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As the world’s first bone marrow register, Anthony Nolan is a well respected organization in the UK.  

It has recently reduced the maximum age of its donors and currently focuses on 16-30 year olds, 

especially young men. However, the number of transplants needed has not varied, making it 

necessary for Anthony Nolan to reach more young people than ever before so as to maintain and 

hopefully increase its number of registered donors.  

In this respect, the main problems faced by the organization are that potential donors do not know 

of the need for donations; do not know of the existence of Anthony Nolan; and are frightened of 

the donation process, which is perceived as being complicated and painful when in truth it is very 

similar to that of donating blood.  

At present, Anthony Nolan is using its website and social media platforms to communicate with 

potential donors. Nonetheless, while it is reaching 18-24 year olds, 25-30 year olds are significantly 

underrepresented among its donors as are men, who only make up 12% of the register.  

Focusing on the use of new media, the present proposal aims to inform potential donors of the need 

for donations and of how the process is carried out and to give them permission to register with 

Anthony Nolan. The proposed tactics, to be carried out over a four month period, will engage young 

men and show them that they can be heroes by saving the lives of people in need. To this end, a 

mobile phone app will be developed, focusing on a game and including informational content; a 

humorous viral video will be launched; SuperNolan Day will be celebrated; the website will be 

slightly modified; the content of Anthony Nolan’s social media sites will be adapted to younger 

donors; and a blog and Instagram page will be established. 

The elements included in the campaign have the potential to be viral and to generate coverage by 

social and traditional media. Its results will be measured during and after the campaign, with a 

particular focus on engagement, reach, resonation and sentiment.  

As a result, it is expected that the number of visits to Anthony Nolan’s website and social media sites 

will significantly increase, as will the number of applications to join its registry.  
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ANTHONY NOLAN: 

• Focuses on helping people who have blood diseases, such as Leukaemia. 

• Was founded in 1974 by Shirley Nolan, a woman whose son needed a bone marrow 

transplant and for whom a match could not be found.  

• Is well respected, as the World’s first bone marrow register and as a leading research 

foundation which strives to make bone marrow transplants more effective. 

• Has partnered with companies, universities, schools, student organizations and other 

charities (such as National Health Service Blood and Transplant) to raise awareness about 

cures for blood cancers and to raise funds. 

• Is the official charity of the Round Table, a club for men in the UK with 8,000 members. 

• Is one of the 50 registers that conform Bone Marrow Donors Worldwide and share data to 

find donors anywhere in the world. It currently has over 21 million people registered
1
. 

• Has helped 9,000 people since it was founded. It currently finds two matches a day, making it 

the most successful register in the UK.  

• Organizes fundraising events such as marathons, biking, treks, golf tournaments and balls. 

 

HOWEVER... 

• Only one in three people have a close relative with a matching tissue type, which means that 

there is great need to find donors for people around the world. 

• Anthony Nolan has reduced the age of its donors, but not its number. This means that more 

young people need to be reached so as to maintain and/or increase the number of donors.  

• Anthony Nolan can only help about half of the people who go to the organization for help. 

• It currently has 420,000 donors on is register. It aspires to double that number. 

• Most people think that donating bone marrow entails a long, painful procedure. They are 

scared to donate because they do not know that 80% of donations take place via PBSC, a 

process similar to donating blood.  

• Potential donors do not know that all that is required to register is to be in good health and 

to do a saliva test at home.  

• They don’t know how to go about donating or which organization to donate to. 

• Donors cannot receive payment. 

• Anthony Nolan spends £100 on testing and registering each donor. 

• The organization has not had any recent media coverage, even though its “Fit to spit” 

campaign has just ended.  Coverage has focused on marrow donation in general.  

• According to Bone Marrow Donors Worldwide
2
, out of 118 donor organizations from 

different countries, the UK occupies the 108
th

 position regarding the number of donors 

registered. This fact proves the need to increase the number of bone marrow donors within 

the UK. 

                                                           
1
 Bone Marrow Donors Worldwide: http://www.bmdw.org/ 

2
 Bone Marrow Donors Worldwide Number of donors/CBU's per registry in BMDW statistics. Available at: 

http://www.bmdw.org/index.php?id=statistics 
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NEW MEDIA PRESENCE 

Directly related to the organization’s focus on a younger demographic, Antony Nolan has a strong 

online presence, which includes an official website and official pages on popular social media sites. 

The content posted on all of them is homogeneous; therefore, Anthony Nolan speaks with one, clear 

voice. 

The organization’s website (http://www.anthonynolan.org/) is very complete, clear and informative. 

As well as calls to action, it includes information about: 

• What Anthony Nolan is: its history, vision, partners and financial information.  

• What it does: information about stem cell donation, research and case studies. 

• What supporters (donors and volunteers) can do: donate bone marrow, donate money, 

attend special events or volunteer. 

• News about the organization, relevant legislation, medical advances and others. 

• Specific information for healthcare professionals. 

 

It also includes links to its social media platforms, driving traffic to and from them.  However, these 

links are positioned at the very bottom of the webpage and appear as small, discrete icons.  

Among the three bone marrow registries in the UK, Anthony Nolan is by far the most active on social 

media platforms. It is currently present on: 

 

• FACEBOOK: Anthony Nolan has 23,000 followers. New content is posted daily, focused on 

fundraising activities, case studies, information about donors, about other charities and 

relevant media coverage. The organization also answers questions about donations, makes 

calls to action and posts pictures of famous supporters (i.e. Luis Suarez from Liverpool F.C.). 

Followers also post messages on the Anthony Nolan Wall about their own personal 

experiences and expressing support for the organization.  

 

• TWITTER: 12,300 people follow Anthony Nolan’s Twitter feed. Every day, several tweets are 

posted in reference to upcoming events, fundraising activities carried out by supporters, 

conferences and bone marrow drives, sometimes linked to the official website. The 

organization also thanks their followers for their support, congratulates them for their 

fundraising activities (e.g. pubs that donate money made on quiz night), answers questions 

regarding Anthony Nolan and its activities and periodically maintains conversations with 

donors and recipients about their experiences. Other organizations such as Liverpool F.C. 

have expressed their support of the charity and have posted pictures of celebrities wearing 

the Anthony Nolan T-shirt, although most tweets are text-based.  

 

• YOU TUBE: The Anthony Nolan Channel has 280 followers and includes videos from its “Fit to 

spit” and “Make some noise” campaigns, and videos of supporters doing extreme sports and 

running marathons. Overall, they have been viewed 284,000 times. The channel was last 

updated in February, 2013.  
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• FLICKR: The pictures which are featured focus almost exclusively on Anthony Nolan 

marathons. The content has not been updated since October 2012 and the photos do not 

contain captions explaining each one. The albums posted on the site vary in number of views 

from 680 to 43.   

 

• MAN ON A MISSION BLOG: (http://www.anthonynolan.org/londonblog) Centred on one 

man’s mission to get 3,000 people to register as donors in London and Birmingham, it 

includes videos of some of his experiences and a calendar of events. However, it has not 

been updated since October, 2011.  

 

The organization also has not developed a successful App:  Google Play offers a pedometer App 

(https://play.google.com/store/apps/details?id=ie.nolantech.plog&feature=search_result) under the 

heading “Anthony Nolan”, however it is not clear whether this holds any relation to the organization 

and does not seem to have been popular among its target audience of health and fitness fans.  

 

WHAT WE CAN LEARN FROM OTHER REGISTRIES 

In the UK there are two other marrow registries: the British Bone Marrow Registry (NHS) and the 

Welsh Bone Marrow Donor Registry.  While the latter maintains a Twitter account, neither is very 

active on social media in general, although they periodically show advertisements on television 

which appeal to feelings of sadness from the audience.  

The obvious need to increase the number of donors in all three of the UK registries shows that new 

approaches should be considered so as to reach the target audience and improve the possibilities of 

achieving desired goals.  

As shown by Bone Marrow Donors Worldwide, the UK is one of the last countries on a ranking of 

organizations according to number of donors. At the top of the list is the National Marrow Donor 

Program (United States) whose website (http://marrow.org/Home.aspx ) contains clear calls to 

action (“Jon the Registry”, “Give funds to help”, “Learn the facts”, “Take action”, “Share the news”) 

and information for patients and their families, portraying itself as a reliable source of medical 

information for them as well as for donors.  

The National Marrow Donor Program is also very active on social media:  

• Facebook: Their “Be the match” page reflects a slogan which is present on all platforms. It 

has 224,000 followers and includes information about celebrity supporters, calls to action 

and requests advice from followers to improve the website.  

 

• Twitter: tweets include calls to action, information about upcoming events, news about 

progress in the fight against leukaemia, and thanks to followers and donors.  
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• YouTube: The “Be the match” channel features inspirational videos about donors, patients 

and celebrities and includes content in other languages. It has had over 570,000 views and 

includes a link for donations as well as for other social media platforms.  

 

• LinkedIn: includes general information about what the organization does and how to help. 

Users can join the LinkedIn group or access information about careers within the charity. 

 

• Wordpress Blog: (http://www.bethematchblog.org/) includes case studies about patients 

and donors, calls to action, health quizzes, interviews with doctors, advice on relationships, 

and articles about political advocates, among others.  

 

• Pinterest: The “Be the match” account has 10 boards, focused on who the organization is, 

how to take action, inspirational content, educational content, healthy food and 

merchandising.  

 

• Flickr: the page has not been updated since July 2012, but it includes varied content about 

fundraising events, meetings with members of the government and humorous postcards. 

 

• App: the National Marrow Donor app provides guidelines for doctors and patients before and 

after transplants. While it has had very good reviews from the medical community and 

caregivers, it lacks a focus on donors.  
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About Your Donors 

 

 

 

 

  

 



 

11 

 

 

THE DONORS YOU NEED  

 

Anthony Nolan needs to increase the number of male and female bone marrow donors who are 

between 16 and 30 years old and are in good health (as is the case with most people in this age 

group). Men are in fact the ideal candidates, as they can provide a greater volume of blood cells than 

women can. However, while almost 80% of actual donors are men, they only make up 12% of the 

Anthony Nolan register.  

One of the main problems that exist regarding bone marrow donations is that people are scared of 

the procedure because they do not know what it entails. They are afraid of needles and pain and 

they dislike hospitals. They do not realize that: 

• Testing and preparation for bone marrow donation are done at home. 

• In 80% of cases, donating bone marrow is very similar to donating blood. 

• The only side effect is feeling the symptoms of a cold for a few days around the procedure. 

Most people return to work just two days after donating bone marrow.  

Statistics
3
 show that Anthony Nolan is currently reaching 18-24 year olds, while 25-30 year olds are 

significantly underrepresented in its audience. Most of the people who visit the Anthony Nolan 

website are males who have postgraduate studies and access the page from work, through Google. 

Only 10% do so via Facebook and Twitter, which illustrates the need to increase followers on both of 

these platforms, especially when taking into consideration that people in these age groups tend to be 

active on social media sites
4
 (especially Facebook, Twitter, YouTube, Blogs and Pinterest)

5
 . 

 

 

 

  

                                                           
3
 Alexa.com (March, 2013) and YouTube Stats. 

4
 Pew Research Center, Pew Internet: Social Networking. 5 February, 2013. Available at: 

http://pewinternet.org/Commentary/2012/March/Pew-Internet-Social-Networking-full-detail.aspx 
5
 Nielsen 2012 Social Media Report. Available at: http://www.nielsen.com/us/en/newswire/2012/social-media-

report-2012-social-media-comes-of-age.html 
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MEET YOUR POTENTIAL DONORS  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

I 

LUCAS, 19 YEARS OLD. Student.  

He lives on campus and dedicates most of his time to classes and 

studying, in the hopes that he’ll achieve his dream of being the 

first university graduate in his family. He hopes to become a 

doctor and is building up his CV by volunteering at a hospital. He 

gets around by Tube, where he always picks up Metro and The 

Evening Standard. 

He likes: Going to the gym, playing online video games with his 

friends and sharing funny videos on Facebook and Instagram. 

His secret: He’s a regular at comic conventions. He enjoys 

anything Marvel publishes and still wishes he could be Superman.  

 

 

SIMON, 28 YEARS OLD. Architect.  

He lives in a small rented flat and spends most of his time at 

work. He usually catches up on the news on his mobile (he’d be 

lost without it!), where he reads The Guardian Online, CNN.com 

and blogs like Mashable and Techcrunch.  

He likes: hiking with his girlfriend on the weekends and going out 

with her and his friends. 

His secret: He still can’t figure out why Alicia would date a guy like 

him. He’s sloppy, can’t cook and is still paying off his student 

loans. He’s never done anything really life changing...He’s an 

average guy. He’d love to do something to show Alicia that he 

deserves her.  

ALICIA, 27 YEARS OLD. School teacher.  

Simon’s girlfriend, she lives in a shared flat.  She truly loves 

teaching, but it doesn’t leave much time for anything else. She 

stays in touch with her friends through Facebook and has become a 

fan of YouTube, Instagram and Pinterest: they have great resources 

for her classes!   

She likes: spending time with Simon, doing yoga (it’s her “me” 

time!) and girls’ nights out. 

Her secret: She cries when she watches ads on TV that show 

children who are ill and need help. She wishes she could do more 

for them, but doesn’t have much free time to volunteer or much 

extra cash.  
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INSIGHTS ABOUT YOUR POTENTIAL DONORS 

 

YOUR PRIMARY AUDIENCE:  

Young men between 16 and 30 years old.  

Especially at a young age, men are influenced by what other people (male and female) think and seek 

their approval.  They are competitive and want to feel admired by their friends and family. In fact, 

many men grow up wanting to become policemen, fire-fighters... heroes. They may not have realized 

their childhood dreams, but they still want to do exciting things and make a difference in the world.  

They want to feel accomplished and give meaning to what they do.   

However, as young professionals, they do not have much extra money to spend on thrilling, life-

changing trips and activities. They satisfy their need for excitement through video games which they 

can play on their mobile phones and share via Facebook and Twitter.  

As occurs with brands, they are also loyal to organizations they like and tend to share their interests 

and views with their friends, especially in reference to matters of a personal nature. By this age, 

many men have known someone who has been seriously ill and can relate to causes such as those 

which are the focus of Anthony Nolan. 

Donating bone marrow can be a way to make them feel a sense of accomplishment and pride in 

themselves.  

 

YOUR SECONDARY AUDIENCE:   

The women in their lives (girlfriends, sisters, wives).   

Men generally take advice from the women who are closest to them and seek their approval, while 

women like to be proud of the men in their lives, as in a sense, they are a reflection of themselves. 

Many women of this generation have grown up dreaming of meeting “Prince Charming”, a caring 

yet tough partner, while playing games in which they themselves were the heroines of the story. 

Most women look up to strong, female role models which they would like to emulate.  As is the case 

with men, women also want to leave a positive mark on the world, but don’t feel like they have 

enough time to volunteer or enough money to donate regularly. 

In this sense, women pay attention and are receptive to charitable causes and messages. They tend 

to be empathetic, and therefore relate to them on a personal and emotional level.  They 

communicate with their friends and families frequently, both in person and through social media, 

and share information with them about matters which are close to their hearts.  
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What We Can Do Together 
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OUR GOALS 

• To increase awareness among young men and women of the need for bone marrow 

donations. 

• To increase awareness among young men and women of Anthony Nolan. 

• To give young men and women permission to donate bone marrow. 

• To make joining the Anthony Nolan donor register desirable.  

 

OUR OBJECTIVES 

Between May and September 2013, in relation to men between 16 and 30 years old (with respect to 

the same time period in 2012), we can: 

• Increase their awareness of the need for bone marrow donations by 20%. 

• Increase their awareness of Anthony Nolan by 20%. 

• Increase their visits to the Anthony Nolan website by 15%. 

• Increase the number of Anthony Nolan social media followers by 15%.  

• Generate 20 pieces of positive media coverage in national and local media.  

And therefore... 

• Increase the number of male donors on the Anthony Nolan register by at least 10%. 

 

WHAT WE WILL SAY 

• By donating bone marrow, young people have the power to save lives. 

• Donating bone marrow is not painful or invasive.  

• Registering is easy and can be done from home. 
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How We Can Do It 
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STRATEGY 

We will create an awareness campaign which will show young men in particular that by registering as 

donors with Anthony Nolan they can save lives easily and painlessly, giving them permission to 

become bone marrow donors.  

 

 

 

 

 

 

 

 

 

 

 

 

 

“You can be a hero” 
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TACTIC # 1: ANTHONY NOLAN APP 

 

 

 

 

An app will be developed as a means for engaging with potential donors, which will include the most 

popular types of content currently preferred by users. As such, it: 

• Will be easy to use. Its content will be separated into categories, it will have standard icons 

and buttons which users are familiar with and it will have clearly labelled options.  

• Will provide users with entertainment and information. 

• Will be unique: no other bone marrow registry has an app focused on potential donors. 

• Will be clearly identifiable with Anthony Nolan. 

 

THE “SUPERNOLAN” GAME 

The main feature and “hook” of the Anthony Nolan App will be a game which brings together two of 

the most popular trends in gaming today: action and knowledge.  

 

 

 

 

 

 

 

 

 

 

Using high quality graphic design, “SuperNolan” tells the story of a superhero (the player) who is on 

a quest to save an ill friend from dying. For this, he/she will have to become as small as a human cell 

and travel through the human body until he/she reaches the perfect spot (the spine) in which to 

administer the potion which will save the life of his/her friend.  

The UK is one of the top 3 worldwide markets for smartphone sales. More than half of the British 

population owns a smartphone, most of them Androids, and it is expected that 32 million people in 

the UK will access the Internet via their mobiles by 2014. 60% of Anthony Nolan’s potential donors 

own smartphones and of these, 18-24 year olds are the second age group in app downloads. At 

present, the three most popular apps are games [see Appendix]. 

 

SuperNolan will be the main feature of the app. 



 

19 

 

 

Each player will begin the game by designing a personal avatar, which will be available for use on 

other social media sites, such as Facebook and other apps such as Whatsapp.  

 

 

 

 

 

 

 

 

 

 

 

In this fast-paced action game,  SuperNolan will have to get past a series of levels, where he/she will 

encounter various threats (viruses, bacteria, acids…) while killing “bad cells”.  SuperNolan will 

accumulate points according to the number of bad cells killed (1000 points equals one extra life) and 

will accumulate special weapons which will be useful in the quest.  

 

 

 

 

 

 

 

 

 

 

 

Examples of what “SuperNolan” avatars might look like 

 
 

 

Some of the threats “SuperNolan” will encounter during the quest. 
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At the end of each level, a famous member of Liverpool FC (of whom Anthony Nolan is the 

sponsored charity) will ask the player a multiple choice question (which will increase in difficulty at 

each stage) with regard to the process of bone marrow donation or to the work carried out by 

Anthony Nolan, with a focus on useful general knowledge. Answering these questions correctly will 

reward the superhero with special weapons and extra lives which will be useful in further levels.  

Examples of these questions might be: How many red blood cells are contained in the average 

human body?  What does PBSC refer to? 

 

 

 

 

 

 

 

 

 

 

Every week the avatar and name of the person who achieves the highest score will be featured on 

the Anthony Nolan’s Facebook page as “SuperNolan of the week” and be mentioned on Twitter. The 

game will include a tab which shows a ranking of all-time highest scores.  

Thus, the game aims to entertain the player while learning about human anatomy and gaining 

awareness of what marrow donations entail. Becoming virtual superheroes will inspire player to 

become real-life heroes as well.   

In the future, new versions of the game can be developed (i.e. The Star Wars edition, an edition with 

avatars which resemble celebrities…).   

 

OTHER FEATURES INCLUDED IN THE APP 

As well as the game, the app will include informational and engaging content about Anthony Nolan, 

as well: 

• Links to the Anthony Nolan website 

• Access to Anthony Nolan’s social media sites (Facebook, Twitter and future blog) 

• Access to videos posted on the Anthony Nolan YouTube channel 

• Access to photos of volunteers, events, successful patients, etc. 

 

Members of the Liverpool FC will ask a question at the 

end of each level. 
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• Information about upcoming events 

• News feed 

• Registration form 

 

In the future, this or a different app could include content focused on patients and caregivers.  

 

 

 

 

 

 

  

 

SuperNolan will be designed using high quality graphics, such as these. It will also include access to Anthony 

Nolan’s social media sites and registration form.   
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EXPECTED OUTCOMES 

The originality and viral potential of the app will allow Anthony Nolan to engage with existing and 

potential donors on a personal level and in an effective and innovative manner, satisfying their need 

for entertainment and knowledge. The downloadable avatars and links to social media sites will 

increase interest in the organization among potential donors and drive traffic to the Anthony Nolan 

website and to its social platforms.  

In addition, the involvement in the project of the members of Liverpool FC would allow for a press 

conference with them. This will therefore be of interest to sports media, raising awareness of the 

need for marrow and of Anthony Nolan among sports fans, many of whom fulfill the requirements 

for being bone marrow donors. 

 It is expected that as a result, 16-30 year olds will learn of the existence of the organization  and 

that they will feel that they have permission to “become heroes” not only on an imaginary level 

(through the game) but on a real-life level as well, thus increasing the number of people on the 

register. 

 

  



 

23 

 

 

TACTIC # 2: “SUPERNOLAN” VIRAL VIDEO (YOUTUBE CHANNEL) 

 

 

 

 

 

 

In accordance with the theme of the campaign and supporting the app, a viral video will be 

developed, to be shared on the Anthony Nolan YouTube channel.  

Focused on humorous content, the main character will be an average looking young man who is the 

antithesis of a superhero: he has a little bit of a stomach, doesn’t have built up muscles and wears 

glasses, and wears a cheap spandex superhero costume. He’s a comic book fan, and wants more than 

anything to be a superhero, and so, using an “amateur effect” he will be shown trying to perform 

heroic acts for people all over the city to no avail. However, he will finally realize his dream when he 

stumbles across a beautiful Anthony Nolan volunteer who encourages him to sign up for the register. 

A call to action will be included at the end, encouraging viewers to sign up at the Anthony Nolan 

register. 

The story which will be told through the video will allow for further versions, for which the original 

character or different ones can be used.  

 

 

 

 

 

 

 

 

 

 

 

 

Almost 60% of consumers state that one of their preferred activities is watching videos online, which 

they can access through their computers or mobile phones. According to YouTube 

(http://www.youtube.com/yt/press/statistics.html), over 800 million users visit their site each month. 

There are more than 400 tweets per minute containing a YouTube link and on Facebook over 150 

years worth of YouTube videos are watched every single day. Therefore, a viral video has the 

potential to access all social media platforms and be watched by people around the world. 

 

This could be the main character in the “SuperNolan” viral video. 
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EXPECTED OUTCOMES 

The video’s humorous content will resonate with 16-30 year olds, most of who desire to do 

something which will fulfill them on a personal level and make them feel like they have made a 

difference in the world.   

The video will reinforce the message of the campaign, raising awareness among these viewers of the 

existence of Anthony Nolan and of the need for bone marrow donors. The call to action which will be 

included at the end of the video will encourage them further to register. 

 It will also enrich the content of the Anthony Nolan YouTube channel, increasing traffic to this and 

to other social media sites, and will raise awareness of the SuperNolan game, increasing its number 

of downloads.  
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TACTIC #3: SUPERNOLAN DAY 

 

 

 

 

 

 

 

 

Using Anthony Nolan’s social media platforms and with the help of influential bloggers and tweets 

and posts from celebrity supporters (such as the members of Liverpool FC), potential donors will be 

encouraged to congregate in the main squares of several cities and towns in the UK wearing 

superhero attire. Anthony Nolan will have banners with QR codes set up which will allow direct 

access to the online application form and tables which will distribute spit kits to people who wish to 

register. Registered donors and volunteers in superhero attire will be asked to attend as well, so as to 

lend their support to the cause. Information about SuperNolan Day will be posted on the Anthony 

Nolan website. 

At a particular hour (to be determined) on 8
th

 September all superheroes will spit into their spit kit 

cups, showing the rest of the UK how easy it is to register. As an added incentive, a prize (such as a 

collection of superhero films/comics) will be given to the person wearing the best superhero 

costume.  

 

 

  

Movements such as Geek Pride Day (celebrated annually on 25
th

 May, it started in Madrid in 2006 

and has since reached the United States, Canada and Mexico), Movember (which involves the 

growing of moustaches during the month of November to raise awareness of prostate cancer) 

and Red Nose Day (which aims to raise funds for the Comic Relief charity in the UK) have become 

very popular. They have a growing fan base, attract the attention of traditional and social media and 

call people’s attention to important issues. 

 September 2013 is Leukaemia Awareness Month, thus the perfect time to tell people about the 

illness and its possible cures and encourage them to register. 

  

These superheroes and many more will spit into cups for Anthony Nolan on 8
th

 September. 
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EXPECTED OUTCOMES 

While requiring a very small financial investment, SuperNolan Day will raise awareness of the 

existence of the organization and of the need for bone marrow donors throughout the UK and 

possibly abroad, among people of all ages including 16-30 year olds and encourage them to register. 

The novelty of the event and the opportunity to take interesting photos and videos will attract the 

attention of social and traditional media, illustrating how an easy act such as spitting can potentially 

save the lives of people with fatal blood illnesses.  

The event will generate photos and videos which will be posted on Anthony Nolan’s social platform 

and those of others, achieving great exposure for the organization.  

Ultimately, in the future this type of movement could be replicated by Anthony Nolan, or by the 

organization in partnership with similar charities in the UK or other countries, potentially having a 

ripple effect which could benefit bone marrow donation in general.    
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TACTIC #4: UPDATE WEBSITE  

 

 

 

 

 

 

While the website is very clear and contains a lot of information about the organization and the 

process of donating bone marrow, the following improvements are suggested:  

• The links to Anthony Nolan’s social media sites are currently very small and occupy a 

discrete place at the bottom of the page. They will be repositioned and resized so as to be 

more visible.  

• The Anthony Nolan Twitter feed is also located at the bottom of the page and is not 

immediately visible. It too should be relocated so as to gain visibility.  

• Currently, the photos and other content displayed on the website’s welcome page do not 

focus on potential donors (men or women) of the desired age. It is recommended that 

images of 16-30 year olds be included in this section to attract their attention, and content 

be included to incentivise further engagement and increase the resonation of the website’s 

messages (for example, articles about university students carrying out bone marrow drives). 

• The website includes an online application for potential donors to complete so as to 

determine whether they are viable candidates. The test focuses on medical questions. It 

could have added value if it added three or four questions related to potential donors’ 

specific age and gender, habits and tastes and how they heard about Anthony Nolan. 

• In future, a section dedicated to patients and caregivers could be added, giving the website 

further informational depth and added value. 

  

The Anthony Nolan website is visually pleasing, is easy to navigate and contains valuable content. It 

includes links to the organization’s social media platforms and is easily found by search engines. However, 

statistics (www.alexa.com) show that only an average of 12% of visitors to the website goes to Anthony 

Nolan’s social media platforms afterwards. Visitors spend an average of 3 minutes on the website, which 

has a bounce rate of 46%, meaning almost one in two people leave the website without any conversions 

(i.e. signing up for the register). 
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EXPECTED OUTCOMES 

The addition of photos and content which resonate with 16-30 year olds will improve the amount of 

time they spend on the website (bounce rate) and its conversions, thus increasing the possibilities of 

them registering as donors and sharing information from anthonynolan.org with their families and 

friends.  

By making the links to the organization’s social media more prominent, it is expected that traffic to 

these sites will increase significantly, further engaging potential donors and ultimately increasing the 

number of followers on Facebook, Twitter and YouTube.  

Adding four or five questions to the application form will allow Anthony Nolan to acquire further 

insights about its potential donors, which will be useful in managing this campaign and those carried 

out in the future.  
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TACTIC #5: UPDATE FACEBOOK AND TWITTER CONTENT 

 

 

 

 

Anthony Nolan has a significant number of followers on both platforms. These figures will be 

improved by: 

• Including more direct calls to action.  

• Keeping the Facebook events calendar updated.  

• Adding information about the donation process. Anthony Nolan already has an informative 

cartoon video about donating bone marrow which followers will be reminded about 

periodically and additional content will be added illustrating what registering and donating 

marrow entails.   

• Increasing visual content (photos and videos) in tweets. Enriched content is generally more 

engaging than messages based solely on text.  

• Increasing the number of photos and videos of 16-30 year olds who are involved in the 

cause and content showing people within this age group donating.  

• Tweets and posts will remind followers and other readers of the number of matches found 

each day/week/month and of the number of people who join the register on a weekly or 

monthly basis.  

• Linking content between social media platforms and the website by making references to 

each other in tweets and posts.  

• Increasing the amount of content about happy outcomes by showing 

photos/videos/comments from patients who have benefitted from Anthony Nolan’s help.  

In addition, each week a post with the heading “SuperNolan of the week” will be included with the 

name and avatar of the person who has achieved the highest score on the SuperNolan game app.  

 

 

 

 

 

 

 

 

According to statistics (www.alexa.com) only 10% of visitors to the Anthony Nolan website access it 

from Facebook and Twitter. This indicates the need to increase followers on both of these platforms 

which are favourites among young men between 16 and 30 years old [see Appendix]. 
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EXPECTED OUTCOMES 

Potential donors will have access to more information about the process of donation and about the 

positive influence they can have on the lives of the patients who are helped by Anthony Nolan.  By 

posting pictures and videos of people donating marrow, potential donors will see for themselves that 

they have nothing to fear from the process, as it is easy and painless. 

Direct calls to action and increased visual and informative content will engage 16-30 year olds, while 

references to other social media platforms and to the website will increase traffic to all of them.  

“SuperNolan of the week” posts will further engage with desired donors and increase awareness and 

downloads of the Anthony Nolan app.  

Furthermore, inspirational content about recipients will attract patients and caregivers, and an 

updated calendar of events will contribute to raise awareness about fundraising activities, thus 

increasing donations to Anthony Nolan.  
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TACTIC #6:  RE-LAUNCH BLOG 

 

 

 

 

 

 

 

It is advisable for Anthony Nolan to re-launch its blog, which has not been updated in over a year.  

“Man on a mission” was focused on a middle-aged man who travelled to different parts of London 

and Birmingham in search of donors for the registry. The new blog will focus on a younger 

demographic, in accordance with the desired age group of donors, and it will reflect the experiences 

of young people involved with Anthony Nolan in different places in the UK.  It will include varied 

content such as: 

• Day-to-day diaries of different donors. 

• Day-to-day diaries of patients who have received bone marrow. 

• Recaps about fund-raising events and bone marrow drives. 

• The organization’s views about medical advances, new legislation, new treatments, etc. 

• Articles written by doctors about their personal experiences carrying out donations. 

• Milestones: a new record in the number of donors/matches found/lives saved, anniversaries, 

etc.   

 

 

  

Blogs are a useful, personal way of keeping an organization’s audience (in this case, its registered 

and potential donors and volunteers) informed. They encourage people to mobilize, are a forum 

for conversations, can be used as sources of information and can help drive traffic to an 

organization’s website and social media platforms.  

Many independent blogs refer to Anthony Nolan, indicating that the organization’s messages are 

resonating in the blogosphere (www.icerocket.com). By having a blog, Anthony Nolan will aspire 

to achieve results comparable to those of the American National Marrow Donor Program.  
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EXPECTED OUTCOMES 

The blog’s new focus will allow a younger demographic from all over the UK (both from cities and 

small towns) to feel identified with Anthony Nolan.  

By posting just one or two articles each month (ideally more) the website’s content will be further 

enriched, increasing its number of visitors and improving its bounce rate. The blog will allow Anthony 

Nolan to further engage with visitors to the site and will offer potential donors the possibility of more 

personal, human content which they can relate to.  

By adding detailed information about donors’ experiences, doubts and fears about the donation 

process will be dissipated, thus increasing the number of applications to enter the registry.  
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TACTIC #7: FACEBOOK POLL. WHAT’S THE BEST WAY TO SPIT? 

 

 

 

 

 

 

In preparation for SuperNolan Day, a Facebook poll will be carried out which will determine when 

spitting is considered appropriate (only at home, outside, by a tree, anywhere...) and what 

techniques are used to do it.  

This will allow Anthony Nolan to periodically post interesting results on its social media platforms. 

The final results, which will be branded and linked to Anthony Nolan, will be sent to journalists and 

bloggers for publishing and will be announced on the organization’s social media sites.  

 

 

 

 

 

 

 

 

 

 

  

Engaging with the desired audience (in this case, potential donors) is essential to any PR campaign, 

as it helps to get them involved in the cause which is being supported. Facebook polls are a good 

way of increasing interest in an organization through related content.  

Different cultures perceive the act of spitting differently; for some it is a form of protection against 

evil, for others it is a sign of bad manners. For Anthony Nolan, it is the last step to join the bone 

marrow registry donor involves the donor giving a sample of saliva using a “spit kit”. 

  

The poll will help determine when spitting is acceptable and what techniques are used to do it. 
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EXPECTED OUTCOMES 

Both men and women will be able to answer the poll, which may lead to further discussion, thus 

engaging many people through its questions and answers.  

The poll can lead to further social content: funny videos of celebrities (for example members of 

Liverpool FC and other supporters) and non-celebrities answering these questions, people 

demonstrating their techniques, etc.  

Ultimately, traditional and social media coverage will attract people to Anthony Nolan’s social 

platforms and website, increasing its number of followers and thus, awareness about the 

organization and its need for donors.  
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TACTIC # 8: INSTAGRAM PHOTO CONTEST.  

  

 

 

 

 

 

 

 

Anthony Nolan already has a presence on Instagram through pictures taken by its supporters at 

fundraising events. Having its own account will centralize its photographic content, allowing 

potential donors easier access to its images. The photos could then be added to the app photo feed, 

giving them further exposure.  

The content posted on Instagram will be varied. Not only will it include photos taken at Anthony 

Nolan sporting events (as is currently the case with Flickr), but also photos taken by bone marrow 

donors during the donating process, by supporters at private fundraising events (such as pub quiz 

nights, dances, golf tournaments, etc.) and by university students at bone marrow drives. Pictures 

taken during “SuperNolan Day” will also be posted on the page, of which the humorous content 

(people dressed up as superheroes) will have viral potential.  

To help launch the Anthony Nolan Instagram page, a photo contest will be carried out for which 

followers will be asked to submit a picture of their personal superhero (it might be their mother, 

friend, cousin, neighbour...) and a small caption explaining why they are heroic. A month later, the 

winner will be announced across all of Anthony Nolan’s social media platforms. The prize will be 

attending a Liverpool FC match and meeting the football team’s players.  

  

Flickr is very popular in the UK, although the majority of its users are between 35 and 44 years old, 

well over the age of Anthony Nolan’s desired donors. 

At present, 90 million people in the world prefer Instagram most of who are 18-29 years old. 

(http://pewinternet.org/Reports/2013/Social-media-users/Social-Networking-Site-Users/Demo-

portrait.aspx). This number is expected to increase at a rate of 10% every month.  

Instagram is popular for its quick sharing to other social networks and for its filters, which can 

transform a normal photo with artistic flourish.  
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EXPECTED OUTCOMES 

By switching from Flickr to Instagram, Anthony Nolan will be more accessible to its followers, as 

many of them use this platform on a regular basis.  

It will engage with young men and women through the images taken by the organization and by 

users themselves, meaning that content will be co-created by potential donors and supporters. This 

will allow them to identify with Anthony Nolan and become more involved in the cause, increasing 

traffic to other platforms and to the website as well, as pictures posted on the Anthony Nolan 

Instagram site will be shared by its followers on this and other social media sites (including Pinterest), 

with a viral effect.   
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Evaluation 
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Through the tactics proposed for this campaign, the following will be tracked and measured: 

 

• ENGAGEMENT: what the audience does in response to the content presented through the 

App, website and social media sites. Engagement will be measured as a result of app activity 

(number of downloads and avatars created, game scores), Facebook likes, comments, and 

shares; Twitter likes, retweets and comments; YouTube views; Instagram comments and 

likes; number of attendees at SuperNolan Day. Ultimately, it will also be measurable through 

the number of donors who join the registry.  

 

• SEGMENTATION: the campaign has been designed to reach men and women who are 

between 16 and 30 years old. Through a series of social media measuring tools, it will be 

possible to confirm that said demographic is receiving and responding to the campaign.  

 

• CONTENT: The information and game contained in the App, as well as the text, audio, 

photographs, videos and infographics created for Anthony Nolan’s social media platforms 

and website will be tailor made to suit the specific needs and interests of potential donors. 

The feedback received from them will allow for its fine tuning so as to ensure that it suits 

them to perfection. 

 

• MESSAGE RESONATION: the number of times a message has been passed along without it 

being altered. It will be measured in terms of the number of social media accounts reached, 

retweets, Facebook shares and YouTube shares. In relation to this, the online influence of 

Anthony Nolan will also be taken into consideration as the campaign will help increase the 

number of people who are receptive to its messages. 

 

• TONE AND SENTIMENT: Audiences’ responses to content can be measured as positive, 

negative or neutral. By analyzing feedback, it is possible to determine which content has or 

has not been well received by the audience, and make adjustments so as to ensure that the 

needs of the audience are being satisfied.  

 

More specifically, the results achieved will be measured according to: 

• An awareness survey, which will be carried out before and after the campaign. It will 

determine how many more people know of the need for bone marrow donors, of Anthony 

Nolan and of what a normal donation process entails. The answers received will unveil 

whether this acquired knowledge was attained as a result of the SuperNolan app, the viral 

video, SuperNolan Day, increased social media activity or a combination of them factors.  

 

• Daily social media monitoring. This will include: 

 

o Number of visits to the website and bounce rate.  

o Number of App downloads and avatar downloads. 
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o Facebook followers, daily posts, reactions to content (number of shares, likes, 

comments from followers, including their tone) and responses from Anthony Nolan. 

Number of poll respondents and avatars.  

o Number of Twitter followers, number, content and tone of tweets, retweets, likes 

and comments.  Hash tag follow up.  

o YouTube: total number of views, number of subscribers, number of views per video, 

comments and likes. 

o Blog: number of views and likes and number and content of comments. Monitoring 

of other blogs that mention Anthony Nolan.  

o Evolution of the website bounce rate, its conversions and of the upstream and 

downstream rates between the website and social media platforms. 

o Instagram: number of likes and comments as well as their tone. Number of pictures 

entered in the photo contest. 

 

• Traditional media coverage, including television, radio and press.   

• SuperNolan Day attendance. 

• Number of donors who join the registry throughout the campaign. By including the 

proposed additional questions for the registration form, it will be easier to determine the 

age and gender of new registered donors and how they learned about Anthony Nolan. 

 

As Liverpool FC will be directly involved in different activities throughout the campaign, their 

coverage of these activities will also be monitored.  

 

TRADITIONAL MEDIA COVERAGE 

As a result of Anthony Nolan’s high profile, as well as that of many of its supporters (including the 

players of Liverpool FC, journalist Charlie Brooker, TV presenter Joe Crowley and artist Mz Bratt, 

among others) who will be contacted to support these tactics, it is expected that the following media 

will offer coverage of the various activities planned: 

• National Print (Life and Style, Sports): 

 

o The Guardian 

o The Independent  

o The Times  

o The Telegraph  

o Metro  

o The Evening Standard  

o The Sun 

o The Mirror 

o Time Out 
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• Local Print: 

 

o Liverpool and other towns where SuperNolan Day will take place 

 

 

 

• Specialized Print: 

 

o Sport magazine 

o Edge (games magazine) 

o Games (games magazine) 

 

 

• Television: 

 

o BBC (Breakfast) 

o ITV (Daybreak) 

o Channel 4 (The 5 O’clock Show) 

 

• Radio: 

 

o BBC Radio 1 

o BBC Radio 2 (Chris Evans show) 

o BBC Radio 4 

o BBC Radio 5 

o Capital FM breakfast shows 

o BBC London 

o Local radio in Liverpool and other towns where SuperNolan Day will take place. 

 

 

Due to the fact that the campaign will run through the summer (also known as the “Silly Season” in 

PR and media terms), possibilities of coverage will be amplified.   
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Timeline 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

  

 



 

42 

 

 

  

 



 

43 

 

 

 

 

Appendix 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

  
 



 

44 

 

 

  

 

Top Social Networks (Nielsen, 2012).  

 

The UK is one of the top markets for smartphones 

(mobithinking.com) 
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18-29 year olds are the people who use social media sites the 

most.  (Pew Research Centre). 

More than half of mobile phone users in the UK own a smartphone (mobithinking.com). 
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Most people learn about apps through word of mouth. Forrester Research. Available at: 

http://techcrunch.com/2012/09/26/forrester-iphone-app-users-young-and-wealthy-android-app-

users-skew-older/ 

 

16-30 year olds are the people who make most use of mobile apps (Nielsen, 

2012). 
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According to Google Play Store (8th March, 2012), at 

present the three most downloaded apps are games. 

 

As shown by Alexa.com, most people access the Anthony Nolan 

website through the Google search engine and only an average of 

15% visit its social media sites after.  
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Statistics show that the National Marrow Donor Program (US) registers a high level of activity in the 

blogosphere, partly as a result of its own blog. Anthony Nolan is present at a lower level, as a result of 

not having an official blog (icerocket.com)  


