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Campaign Objective

Social Media Campaign Overview

Objectives

ÅRaise awareness & provide education about the importance of organ donation

ÅEncourage organ donor registration 

ÅIƛƎƘƭƛƎƘǘ tŜƴƴ aŜŘƛŎƛƴŜΩǎ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ƻǊƎŀƴ Řƻƴŀǘƛƻƴ ŀǿŀǊŜƴŜǎǎ

Strategy:

Å 3-month social media and website campaign dedicated to awareness, 

education and registration. 

ÅWeekly content sharing schedule across all tactics/platforms

Tactics:

Å Facebook

ÅBlog

ÅWebsite

Primary Scoring Applied to Sections:

Å 36. Hospital/Health System generated social media 

posts (Facebook, Twitter, etc.)

Å 37. Add links to your internal/external websites 

Å 39. Publish articles in community communications
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Social Media Channels - Facebook

Å Facebook cover images, post images and content posts with relevant links
Å Reach of 2, 283 page followers with additional reach when posts are shared to the 

Penn Medicine Facebook page (over 31,000 followers).
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Social Media Channels - Blog
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Reinforce messaging across primary Transplant web pages to reach relevant audiences. 

Complimentary Channels - Website



6

Complimentary Channels ðHold Messaging

Scripting created to provide education and awareness messaging to callers on hold 

with various locations across the Penn system. Potential to reach thousands of 

captive listeners each month. 

Sample script: One organ donor can change the lives of 8 people waiting on a life 

saving transplant. Penn Medicine reminds you that we all have the power to 

donate life. Learn more atpennmedicine.org/transplant

Scripts are run during on hold messaging at all the below locations:

ÅHospital at the University of Pennsylvania (HUP)

ÅPenn Presbyterian Medical Center

ÅPennsylvania Hospital

ÅPenn University City

ÅPenn Washington Square

ÅPenn Radnor
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Social Media Campaign Creative (sample)
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Facebook Sample: Patient Stories, News Stories, Data/Statistics, Staff Engagement 

Social Media Campaign Creative (sample)


