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Who are Blood and Plasma Donors?

Who are the blood 
and plasma 

donors today?

How do you 
behave?

Which arguments 
and incentives are 
motivating for them

Bild

THE DONORS

…are different Individuals
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Characteristics of Generations

Aspiration

Internet World Business 22/14 Futurebiz
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Characteristics of Generations

Attitude to social

Behavior

Marketing
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Donors-Generations different from Center to Center

 Proportion of generations in the plasma centers

Generationen Center A Center B Center C Center D

Z         18+ 51% 12% 24% 30%

Y         26+ 30% 25% 26% 26%

X(1)      36+ 9% 17% 19% 15%

X (2)     46+ 8% 23% 21% 19%

Baby B 56+ 3% 13% 10% 9%

 Donor frequency of different generations

The younger the 
generation, the lower 
the donor frequency

The younger the 
generation, the lower 
the donor frequency

Younger generations are more erratic and want to bind less. Generational motives lead to different donation frequencies.

The proportion of generations in a center has a clear attitude and behavioral impact on donation behavior and volume
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Demographic pyramid City A vs. Center A

80604020020406080 80604020020406080

Generation Z

Generation Y

Generation X (1)

Generation X (2)

Baby Boomer

Generation X (1) u. X 
(2) is strongly
underrepresented

♀♂

Demographic pyramid City A Donor‘s pyramid in Center A

The most volatile generations with 
the highest fluctuation and the 
lowest frequency in the center

Potential target
group within
Generation X 

50% of donors in 
City A
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Demographic pyramid City C vs. Center C

80604020020406080 80604020020406080

Demographic pyramid City C Donor’s pyramid in Center C

The potential of 
Generation X is not 
exhausted!

♀♂

Generation Z

Generation Y

Generation X (1)

Generation X (2)

Baby Boomer

In the absence of a nearby college or university, Generation Z is less 
pronounced in City C than in the cities of other centers. New donors are 
therefore likely to generate more at generation X and beyond..

The center has a relatively evenly distributed donor strain, which is very 
strongly in generation Z and Y. The potential X should be exploited through 
donor loyalty and new donors campaign.

Generation Z is very well 
represented. Possibly. also 
with binding potential

The Generation X (2) and 
Baby Bommer are clearly 
the strongest.
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Marketing adapted to Generations

Regional
Conditions

Regional
Conditions

80604020020406080

1

6

11

16

21

26

31

36

41

46

51

56

61

66

71

76

Alter

80604020020406080

1

6

11

16

21

26

31

36

41

46

51

56

61

66

71

76

Alter

Regional
Conditions

Optimizing
donorgroup Center A

Regional
Conditions

 Placing wide-action media like radio, cinema, 
banners…

 Social-media, Donor-App
 "Experience formats" like Challenge 2018 
 Community actions (Partner-Donations)
 No explicit bonding pressure

Y

 City marketing, partners in retail 
 Partnership with institutions
 Addressing at their workplace
 Systematic recommendation marketing
 Addressing with personalized media
 Actions and bonus booklet…

X 

Marketing-measures for Generations 

 Systematic recommendation marketing
 Dialog Marketing (Mail)
 „Powerdonation“ actions
 Bonus booklet-program
 …

BB

 Continuous addressing of new donors via net-
media and social-media

 Keep in touch via experience-media / event 
 Rejuvenate Donor-Club format
 Maintain attractive brand image
 No power donation programs

Z
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Optimizing
donorgroup Center D
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Optimizing
donorgroup Center B
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Optimizing
donorgroup Center C
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Recommendation to motivate donors

Appeal to frequency and praiseKeep in contact and provide for experiences and stories

Create incentives and invite to eventsKeep in contact and provide for experiences and stories

Keep in contact and provide entertaining events/stories & don’t push
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Customize Communication

Contents for blood and plasma donation must 
be communicated easily. So donors easily 
understand the message and carry it on.

IllustrationsIllustrations

C

C

GamificationGamification
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Communication according to regulations - understandable!

Previous communication –
content and format is a deterrent to new donators

Communication for young generations -
Same content, more picture and shorter paragraphs
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Traditional Messages to Donors

Messages urging to “save lives” are boring and too moralistic for young generations.
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Offer Donors pleasant Experiences instead of Pressure

Call for help in EmergenciesPlasma donation as pleasant experience

save lives!

save lives!

save lives!

save lives!

save lives!

save lives!

save lives!

save lives!

save lives!

save lives!
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Examples of „Experience Donation“

Donor-Club Actions during a year 

Donor incentivesDonor incentives Donor eventsDonor events

Experiences of which donors tell!
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Example of „Donation as an Experience “

The Challenge:  Donors collected points together in teams for the donation of 
plasma 

 The participants of the winning team got an event voucher

 Three rounds of active challenge (each for 2 weeks) in 2018

The Objectives:  Activation of active donors

 Acquiring new donors

 Reduction of fear of first donation with the help of the „event-
character“ 

 Promotion of the “Plasma Donor Community”

 Higher level of awareness for donating plasma in the population

 Cooperation with media institutions and interaction with regional 
partners for a higher integration of the Plasma-Center in the city
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The Plasma-Challenge

Club-Party Biggest spa in the world

März April Mai Juni2018
Aktionen Aktion IAktion I Aktion IIAktion II

Juli August OktoberSeptember
Aktion IIAktion II

Team prizes

The members of the winning team per Challenge were invited to the following events

Individual 
prizes

The three donors, who are most involved during a Challenge and throughout the 
Challenge, will also receive individual winnings.

Fun-Park Skyline-Park

“I will tell you the impressive results 
of this plasma challenge”
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Efficiency has to be measured

How do you measure the imapct of marketing and communication?

Number of donorsNumber of donors

Number of donationsNumber of donations

FrequencyFrequency

New donorsNew donors

Plasma

Communication
Marketing activities
Serviceteam behavior
Lobbying

X Y ZBB

Controlling system by  T.R.PIKE                   
to control effectiveness of marketing
(from agency to implementation)
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Efficiency of the plasma challenge

One of the objectives of the Plasma Challenge was the acquisition of new donors.
The achievement of this objective was followed week by week. If necessary, measures for success have been 
taken.

428 New Donors
+ 100%

6 weeks

1.302 Challenge Members
2.313 Donations

 Total donations increased by more 
than 27% during the campaign

 The Plasma Center has increased the 
collection of plasma donations by approx-
imately 15% in the year of the campaign.
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Donor Loyalty Program to increase retention

A community that enjoys helping

since introduction of a a Donor-Club

Increase
by 4,94%
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Comparison with average collection in Germany

DE – Average liter per German members of EPA vs. Case-Study GmbH
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A successful approach to donor marketing

Integrated approach* for optimal budget use in donor marketing

Strategy

Communication

+
Donor-
Acquisition

Donor-
Retention

Donor Marketing = 50% Advertising +
 Print
 Online
 Social Media
 PR
 Radio / Video
 Directmarketing
 Recommendation-marketing
 Merchandising
 Promotion
 Fairs
 Event- u. Experiencemarketing *Approach of the donor marketing agency T.R.PIKE, Munich 2019

 Contemporary personnel marketing
 Employer-Branding
 Employee-Coaching at Relationship-

Marketing 
(Donor-Retention, Mindset …)

50% Employees
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Summary

 To motivate (potential) donors, they need to be addressed more individually 
with respect to their generational attitude

 Transfer donating into a pleasant experience that can be part of donor‘s way of 
life

 Keep communication simple, use infographics

 Plan activities according to needs measured in key performance indicators

 Establish marketing controlling, analyze effectiveness and adapt activities 
accordingly (like CAPA)
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Thank you!
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Contacts

Special agency for donor marketing that 
developed together with Dr. Stephan Walsemann 
the concepts and implementation of the 
“experience donation” and the “generational 
approach”.      

T.R.PIKE

Tobias Hecht
Managing Director
Leopoldstraße 244
80807 München / Germany

M: hecht.tobias@trpike.com
T: +49 89 208039 347

Scinomed Germany 

Dr. med. Stephan Walsemann
Medical Director Europe
Managing Director
82166 Gräfelfing / Germany

M: s.walsemann@scimomed.com
T: +49 89 89 2153 8433- 3 

Speaker and Managing Director of Scinomed. 
The Scinomed Business focused on manu-
facturing and marketing products to serve the 
blood transfusion and blood processing industry 
with initial emphasis on source plasma for 
fractionation
.      


