


Workplace Partnership for Life 
Hospital Campaign Launch

WPFL Learning Series Opportunity 
Webinar and Call

Wednesday, June 29, 2011



Our Agenda
• Welcome and Introductions

• WPFL Background and Campaign Highlights

• National Partners in Action

• Goals and Strategies for Campaign Success

• OPO/DLA Partners’ Presentations

• Question-and-Answer Session

• Group Polling Questions

• Final Remarks



WPFL Background
• Workplace Partnership for Life (WPFL) is a national 

initiative to increase organ, eye, tissue, blood, and 
marrow donation by implementing outreach efforts in 
places where Americans work, study, and worship

• WPFL was developed by the U.S. Department of 
Health and Human Services (HHS) in 2001 and is 
overseen by the Health Resources and Services 
Administration (HRSA)



Background (continued)

Workplace Partners educate employees 
and community members about organ, eye, and 
tissue donation, and encourage and provide 
opportunities for donor registration

• More than 11,000 partners currently enrolled

• Resulting in more than 580,000 new donors in 
recent years



Hospital Campaign Highlights

• A dynamic collaboration of the public relations and 
hospital development staff at organ, eye, and tissue 
donation organizations with hospital public relations 
teams and National Partners to increase donor 
registration

• Designed with input from the national WPFL 
Leadership Team and the support of National 
Partner organizations



National WPFL Leadership Team 
2010–2011

• Sandy Andrada, California Transplant 
Donor Network

• Rebekah Apple, LifeLink of Florida and 
Donate Life Florida

• Michelle Clement, Louisiana Hospital 
Association

• John Dean, Donate Life America

• Lauren Fitting, Lifeline of Ohio

• Todd Franzen, Gift of Life Donor Program

• Debbie Gibbs, LifeShare of the Carolinas

• Kirsten Heintz, Louisiana Organ 
Procurement Agency

• Martha Mallon, Wisconsin Department of 
Health & Family Services

• Catherine Paykin, New York Organ Donor 
Network

• Mela Perez, Texas Organ Sharing Alliance

• Jennifer Tislerics, Gift of Life Michigan

• Diana Westbrook, UNOS

• Nicole Williams, Donor Alliance



National Partners in Action and Invited
• Association for Multicultural Affairs in Transplantation 

• Association of Organ Procurement Organizations

• American Hospital Association (Invited)

• American Society of Transplantation (Invited)

• American Society of Transplant Surgeons (Invited)

• HRSA Donation and Transplantation Community of Practice

• Donate Life America 

• Organ Donation and Transplantation Alliance



Campaign Goals and Strategies 
for Success

Increase U.S. donor designations by 300,000 
by April 30, 2012

Audience outreach opportunity*
• 2,900 registered U.S. hospitals
• 7.9 million employees

*Source: American Hospital Association



Suggested Actions
• Encourage the development 

of project teams consisting of 
OPO/DLA public outreach and 
hospital development staff and 
hospital public relations staff

• Assist project teams to 
develop campaigns to increase 
donor registration by providing 
models of successful hospital 
donor registration campaigns

• Support participants with 
strategies, materials, and 
consultation

• Provide best practices sharing 
and networking opportunities for 
campaign participants through 
conference call learning 
sessions, email blasts, and 
in-person meetings at existing 
meetings of relevant 
organizations

• Involve National Partners to 
provide guidance and assist 
with campaign promotion and 
participation



Campaign Resources
• www.organdonor.gov/wpfl

• Toolkits – Partner Guides, 
Fact Sheet, Press Release, 
email blast, and letter 
templates, web banners, 
posters, and  Social Media 
Guide

• Learning Series calls
• Coaching and support

http://www.organdonor.gov/wpfl�


Get Started
• Enroll in the campaign and announce your organization’s 

participation 
• Team OPO/DLA Public Relations and Hospital 

Development staff
• Tap current Hospital Partner relationships
• Leverage Hospital Champions
• Engage State Hospital Associations
• Develop strategies tailored to your region’s donor 

designation efforts and Hospital Partners 



Get Started (continued)

• Establish goals based on donor designation levels

• Host a launch event to train Hospital Partners

• Utilize the Toolkits and provide additional educational 
materials

• Implement measurement strategy and reporting 
mechanism

• Communicate frequently with Hospital Partners 

• Share results and report on successes and new donor 
registrations



OPO/DLA Partners in Action
• Tracy Armstrong and Mark Johnson, Donate Life 

South Carolina & LifePoint
Rick Foster, MD, South Carolina Hospital Association
Ivy Harmon, RN, Palmetto Richland Hospital 

• Sandy Andrada, California Transplant Donor Network
Deborah Mast, Stanford Hospital and Clinics

• Todd Franzen and Tameka Childs, Gift of Life Donor 
Program
Gwen Smith, Crozer-Keystone Health System



Time Matters. Minutes Count. Take 11 to Donate Life South Carolina.



Welcome!

Dr. Rick Foster – Senior Vice President
South Carolina Hospital Association
rfoster@scha.org

Tracy Armstrong  -CEO/Executive Director
Donate Life South Carolina
Tarmstrong@donatelifesc.org

Mark Johnson – Media Relations Coordinator
LifePoint, Inc.
johnsonm@lifepoint-sc.org

Ivy Harmon – Nurse Manager, Surgical Trauma ICU
Palmetto Health Richland
Ivy.Harmon@palmettohealth.org



The Statewide Partners

The South Carolina Hospital Association and Every Patient Counts 
joined Donate Life S.C. & the S.C. transplant community
in statewide support of the national HHS “Workplace Partnership for 
Life” to: Help Employees Save Lives by  Registering as Organ & Tissue 
Donors



SIGNIFICANCE of “11” Theme

•Every 11 minutes another 
person is added to the national
•transplant waiting list.

•The SC Donor Registry 
Campaign centers around this 
theme and the online push is to 
Every11Minutes.org



Overview & Goals

 South Carolina launched the donor registry in January of 2009. It 
started from ZERO and the S.C.R.U.B.S. campaign was developed in 
2010 to supplement other ongoing outreach efforts about the 
registry.  

 The combined goal of the S.C.R.U.B.S campaign and all other 
ongoing outreach efforts is to register 1.1 million people by 11/11/11. 
(We had approximately 1.1 million people with “hearts” on their DMV 
credentials, but not a registry.) 

 The S.C.R.U.B.S campaign has two simple objectives:
1.)  Educate the hospital staff about the new registry and then the  

surrounding community about the new donor registry.
2.) Register hospital employees and  those in the surrounding 

community as donors.



Overview & Goals

 The S.C.R.U.B.S campaign is designed to utilize an already 
established education/outreach network both internal and external.

– First, hospitals work to educate their employees through internal 
communication and donor drives. 

– Second, they engage the surrounding communities. Through 
ongoing hospital community outreach efforts, the donor registry 
message is delivered at community forums, health fairs, etc. by 
hospital staff. 

 Registrations are gained through paper forms, web links to the 
registry in email etc, and at SC DMV offices*. 



Hospital Engagement

 Campaign was introduced at the 2010 South Carolina Hospital 
Association’s annual meeting by Dr. Rick Foster, LifePoint’s SCHA 
liaison and SCHA executive. 

 The father of someone who died waiting on a transplant spoke to the 
hospital CEOs and 11 Transplant Recipients were at the meeting to 
help make our appeal personal.  

 Afterwards, the CEOs and administrators were encouraged to sign up 
for the campaign and if they did they received a S.C.R.U.B.S kit. 



Public Engagement

 April 2010--The  S.C.R.U.B.S. campaign/partnership was introduced 
to the media at an “awareness day” at the capital during a joint press 
conference set up by the SCHA, Donate Life SC, and LifePoint. 



Training Sessions

 3 training sessions were held to instruct hospital “champions” and 
OPO hospital development staff about the campaign and its goals.

– Hospital “champions” included PR staff as well as clinical staff chosen 
by CEOs or other management. 

 These sessions were taught by the  public outreach  team from 
Donate Life SC and LifePoint. (quizes, workgroups, fun activities, 
prizes) 

 Additional kits along with training manuals were given out to 
participants.



The “Take Home”

 Each “champion” left with the 
tools to start a campaign at their 
hospital.

 They were asked to establish a 
S.C.R.U.B.S. team to lead the 
campaign in their hospital and 
community.

 Each team was asked to identify 
S.C.R.U.B.S. community partners.

 Each team was asked to hold at 
least 1 internal & 3 community  
donor registry drives.



The Kit
Includes:
 S.C.R.U.B.S. Guidebook with campaign 

suggestions and resource information.

 A “Paul’s Gift” Donation Documentary & A 
Personal Stories DVD (3 Different Stories)

 Various Promo Items

 A resource disk containing files of:
– S.C.R.U.B.S. Logo
– Overview of Workplace Partnership & S.C.R.U.B.S.
– Action ideas
– Sample press release
– Every11Minutes PowerPoint
– List of donation-related Web sites



SAMPLING of                         Action Ideas

Keep employees thinking about “11” &  
“Every11Minutes” to encourage donor signups:

 Make the 11th day of the month special
(all day & especially at 11:00)

 Send an e-blast at 11:00 or 11:11
(The 11:00 News about Donation)

 Showcase the top 11 reasons to be a donor
 Give every employee 11 minutes to visit

www.Every11Minutes.org
 Sponsor a blood drive, marrow drive

or organ/tissue registration event
using an “11” theme.

 Share your best S.C.R.U.B.S. efforts
with 11 community partners.

http://www.every11minutes.org/�


HOW to get the word out

Use Existing & New Communication Channels 

Electronically: Email, Email blasts, E-newsletters, intranet,
screensavers, Twitter and Facebook 

Meetings & Events:
Internal meetings: departmental or companywide staff meetings;

training sessions; and lunch ‘n learns
External events: presentations to civic, church & other community groups

as well as at industry meetings to recruit community and business partners

Mailings/payroll stuffers

Closed-circuit TV: In-house television channels

Local media: Appeal to media to spread general S.C.R.U.B.S. campaign message
and to cover specific S.C.R.U.B.S.-related events



Free 
promotional 
items for events 
are available for 
ordering on-line

Resource 
materials and 
downloads are 
available any 
time.



RESULTS:
Hospital Participation

•80% of the hospitals in the state signed up 
and attended training.
(49 out of 62 hospitals)

•24 hospitals held 3 or more events. 

•4 hospitals were considered top performers 
based on activities and registrations. 



TRACKING 
Registry Results

An ongoing tally of
registered donors by county
is available online at
www.Every11Minutes.org
www.donatelifesc.org

Measures for tracking results:

Filters Include:

• DMV – Daily Uploads Registrants
• Tallied zipcodes of each county
• Online Registrants
• Event or Challenge
• Mobile Registry Forms
• Demographics

South Carolina Counties

http://www.every11minutes.org/�
http://www.donatelifesc.org/�


RESULTS:
Donor Registrations

•705,697 people are now in the 
Donor Registry.

•215,743 total registrations 
during the S.C.R.U.B.S. Campaign 

(8/1/10-Present)

•2,346 registrations directly 
attributed the campaign (online/paper 
forms)



COSTS:
Campaign Budget

•Approximately
$10,000 spent so far 
between Donate Life 
SC and LifePoint. 



Teams In Action



• Story ran  in Palmetto Page on 
11/11/10 for kick-off 

• Radio PSA broadcast for the 
Benedict and SC State games 

• Partnered with SC Dept. of IT

• Presented to Children’s Hospital 
Board of Directors, the PH foundation  
PH Children’s Hospital Board of 
Directors, Richland School District 5 
employees, Connect to Purpose 
story at PH Leadership Institute 

Palmetto Health Richland
(Columbia, SC)



• Registration tables in the cafeteria on 
the 11th of every month, at employee 
holiday meals, and at blood drives at 
the start of each month.

• Email blasts to all employees every 
month. 

• Trauma Awareness week tables.

• Facebook Status’ on the PH page

• Flyers, table tents, and brochures 
created by PH Public Relations

Palmetto Health Richland
(Columbia, SC)





Using a Competition Model to 
Promote Donation in our 

Transplant Centers
The Transplant Center Challenge



Questions to run on…

• Why do we need to engage our Transplant 
Centers?

• How do we “sell” this concept?

• What can we do to promote donation in 
our centers?

• What is involved in putting on a 
Challenge?



Why engage our Transplant 
Centers?

• Existing Partnership

• Same Mission

• Develop relationship
– Volunteer Recruitment

– Sponsorship

– Community Relationships

• Education of staff and patients/family



Getting to Yes!

• Find your champion
– Passion for the cause

– Connections to various parts of the hospital

– Open to the “work”

• Administrative support

• Departmental support

• Volunteer/Recipient support

• Shame



Promotion Strategies

• Donor Registry Tables
– Weekly tabling
– Premium giveaways for registration
– Customized registry method (URL, paper)

• Promotional materials: flyers, table tents, 
posters, 4-up handouts

• In-services, presentations
• Work with hospital public relations dept.

– Articles in intranet, newsletters, local papers, 
social media



Promotion Strategies

• Blood center participation

• Recipient engagement

• Incorporating the message into all hospital 
activities

• Donate Life Flag (raising ceremony)

• Unit visits (working with your hospital 
development team)

• Engage your placement department



The Challenge

• Track registrations per week over a month
• Publish a weekly scorecard
• Update all interested parties
• Decide on “The Prize”
• Appreciation letters/certificates
• Award ceremony at winning center
• Share results with volunteers/board of 

directors/staff



What is the Motivation to 
Participate in the Challenge?

• Passion

• Collaboration

• Team-building

• Sharing

• Learning

• Donor Awareness

• “Out of the Box”



What Best Practices are Utilized?

• Build a team

• Keep on track

• Reach for new opportunities

• Learning opportunities for staff

• Keep building on team

• Share information

• Ask for MORE



Payoff
We had 25 people sign-up in two hours!! I sent emails to people I knew but I interacted quite a bit with 

the folks in the hallway. I also set up the gift bags so they were more visible to catch people's eyes.

If I saw them taking the time to read - I would ask them if they wanted to register & I mentioned to them 
it will only take 3 mins to register and save a life. If I saw an employee I knew - I asked them to 
register too!

I asked everyone to spread the message that we were here until 1pm. Many said they would stop by next 
week.

It also helped that I know a few languages (limited French/Spanish) to explain the process so the 
brochures in different languages really helped!! 

One gentleman took the brochure in Chinese and came back later to sign-up. Which was wonderful 
because I hear you need more Asian minorities to sign-up.

Everyone was very friendly and I had 2 families stop by and share their experiences.
1. A wife stopped by and said her husband had a transplant over the weekend and daughter 

in-law donated to someone else 
2. Husband stopped by and said his wife just received a kidney and liver. Everyone was so 

grateful and happy. 
I had a wonderful time working the table. I would love to do it again soon! 

~Rosie



Conclusion

• Competition model 

• Development of relationship for long-term 
benefits to both parties

• Reaching all levels of hospital staff

• Creating a culture of donation

• Uniting as a community with a common 
cause



Sandy Andrada
Community Development Project Manager

email: sandrada@ctdn.org
ph: 510-273-1205

Deborah Mast
Database Administrator/Financial Manager

email: dmast@stanfordmed.org
ph: 650-725-5238

mailto:sandrada@ctdn.org�
mailto:dmast@stanfordmed.org�


Gift of Life Donor Program
2011 Hospital Donor 

Designation and Education 
Campaign

Tameka Childs – Hospital Services Coordinator, Gift of Life

Todd Franzen – Community Education Coordinator, Gift of Life

Gwen Smith – President Springfield Hospital; VP Crozer-
Keystone Health System



Overview of Health System

• Five hospitals / Healthplex Sports Club
• Multidisciplinary Donation Council
• Past recipient of NLC Medal of Honor
• Temple-Crozer Kidney Transplant Alliance
• Level II trauma center; regional burn center
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Reason for Campaign

• CKHS largest employer in Delaware 
County-more than 6,800 employees, 80% of 
whom reside in the county

• Delaware Co. Designation rate was 45%*; 
lower than surrounding counties

• Commitment from Health System CEO to 
support campaign

*As of December 
2010



Campaign Purpose

1. Provide education about donation to 
employees and the surrounding 
community

– Presentations, events, information tables

2. Provide the opportunity for individuals to 
designate their donation decision

– Via online registry



CKHS Campaign Team
• Gwen Smith – President Springfield 

Hospital; VP Crozer Keystone Health 
System

• Representative from each hospital in system
• Representative of health system PR team
• Representative from Healthplex
• GLDP staff – Hospital Development / 

Community Relations



Campaign Timeline

• Ten Month Campaign (March-December)
• March – Planning

• April – NDLM activities; community events

• May – Hospital and Nurses Week; parish nurses

• June/July – Assess progress

• August – Prep for Fall 

• Sept/Oct – School and community events

• November – Donor Sabbath, clerical outreach

• December – Evaluation



Outreach Activity

• Activities during NDLM
• Information tables at each location
• Letter from CKHS CEO in paychecks
• Article about campaign in CKHS newsletter
• Joint-participation with community events
• CKHS Donor Dash team exceeded goals



Campaign Activities



Quantitative Measurement

• Online donor designations—daily totals

• Monthly DMV designation totals

• Visits to Gift of Life website (donors1.org)

• Referring website(s) to Gift of Life

• Tracking of activity on CKHS website



Qualitative Measurement

• Increased donor activity
• Increased presence of donation information in 

hospitals
• Attitudinal survey of staff and community



Lessons Learned
• Partner with health system with strong 

community outreach program
• Don’t reinvent the wheel; take advantage of 

existing opportunities within health system
• Campaign can have impact on donor 

designation and clinical activity
• Connect to purpose



Hospital Perspective

• How does campaign align with CKHS 
mission?
– Population served
– Existing community outreach

• Suggestions for other OPOs/Hospital 
Systems



Formation of Campaign Team

• Support from hospital leadership
• Discussed campaign during Presidents 

Council meetings
• Empowerment of team liaisons 



Join the Conversation
Interactive Question-and-Answer Session

Press *1 to cue a question or comment

• What questions do you have for our presenters?

• What additional support or information can 
HRSA offer to help your OPO/DLA implement 
a successful local Hospital Campaign?



Group Polling Questions
Press *1 = Yes   or   *2 = No

1. My organization will enroll in the WPFL Hospital 
Campaign.

2. My organization plans to engage our State Hospital 
Association in the campaign. 

3. I would like additional coaching to help roll out our 
local WPFL Hospital Campaign. 

4. I would like to present about our local Hospital 
Campaign on a future WPFL Learning Series Call. 



For More Information

• Mary Ganikos: MGanikos@HRSA.org

• Joy Demas: JDemas@HRSA.org

• Shelly Morningstar: Shelly@akoyaonline.com

• Ann Pfeifer: Ann@akoyaonline.com

mailto:MGanikos@HRSA.org�
mailto:JDemas@HRSA.org�
mailto:Shelly@akoyaonline.com�
mailto:Ann@akoyaonline.com�


Final Remarks

• Join us and enroll in the WPFL Hospital 
Campaign!

• Thanks to our OPO/DLA Partner presenters, 
National Partners, Leadership Team members, 
and all of you for participating today
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