood banks. However, participants felt annoyed by constant 

phone calls. In order to improve and maintain future relationships with donors, the ARC will use e-mail 

updates to drive donors to the Facebook page and Web site, keep them informed of other events 
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going on with the ARC and most importantly encourage them to reschedule blood donation 

appointments in a manner that is less intrusive and more effective.  

Be Bold Bash (B3) Event 

The Be Bold Bash (B3) will be a media tour put on by the ARC for to build brand awareness, 

generate blood donations, and encourage a reliable, inspired and caring, yet straightforward and lively 

brand personality to reach “real” 18 to 24 year olds. It will travel nation-wide hosting a series of events 

40 institutions of higher education putting on blood drives over the 12-month course of the campaign. 

Involvement will come from a variety of constituents, including volunteers, students, University 

officials, community members, local bands and donors. Although the media tour will be promoted at 

the national level, the event itself will be implemented by regional communications directors, who will 

be given the means to organize and promote the event, but they have to leverage the support of the 

national headquarters make it a success.  

ARC national marketing headquarters will set up the tour schedule, the mobile bus, marketing 

materials (including postcards) and any equipment required that is additional to what is essential at 

normal blood drive events (e.g. stage, sound equipment, etc).They will also schedule Celebrity 

Cabinet members to attend media tour stops in larger regions. Regional offices will provide their own 

blood donation stations, medical equipment, volunteers, refreshments, local band(s), etc. Promotional 

efforts will be integrated into other aspects of this campaign and all information pertaining to the tour, 

including opportunities to share testimonials, pictures and news will be housed on the Red Cross 

Blood Facebook fan page. Although community members will be welcome to donate, the primary 

target audience will be 18 to 24 year olds attending universities or colleges where the event is being 

held. The incentive to donate will be the convenience on campus, live music, giveaways, food and 

refreshments. 

 Local bands will be selected to perform at the event, which will occur during the day from 8 

a.m. to 4 p.m., and they will be paid a nominal fee. To gain access to the concert, participants will 

have needed to attempt to donate blood, or successfully donated. Their ARC Band-Aid will act as their 

“all-access” pass to the event.  
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Band Aid brand tie-in 

 In the past, the ARC has handed out stickers to donors saying, “Be nice to me. I donated 

blood today.” Not only did this recognized donors for their contribution among peers, but it also 

promoted the ARC in a way that let potential donors see for themselves that others successfully 

donated and perhaps encouraged them to do the same. It was a walking reminder of what the ARC 

does for their community and how individuals contribute in the effort. 

In the process of donating blood, the donor receives bandage to cover the exposed area of 

the skin where the needle entered the vein. Many donors continue to go about their day with the 

bandage for recovery reasons, but also to subtly share with others that they committed a humanitarian 

act that day and would like to be recognized or appreciated. Since this is a product that all ARC 

donation stations use, the ARC will brand the bandage much like the stickers recognize the donor for 

their efforts, and promote ARC blood donation simultaneously. The primary role of the ARC branded 

bandage is two-fold: to be used in the blood donation process and to promote the ARC and the act of 

blood donation on actual donors. Young adults are proud of their contributions to humankind and will 

wear the bandage with pride and honor. They also like to be appreciated and recognized for caring as 

much as they do, and it will probably act as a conversation starter that ends will encouraging others to 

donate blood, too.  

This tactic has the opportunity to not only be used by the ARC, but also supported by a maker 

of bandages, like Band-Aid, and sold in conjunction with a cause-related marketing plan. By partnering 

with Band Aid, consumers would recognize a trusted bandage brand supporting the ARC in stores, on 

consumers who purchase the product in order to contribute and on donors themselves after they 

donate blood. Essentially, an ARC branded Band Aid would be a walking reminder of the humanitarian 

efforts that others can contribute to and be a symbol of successful blood donation. Furthermore, the 

ARC Band Aid would be integrated into other ARC promotions in this campaign to further symbolize 

blood donation by so that first-time donors and occasional donors would be encouraged to donate 

blood more often in order to show off an ARC Band Aid to their peers. Additionally, the Band Aid brand 

would commit to donating the ARC branded Band-Aid bandages back to the ARC, but also donating a 



Lauren Peretti |  44 

 

portion of the profits to the ARC and advertising the ARC brand as a tie-in to their promotions over the 

12-month period of the campaign. 

Creative execution: Red Cross branded adhesive bandage by Band-Aid. 

 

 

 

 

 

 

 

 

 

 

Creative execution: Red Cross branded adhesive bandage package by Band-Aid. 
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Budget Allocations 

  

Media Detail Cost

Facebook Continuous maintenance, interativity $1,500,000.00

Product Placement Transporting ARC equip./branded props to set $3,600,000.00

Outdoor Printing $3,750,000.00

You Tube Production, actors, editing, etc. $500,000.00

Print Printing, mailing $2,000,000.00

Media cost $11,350,000.00

Public Relations Detail Cost

Television PSA Production, actors, editing, etc. $50,000.00

E-mail Gratitude, reminders, database maintainence $80,000.00

Be Bold Bash (B3) Event Media kit $1,000,000.00

Tour bus, gas $500,000.00

Food/refreshments for volunteers $225,000.00

Local bands ($500/40-80 bands) $40,000.00

Sound equipment/stage $20,000.00

Celebrity Cabinet hosts $4,000,000.00

Outdoor signs $1,250,000.00

Venues $100,000.00

Band-Aid Tie-in Product production $0.00

Packaging $0.00

PR cost $7,265,000.00

Creative Detail Cost

Facebook Application/Fan page Design, layout, coding $28,000.00

Outdoor Signs Design, layout $32,000.00

You Tube Video Storyboard $17,000.00

Print Flyer/Direct Mail Postcard Design $23,000.00

Television PSA Storyboard $21,000.00

ARC Band-Aid Design $25,000.00

Creative cost $146,000.00

Evaluation Detail Cost

Focus groups 7-10 participants/ 40 regional areas/ $100 ea $40,000.00

Research facilities ($300x40) $12,000.00

Moderators (40) $50,000.00

Online survey (pop-up) Hosting sites, database maintenance, analysis $200,000.00

Donor tabulation Research, database maintenance, analsis $80,000.00

Social media (Radian 6) Online media metrics, aggregation, etc. $302,000.00

TV impressions Tracking, database maintainence, analysis $215,000.00

News media impressions Tracking, aggregation, metrics, etc. $200,000.00

Event impressions Database maintenance, analysis $75,000.00

Band Aid sales Analysis $65,000.00
Evaluation cost $1,239,000.00

Total projected campaign cost $20,000,000.00
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Flow Charts 

  

Flow Chart: Media

Start date: 8/1/10 Aug Sept Oct Nov Dec Jan Feb March April May June July

Facebook
TV Product placement
Outdoor
You Tube Video
Flyer (by location)
Direct mail (by location)
Website

Flow Chart: Public Relations

Start date: 8/1/10 Aug Sept Oct Nov Dec Jan Feb March April May June July

Television PSA
E-mail
Be Bold Bash Tour
BandAid brand Tie-in

Flow Chart: Evaluation
Start date: 8/1/10 Aug Sept Oct Nov Dec Jan Feb March April May June July

Focus groups
Online survey (pop-up)
Donor tabulation
Social media (Radian 6) 
TV impressions
News media impressions
Event surveys (by location)
Band Aid sales



Lauren Peretti |  47 

 

Evaluation 

Objective: To test recall, retention and impressions of the new American Red Cross “Be Bold. Donate 

Blood.” campaign. 

Evaluation Method 

The agency will conduct focus groups in 35 regional areas across the country to hear a 

sufficient amount of opinions that would allow researchers to see patterns and themes in responses. 

Each session will include a professional moderator, as well as seven to ten participants. The sessions 

will last anywhere from 90 minutes to two hours and will take place in a professional research facility. 

Participants will be randomly selected and the groups will be fairly homogeneous with respect to race, 

ethnicity, language, literacy level, income and gender. Participants will be paid $100 each for their 

time. 

 

Objective: To test awareness of key messages and attitudes of the new American Red Cross “Be 

Bold. Donate Blood.” campaign among the target audience. 

Evaluation Method  

The agency will conduct a random sample online survey of 400 complete responses of 

participants between the ages of 18 to 24 to compare end results of the campaign with preliminary 

research. The survey will be an electronic questionnaire that pops up when users visit popular sites 

among the target audience. It will be no longer than 10 questions and take less than five minutes.  

 

Objective: To test the ROI of the new American Red Cross “Be Bold. Donate Blood.” Campaign.  

Evaluation Method 

 During the new American Red Cross “Be Bold. Donate Blood.” campaign, the ARC will 

tabulate the amount of new donors and repeat donors over the course of the promotion and compare 

it to the rate to blood donations made the previous year. In doing so, the ARC will segment donation 

rates by new donor, occasional donor and repeat donor based on individual donation behavior over 

the 12-month period. The data will be segmented furthermore by focusing on the overall increase (or 

decrease) of 18 to 24 year olds. 
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Objective: To measure online media impressions, like Website traffic, Facebook friends, and You Tube 

video views, during the new American Red Cross “Be Bold. Donate Blood.” campaign. 

Evaluation Method 

A conversation monitoring platform, like Radian 6, will monitor online buzz and Web stats 

through comprehensive coverage of millions of Web sites, including blogs, comments, photos, videos, 

forums, etc., automatic post aggregation, identification of influencers by media type and topics, and 

metrics, filtering and segmentation of social media (Radian, 2010). Research reports will be provided 

weekly and be billed monthly for their services.  

 

Objective: To measure television impressions of the ARC and blood donation during the new 

American Red Cross “Be Bold. Donate Blood.” campaign. 

Evaluation Method 

 The agency will track media impressions by television networks that featured the ARC in their 

storyline and/or ran the PSA will be calculated based on the audience reach by the sitcom during the 

episode. To verify reach among the ARC’s target audience members, the sitcom’s that made the 

impression would be re-evaluated to confirm their reach has maintained the audience that the ARC 

was seeking in their campaign. Collaboration between the ARC and networks research will be 

important to the strength of this research method. 

Objective: To measure news media impressions, including print, online, broadcast and radio , of  the 

new American Red Cross “Be Bold. Donate Blood.” campaign in. 

Evaluation Method 

The agency will track media impressions by newspapers, online news Web sites, television 

news stations and news radio talk that mention the ARC, blood donation and/or the campaign. The 

data will be segmented by medium, time, and location to further segment the results of the campaign, 

as well as by feature story, opinion-editorial, etc.   

 

Objective: To measure reach of the Be Bold Bash (B3) media tour event. 

Evaluation Method  
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At each media tour stop, the ARC will tally the amount of individuals present, donor’s who 

participated, blood that was donated and the amount of promotional materials distributed. They will 

also track any additional contact information made by participants and distribute event surveys to 

evaluate the success of the event. 

 

Objective: Evaluate ARC branded Band Aids purchased during the new American Red Cross “Be 

Bold. Donate Blood.” campaign. 

Evaluation Method 

 The Band Aid brand will provide the ARC with reports of the sale of ARC branded 

merchandise, evaluation of customer base before and after the campaign, proceeds given to ARC as 

a result of the partnership and the brand image of Band Aid after the new American Red Cross “Be 

Bold. Donate Blood.” campaign. Based on the research received, the ARC and the agency will 

comprehensively evaluate the effectiveness of the cause-related partnership. 
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Conclusion 

 It’s no secret that most potential donors between the ages of 18 and 24 have anxiety about 

blood donation. They might be scared of needles or find discomfort near blood. But, when you look at 

the bigger picture the simply and seemingly painless act of donating blood has the ability to save three 

lives. That’s why the ARC must challenge young adults to be courageous. To be bold. To put their 

fears aside and help others in times of tragedy. 

 That is the idea incorporated throughout this entire integrated marketing communications 

campaign proposal. In fact, the theme is the call-to-action: “Be Bold. Donate Blood.” It challenges 

young adults to muster up courage on various touch points that they interact with on a daily basis, 

including Facebook, public areas, campus, You Tube, e-mail, television and more. There is a livelier, 

encouraging, fun and straightforward brand image portrayed across all marketing initiatives, as well, 

and the tactics themselves are bold moves for an organization that has acted behind the scenes in the 

past. 

Magnet Marketing understands why your target audience isn’t’ donating blood and what it 

takes to inspire and challenge them to do so. By better familiarizing them with the ARC and blood 

donation on a less serious level, they will stop, pay attention, listen and act on the messages the ARC 

has for them. In fact, creating this campaign has inspired our team at Magnet Marketing to donate 

blood. Are you bold enough to trust that we can challenge others to do the same? 
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Appendix 
 
 

American Red Cross and Blood Donation Survey Questions and Results  
 
1. What is your gender? (Question Type: Multiple Choice–Only One Answer)  

 Female    80% 
 Male    20% 

2. What is your age? (Question Type: Multiple Choice–Only One Answer)  
 18-24    100% 
 25-34  
 35-44  
 45-54  
 55-64  
 65+ 

3. What do you associate most with the American Red Cross?  (Choose up to three.) 
 Blood drive event holder    63.2% 
 Humanitarian organization    47.4% 
 Disaster relief contributor    47.4% 
 Volunteer opportunity     31.6% 
 Blood transfusion enabler    10.5 % 
 Service provider to people in times of need  26.3% 
 Feel-good, do-good opportunity to help others  5.3% 

 
4. How would you best describe the way you perceive the American Red Cross? (Choose up to three.) 

 Compassionate  73.7% 
 Credible   47.4% 
 Serious    42.1% 
 Reliable   31.6% 
 Sincere    26.3% 
 Accessible   21.1% 
 Inspired    15.8% 
 Authentic   5.3% 
 Lively    0% 
 Down-to-earth   0% 

 
5. If you have never donated blood the American Red Cross, why not? If you have donated blood, 
what do you think inhibits others from giving? (Choose all that apply.) 

 Fear of needles        64.7% 
 Pain or discomfort        58.8% 
 After effects (e.g. fatigue, fainting)      47.1% 
 Lack of knowledge regarding the need for blood donations and/or transfusions 35.3% 
 Medical inability         29.4% 
 Lack of reward or incentive       23.5% 
 Inconvenience         17.6% 
 Lack of awareness about blood drives (e.g. when, where, how, etc.)  17.6% 
 Time commitment        11.8% 
 Lack of recognition        5.9% 
 Disinterest         5.9% 
 Release of personal information       0% 
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6. What do you think would motivate you, or others you know, to donate blood more often? 
 Knowing the outcome of your blood donation (e.g. To whom or what effort did you 

contribute).         52.9% 
 Reward or incentive (e.g. free gift, discounted offer, etc.)    41.2% 
 Opportunity to give back to the community     35.3% 
 Satisfaction of helping others in need      29.4% 
 Satisfaction of overcoming a fear      29.4% 
 Endorsement by influential spokespeaople (e.g. celebrities, friends)  17.6% 
 Opportunity to donate time instead of money     11.8% 
 Past experience with blood transfusion by the donor or someone the  11.8%     

donor knows             
 Recognition         11.8% 
 I would not be motivated to donate blood     0% 

 
6. According to your knowledge of the American Red Cross, where do you have access to donate 

blood in your region? 
 Local blood donation center    70.6% 
 Institutional blood drives     52.9% 
 Church organized blood drives     52.9% 
 Corporate sponsored blood drives at work  23.5% 
 I do not have access to donate blood in my region 0% 

 
8.  From which media do you receive, or have received, information about blood donation 
opportunities with the Red Cross? (Choose all that apply.) 

 Newspaper      47.1% 
 Word-of-mouth      47.1% 
 Internet      47.1%  
 Institution sponsored blood drives   47.1% 
 Radio       41.2% 
 Social media (Facebook, Myspace, Twitter, etc.)  41.2% 
 Corporate/work sponsored events   41.2% 
 E-mail       35.3% 
 Billboards      35.3%  
 Television      35.3%  
 Telephone      35.3%  
 Charity events (run/walk for a cause)   29.4% 
 Red Cross Web site     23.5% 
 Direct mail      17.6% 
 Magazine      17.6% 
 Text messages      5.9% 

 
9. From which media do you prefer to receive most of you information on a regular basis? (Please 

choose three.) 
 E-mail     64.7% 
 Television    35.3% 
 Internet     29.4% 
 Social media    23.5% 
 Newspaper    23.5% 
 Billboards    17.6% 
 Radio     17.6% 
 Word-of-mouth    17.6% 
 Corporate/work sponsored events 17.6% 
 Institution sponsored blood drives 17.6% 
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 Direct mail    11.8% 
 Magazine    11.8% 
 Charity events    11.8% 
 Red Cross Web site   5.9% 
 Telephone    0% 
 Text messages   0% 

 
10.Please provide any additional comments you have about blood donation in the box below. 
(Question Type: Comment/Essay Box)  

 
“The Red Cross calls donors so often by phone that it borders on harassment. They call 
repeatedly, and then ignore requests to be taken off of their phone list. This probably deters 
people from wanting to donate again.” 
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American Red Cross Focus Group Moderator’s Guide  
 
INTRODUCTION: Hello. My name is Lauren and I’m the moderator for today’s 30-minute group 
discussion. I will be taking notes. Our purpose today is twofold: 

1. See how you currently perceive the American Red Cross, 
2. Learn how you feel about donating blood. 

 
I work for Magnet Marketing, a fully-integrated marketing communications agency in Morgantown, 
W.Va., and have been hired to conduct this study. Feel free to make any negative or positive 
comments about what we are discussing today. There are no right or wrong answers. Before we get 
started, here are some ground rules and points of information: 
 
DISCLOSURES:  

1. CONFIDENTIALITY. Everything that you say here will be kept strictly confidential. Nothing will 
ever be associated with any individual by name 

2. VOLUNTARY PARTICIPATION. Your participation in this group is entirely voluntary. You may 
stop participating at any time. You do not have to any questions that you do not wish to 
answer. You may withdraw from the group at anytime with no consequences. 

3. THANKS. Thank you for being here. We really appreciate your time and opinions. 
GROUND RULES:  

1. Please talk one at a time in a loud voice. Avoid side conversations with your neighbors. 
2. We need to hear from everyone, but you don’t have to answer every question. 
3. Feel free to respond directly to someone who has made a point.  
4. Say what is true for you. Don’t let the group sway you. 

 
SELF-INTROS: Please introduce yourself to the group and tell us your name, age, and occupation, or 
area of study. 
 
A. American Red Cross and Blood Donation (25 minutes) 

5. What is the first thing that comes to your mind when you hear “American Red Cross?” 
6. What do you associate most with the American Red Cross?  A disaster relief contributor, a 

blood drive event holder, or a volunteer opportunity. 
7. Using personality characteristics, how would you best describe the way you perceive the 

American Red Cross?  
-Probe: Would you say they are inspired? Compassionate? Real? Reliable? 

8. Have you ever donated blood?  
-Probe: If you have never donated blood the American Red Cross, why not?  
-Probe: If you have donated blood, what do you think inhibits others from giving?  

5.    According to your knowledge of the American Red Cross, where do you have access to 
donate blood in your region? 

6.    What do you think would motivate you, or others you know, to donate blood more often? 
 -Probe: Would knowing the outcome of your blood donation (e.g. To whom or what 

effort did you contribute) make you more likely to donate? 
 -Probe: Would being recognized make you more likely to donate? 

10. What do you believe the impact of the American Red Cross brand is?  
11. What do you think the strength of the American Red Cross brand is comparable to? 
12. How does the American Red Cross compare to other humanitarian organizations? 

B. WRAP UP (5 minutes) 
We’ve covered a lot of ground in the last 30 minutes. Is there anything else you would like to tell me 
about the American Red Cross and blood donation?  Thank you.  
(Source: Principal Focus Group Moderator’s Guide, 2001)  
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