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Anthony Nolan



What we do

• Someone is diagnosed with blood cancer every 13 minutes

• Every day, we give 4 people another chance at life, and we helped more 
than 1,400 patients last year

• Since our foundation is 1974, we have facilitated over 26,500 stem cell 
transplants.
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Why it’s important to engage our Register

• When someone comes up as a match, we have to move fast, so we need to get in touch with
our potential donors quickly.

• If someone is unwilling or unable to donate, we need to know ahead of time, so we don’t 
spend time trying to contact them.

• There is a lot of information to convey, so the more we can educate our register in advance, 
the more comfortable our potential donors will feel with the process

• There are so many ways to support Anthony Nolan, alongside being on the stem cell register!
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Barriers to what we’re
asking them to do

Time 

Contactability

Empathy Fatigue

Multi generation

Life stage

Standing out

Regular programme of engagement

Digital Innovation

Empowering our register

Personalisation, Personalisation, Personalisation

Information & Education

Test & learn

InterventionsBarrier
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Email

‘Meet the team’ social 
media and email 
campaign

• Cross channel 
approach

• Highlighting the 
people in the 
process

• CTA’s relevant to 
the team 

Personalized Update Your 
details campaign

• Highlighted method of 
recruitment

• Masked outputs to 
increase engagement

• CTA for all recipients

Happy 30th Birthday email

• Addressed a business 
need

• An education point
• Included an Oscar 

winner!

• Personalized
• Cross channel
• Timely
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Email

What’s been working for 
us… Light touch 

CTAs

Re:…Collaboration

Report (and do something 
with it!)
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Portal

• Gives those on the register 
visibility of all contact details 
we hold

• Provides the ability to self serve

• Linked to our CRM, so details 
automatically update

• Engagement opportunity
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The future

• Digital engagement is an ever changing and 
evolving opportunity

• The launch of the portal was phase 1, we have 
plans to improve UX and increase the scope.

• We are looking to introduce WhatsApp, we want 
to be able to have a two way conversation with 
our register community.

• Rolling out Digital donor cards to all our 
potential donors.

• Launching our donor chatbot on our ‘Join the 
register’ pages



Takeaways
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Agility: When you’re dealing with such a wide audience, it’s not one size fits all. Test, 
Analyse, Pivot, Repeat

Basics: We know that there are certain demographics we need to target, but the basics 
need to be there for everyone. Make sure your foundations are strong

A

B

Community: We’re asking people to do something incredible, so we need to show them 
others doing the same thing, and that they’re part of something special.C

Digital: Our donors are used to accessing what they need, when they need it, so make 
sure that you are optimising your digital offering!D



Thank you!

For further discussion, please contact:

Rebecca Whitwick
Head of Register Experience
rebecca.whitwick@anthonynolan.org

mailto:chris.barnes@anthonynolan.org
mailto:ebecca.whitwick@anthonynolan.org

	Instructions
	Slide 1: Using digital channels and innovation to engage our register
	Slide 2: Anthony Nolan
	Slide 3: What we do
	Slide 4: Why it’s important to engage our Register
	Slide 5: Barriers to what we’re  asking them to do
	Slide 6: Email
	Slide 7: Email
	Slide 8: Portal
	Slide 9: The future
	Slide 10: Takeaways
	Slide 11: Thank you!


