Arcadia University
Donate Life College Challenge Submission
1853 Communications (student-run PR firm)
Introduction
1853 Communications is the student-run PR firm at Arcadia University. We originally entered the
Donate Life College Challenge last year in the Spring 2020 semester. Unfortunately due to the impact of
COVID-19, our planned events were cancelled to ensure the safety of our students and the public. Despite the
setback we are excited to “do it again” this year! At the start of spring semester, eight students laid the
groundwork for our events to suit COVID guidelines. We conducted research, constructed a public relations
plan to meet the requirements of the challenge, and established a process for the evaluation of the plan.
College Challenge Overview & Objectives (include goal, objectives & planning)
● Goals:
○ Raise awareness of the need for organ donation
○ Educate the college community about the process of organ donation
○ Register donors to the national registry
● Objectives:
○ Plan a week-long event to reach our goals (April 11- April 16)
○ Plan 3 donor drives. Two on campus that adhere to Covid safety guidelines from the University
(approximately 20% of students are currently living on and attending class on campus). One
donor drive in the form of an Instagram takeover of the main account at Arcadia for all students
attending school online.
○ Plan a special event to raise awareness about organ donation and register new donors - this
event had to be virtual in order to meet our University’s Covid guidelines
○ Execute a social media campaign that focuses on promotion of our events and raises
awareness & educates about organ donation, while also involving the larger Arcadia community
● Planning:
○ Planning started in January with research. Each student in class conducted research about the
level of organ donor awareness on campus & how many students were already registered
donors. We found that 72% of students who responded to our survey were already registered
organ donors and 28% were not registered. We also found that regardless of whether or not
they were a registered donor, 75% of students who responded indicated that they did not know
a lot about organ donation. Therefore, we determined that although a very important goal of our
campaign would be to register donors, we also needed to educate students about organ
donation. In addition, while conducting our research, we were able to identify an Arcadia
student who was an organ donation recipient (she received a kidney transplant). She came to
speak to our agency and she agreed to share her story for our special event.
○ The next step was to plan our theme. Since Arcadia’s mascot is the Knight, we decided that our
theme would be: Be Someone’s Knight in Shining Armor: Donate Life. This theme
personalized the campaign for our campus and the audience that we wanted to reach. A
member of our agency staff is an artist and she sketched the Arcadia Knight carrying a shield
with a butterfly and the donate life ribbon (in blue and green colors). This drawing was used as
the profile picture of our instagram page and appeared on all advertisements for our special
events. The theme then served as inspiration for our week long events.
Execution (how the challenge was carried out)
●

●

Planned a social media campaign by creating an Instagram page @besomeonesknight to spread our
message of education & encourage people to sign up to be a donor - all social media posts were
posted to this main account but we also identified University partners with their own following and
asked them to share our posts. We asked any Arcadia athletic team who had a home game during the
week to wear the donate life bracelets and take a photo, which we shared on our page. In addition, we
shared at least 2 posts everyday that focused on education during the week of April 11-16.
Planned 3 donor drives. University policy would not allow us to hold an in-person drive. However, we
received approval from the University Covid-committee to set up 2 tables in high traffic areas to

●

●

prominently display organ donation literature and allow students to take materials like Donate Life pens,
tote bags, lollipops, bracelets, and face masks. One table was located in the lobby of the only residence
hall open on campus and one table was located right outside of the Covid testing area (everyone on
campus this semester had to visit this area once a week for surveillance testing). The third donor drive
was a take over of our University’s Instagram account for a day (Wednesday, April 14th). This allowed
us to reach the students who were not on campus this semester. We created stories that told Arcadia’s
6,000+ followers about the challenge, our goals, organ donation education, and provided a link to be a
donor.
Designed posters about upcoming events and posted them around campus and in residence halls.
Posters included a QR code where students could scan the code and access more information about
organ donation. This allowed students to have a digital version of the information to revisit at a more
convenient time. The posters were also shared in the weekly email newsletter that goes to the entire
Arcadia community.
Planned a special event. Our special event ran on Thursday, April 15th and it was a trivia night
combined with a guest speaker. Because of our University’s Covid policy we had to hold the event
online via Zoom. All members of our staff wore their Donate Life t-shirts and one staff member acted as
the emcee. She started the hour off with 10 trivia questions (2 rounds) about organ donation. Winners
in the first round received Arcadia t-shirts & custom made Arcadia Castle keychains. Second round
winners received $25 gift cards to goPuff (we secured the donation of these gift cards from a member
of our adjunct faculty who serves as the Director of Communication for goPuff). After trivia, we
welcomed a guest speaker, Denise Glick. Denise is a current Arcadia student who received a kidney
transplant from a living donor when she was 12 years old. She shared her story with our community
and talked about the importance of organ donation. Everyone who attended the event was entered into
a raffle to win an Amazon echo. We also encouraged all participants to register to be donors and
shared the link. Anyone who registered to be a donor and sent us a screenshot of their completed
registration was entered into a raffle to win a Roku firestick.

Evaluation/Scorecard (what results were achieved)
● Social Media Campaign ○ gained 44 unique followers
○ 108 likes on our 16 posts throughout the week
● Donor Drives:
○ Tables (2): majority of materials left out were taken and staff members observed students
engaging with the educational materials at several points during the week
○ Instagram Take-Over:
■ 801 views
■ 803 accounts reached
■ 823 impressions
■ 66 sticker taps for our Instagram page (@besomeonesknight)
■ 42 sticker taps for @donors1 instagram
● Special event:
○ 26 participants for our virtual event
● Registered Donors:
○ 2 donors registered after our special event (could be more - especially after the Instagram
takeover on Wednesday (4/14) & the special event (4/15) but they did not tell us)

Social Media Campaign (a sample of some of our posts). All can be found here:

Donor Drive #1 (table outside of the Covid surveillance testing area - everyone on campus has to visit
this area once a week for a surveillance test):

Donor Drive #2 (table in the lobby of the only residence hall open on campus):

Donor Drive #3 - Instagram Take-over of Arcadia’s main account with 6000 followers):

Special Event (screenshots from Trivia Night/Speaker Event with Denise Glick, Arcadia student who
received an organ transplant):
Our poster that included QR codes for students to scan:

Our Emcee(Julia):

Start off with Trivia (fun music played in the background!):

Trivia Round 1 (prizes included an Arcadia t-shirt & a custom-made 3D printed key chain of the Arcadia
castle):

Sample Trivia Question:

Trivia Round 2 (prizes were $25 goPuff gift cards that were donated for the event):

Our Guest Speaker, Denise Glick - current Arcadia student who received the gift of life - a kidney
transplant

Prize Wheel at the end - everyone who attended was entered to win an Amazon Echo!

Attendance at the event (p. 1) - 26 people total attended

