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Presentation background 
In 2015, the Western Province Blood Transfusion Service (WPBTS) won a "Xtreme Digital Makeover" prize worth 
R 250 000 in a competition hosted by the Integrated Marketing Conference (IMC) and sponsored by NXT Digital 
Innovation, an integrated digital advertising agency. 
   
WPBTS identified the need to increase the number of new donors within the Western Cape, which translated to 
the campaign objectives.  Firstly, to increase the donor base within the Western Cape by an additional 3.5% (2 750 
donors) and secondly to create a campaign which reaches potential and current donors in the Western Cape, 
spreading the word about the need to enrol and make a difference. 
 
Methods 
The #KeepTheBeatGoing campaign was launched on 09 November 2015 and concluded on 13 February 2016. 
      
In an effort to track donor enrolments, a microsite was created.  According to Webopedia, a microsite - also referred 
to as a "mini-site" - is a separate webpage, used to provide information about and/or promote something related.  
(Webopedia, 2017 04 05) Participants could register to become a donor on the microsite, which had a heart beat 
playing in the background.  The beat of the music would increase with every successful enrolment.  This real-time 
responsive dashboard reflected the amount of enrolled donors and potential lives saved. 
    
When enrolling the potential donor had to complete an electronic form asking for specific information.  A weekly 
report containing these details was sent to the WPBTS Call Centre who contacted the donors to determine their 
interest and sign them up to become donors.  
 
Mediums used to advertise this event were mainly based on online advertising.  A media campaign was devised, 
which included advertising across Facebook and Google Adwords.  Prizes were sponsored by DigiCape and 
Warner Music, with the winners randomly drawn from the list of enrolments.  A radio advertisement was produced 
and played on various community radio stations.  
      
Results 
Some results are: 
 

• 1 425 donor enrolments with 1 011 potential donors enrolling through Facebook, 16 through Adwords 
and 398 through social media and boosted posts. 

• 1 392 total unique donor enrolments. 
• 4 975 631 impressions of which 3 768 609 came from Facebook and 1 207 022 came from Adwords.  
• 757 new page likes, of which the highest number of likes were in December (435) and the lowest in 

February (33). 
• The WPBTS #KeepTheBeatGoing website had 16 074 unique page views, with average time spent on 

the website being 2 minutes and 43 seconds. 
 
Conclusion 
The objective to increase the Western Cape donor base by 3% was not reached, as only 51% of the targeted 2 
750 enrolments was reached.   
      
There were however significant increase in new media traffic, including Facebook and Adwords impressions, as 
well as microsite page views.  Therefore, awareness was created and blood donation promoted through this digital 
campaign. 
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