
OP 58. Utilising direct marketing, specifically aimed at the black population, to increase donor enrolment. 

Marlize van der Merwe1 
1 - WPBTS 

Presentation background 
In order to reflect the population demographics of the Western Cape, one of WPBTS's main objectives is to increase 
the percentage of black donors throughout the region.  Although blood can be transfused between races, the 
possibility of potential antibody formation in the patient is higher if they receive blood from someone of a different 
race.  
      
WPBTS was approached by a company whose main focus is direct marketing and decided to utilise this option in 
an effort to increase the black donor base.  According to Shopify, Direct Marketing is a promotional method that 
involves presenting information about a company, product or service to a specific target market without the use of 
an advertising middleman.  (Shopify, 2017 04 05) 
      
Methods 
The main objective of this campaign was to increase the number of black donor enrolments, with focus on a sample 
area. 
      
The study subjects included: 

• Black potential donors;   
• 23 to 36 years of age; 
• Living in the surrounding areas of N1 City Mall, 22 Long Street and Blue Route Mall (permanent blood 

donor centers).  
 
The contact list was provided from the database of the Direct Marketing Company.  As participants opted in to be 
part of the database, WPBTS stayed within the restrictions of the POPI Act.  
     
A total of 3 498 e-mails and 6 218 SMS were sent to the target group, focusing on postal codes surrounding the 
identified clinics. 
      
The target group was prompted to reply to the SMS/ e-mail.  Afterwards, the Agency sent the details of the 
interested parties to WPBTS.  The WPBTS Call Centre contacted the potential donors with a script.  If interested 
the Call Centre Agents completed section 3 of the Donor Questionnaire and submitted this for data capturing.  
The potential donors now receive notifications for the clinic they signed up for. 
      
Results 
Some results are: 

• 117 e-mails were opened, which is a 3.34% open rate.  The unique click through rate was 28.21%, 
which is above the industry benchmark of 7 - 10%.  No replies were received. 

• 58 potential donors responded to the SMS, which is a response rate of 0.93%.  This is better than the 
benchmark response rate of 0.2% for SMS marketing.  

• Of the 58 leads, 25 were interested (43%) and were allocated to a clinic panel, three were not 
interested, three were in the SANBS region, nine were "no contacts", six were wrong numbers, two were 
existing donors and there were six numbers were a messages was left. 

 
Conclusion 
From the 58 people that responded to the SMS, 43% were interested and were signed up to be recruited for 
specific clinics. 
      
Even though the response rate for the study was higher than the industry benchmark, out of 2 398 e-mails and 6 
218 SMS's, only 25 respondents were signed up to become blood donors.  The author does therefore not regard 
direct marketing as an effective method to recruit new blood donors.  
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