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Background 
Research has shown that an online video outperforms other online advertisement formats in building brand 
awareness and driving purchase intent (AdIndex Database Oct 2013) In recognising that the youth holds the future 
of a safe and sustainable blood supply in their hands, WPBTS launched the #YouthTube competition. The 
objectives of this competition was to drive brand engagement, promote blood donation and provide a platform for 
young, aspiring filmmakers to show their talent by creating a short film promoting blood donation. 

 
Method 
Grant Hinds, a successful South African YouTuber, invited the youth to create a short film between 30 seconds 
and 3 minutes promoting blood donation. A detailed brief and the competition T's & C's were found on YouthTube 
tab on the WPBTS website. 
 
There were 3 categories: individual school learner, individual tertiary learner and a group category. The competition 
started 1 June 2016 and the deadline was 3 months. Entries were reviewed and 3 finalists were chosen. The 
finalists' videos were uploaded on the WPBTS website and the public was encouraged to vote for their favourite 
within a month, after which the voting was vetted and the winners were announced on 31 October 2016. 
 
An invitation e-mailer and poster was sent to all secondary and tertiary institutions where we have blood donation 
clinics with more details about the competition, as well as to film and drama schools in and around Cape Town. An 
SMS were sent to all youth blood donors.  Additional promotion for the competition was done through the quarterly 
youth newsletter, social media and a radio advertisement. 
 
Prizes included camera equipment for the category winners and spot prizes to voters. 
 
Results 

• There were 40 entries: 12 individual school, 8 individual tertiary, 8 group and 12 non valid entries. 
• There were 2579 video views.  
• 624 votes were received. 
• Facebook and Google Adwords advertisements: 1 455 038 impressions were made and 4625 website 

clicks. The click through rate outperformed the industry average at 0.31% as the industry average is 
0.17%. The cost per click was very low at R5.14. The value of the impressions served if done in the 
premium space was valued at R509 263.30 (R350 CPM). Media spent on this campaign was only R23 
793.23. 

• YouTube: the campaign had 731 345 impressions. There were 1478 clicks to the website.  
 

Conclusion 
The campaign met the objectives set. The number of entries, video views, votes received and Facebook and 
Google AdWords impressions illustrates that the public engaged with the WPBTS brand. Blood donation was 
promoted through the fantastic final videos that will have a much longer lifespan than the competition itself. The 
prizes will also help the winners further their passion within filmmaking and photography careers. 
 
From a Digital Media perspective, the YouTube videos struggled in terms of performance as this channel's 
audience were not engaging frequently with the advertisements. Facebook and Google performed well as these 
channels had a high interaction rate. These channels brought the bulk of the traffic to the campaign's landing page 
and reached the most people. 
 


