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How It All Began

1. We began by igniting a passion for this enterprise. To do so we educated ourselves, and then you board, about the benefits of blood donation to recipients and the surprising health benefits to donors, too.
2. We discovered the least  known, yet most startling, FACT about donating blood: when someone makes a single blood donation, that donation can help save the life of not just one person, but actually 3 people who could die save for their generosity. 
3. Learning and internalizing this one FACT provided the inspiration to turn our blood drive into not only one of our club’s most significant program, but one of our synagogue community’s most significant programs. Here’s what that FACT has done for our drive:
a. It has animated all our efforts and has taken our club’s blood drive from an average of 50 pints of blood donated annually to an estimated 335 pints this year. Now at the halfway point of this year’s CAMPAIGN TO SAVE 1,000 LIVES we’ve already collected 167 pints (helping to save 501 lives).
b. We’ve been named the Community Blood Drive of the Year by the Red Cross for their Chesapeake & Potomac Region which spans 2 states (click here: Brotherhood-Blood Drive Award.pdf (9K)). 
c. Last year, with only 4 drives,  we ranked #21 out of 647 religious-affiliated drives in our very large region. (click here: Blood Drives-All Religious Organizations.doc) 
d. This year we are on track to jump from #21 to #6 out of those same 647 blood drives in our region. 
e. In the United States Baltimore is second only to New York City in its number of synagogues per capita. That said, this year more than 1 out of every 2 pints of blood donated at a synagogue anywhere in the greater Baltimore area will be donated at our club’s blood drive.
f. Last year we set an all time donation record. In the process we were the largest blood drive of any Jewish institution, synagogue or otherwise, from south of the Hudson River to North Carolina (click here: Blood Drives-Jewish Institutions-NJ to VA.rtf). 
g. This year we are on track to finish at 191% of last year's record. 

How Any Club Can Achieve These Same Results

Our blood drive is a partnership between our club and The American Red Cross.

The Red Cross’s job is to supply: 

1. Phlebotomists
2. Snacks 
3. Beverages.  

Our club’s job is to: 

1. To locate the blood donors within our congregation, as well as those living or working in our “neighborhood.” 
2. Recruit them the donate blood at our drive.
3. Since a donor can give every 8 weeks or 6 times a year, our job is also to get them to want to give more often and do so at our drive (although giving anywhere is as important to us as donating at our drive). 
4. We also educate non-donors to inspire them to become lifelong donors themselves.
5. We try to turn our donors into ambassadors to their 16-and-over offspring, plus to their relatives, friends and colleagues.

Customer Service 

1. In this case the customer is the donor.
2. Objectives: 
a. To assure donors physical & emotional comfort.
b. To make the experience 
i. Fun
ii. Affirming
iii. Meaningful

Marketing

Data

1. We access the following data:
a. Our club’s email database.
b. Our congregation’s email database which we use sparingly.
c. The names, phone numbers & email addresses from the Red Cross for donors living in the primary zip codes where our fellow congregants reside. Ask the Red Cross to also provide you with the number of donations each of those donors has given. That will enable you to target those most likely to attend your blood drive by phone.
i. With this list we can determine which of those donors belong to our synagogue. This enables us to start building a list of donors within the congregation.
d. Over the years we’ve built a database of 220 donors who have attended one of our drives. Our database grows an average of 10 additional donors per drive. By year's end our database will grow to 250 donors going into 2020.
Branding

1. The Chairman of our Chizuk Amuno Brotherhood’s drive is a veteran marketing professional. Early on we branded our donors as members of the Chizuk Amuno Life Brigade (click here: Blood Drive-Pin.jpg. 
2. All the drives have been branded as “Chizuk Amuno Save 3-Lives-in-11 Minute Mitzvah Day Blood Drives.” Within that branding each drive has had its own distinct theme and its own compelling reason for people  to donate at the upcoming drive.
3. Last year our club’s board voted to name our drive for a former president and Blue Yarmulka Man of the year who was, himself an inveterate blood donor have helped saved the lives of up to 300 people over his lifetime of giving. (click here: Hahodesh-December2018-blood-drive.jpg. 

Marketing Vehicles

1. Synagogue’s monthly newsletter.
2. Mentions in Shabbat fliers 2 or 3 shabbats before the drive.
3. If your synagogue sends a weekly newsletter to the congregation make sure your upcoming drive’s featured in within the 14-21 days leading up to your drive.
4. Get on the rabbi or synagogue president’s announcement list the Shabbat morning preceding your blood drive.
5. Phone
a. When we began we made calls to donors belonging to the congregation. That was effective. As we’ve grown and built a viable, growing database we’ve jettisoned the phone for email.
6. Emails
a. Email is our primary vehicle for filling appointment slots. 
b. We market most aggressively the 6 days leading up to the drive. We do a countdown to the event sending emails 6, 4, 2 and 1 day prior to the drive. 
c. Each successive email builds ever increasing awareness and a sense of urgency. 
d. If you can gain access to your synagogue's email database and permission to email to it, we recommend emailing the first day to that list. 
e. Thereafter all other emails should go to your donor and club lists.

Messaging

1. Don’t limit your appeal or even to just your congregation or even the entire congregation. That’s why we position our blood drive as a congregation-wide & community-wide blood drive to maximize the audience we are appealing to. 
2. Below are samples of our email messages. Clubs should study their content to help them produce effective messaging & strategies  to drive donors to their drives.
a. Click here: https://mail.google.com/mail/u/0/?tab=rm#search/blood+drive/FMfcgxwCggCNxZGHZJNzKzvLzwqsqsNs   
b. Click here: https://mail.google.com/mail/u/4/?tab=wm#sent/LXphbRLrghxkrJmtgBrsjTcbMPqJxLqlPKvLmNsJRxB  
c. Click here: https://mail.google.com/mail/u/0/?tab=rm#search/chizukamunolifebrigade%40gmail.com/FMfcgxvwzvGwHNXbVnMCMgWPWXMRtmph
d. Click here: https://mail.google.com/mail/u/0/?tab=rm#search/blood+drive/QgrcJHrhstfnxsTGPhhqpQbfsSPKTFzJDCl

Signage

1. The weekend prior to the next drive we display 2 signs to promote to to-and-from traffic in the synagogues neighborhood. 
a. We also put one sign at the entrance to the synagogue grounds and one at the exit to communicate to all those attending Shabbat services, as well as parents carpooling their children to religious school. Baltimore’s Schechter day school shares the same campus as our synagogue. Our pre-day signage communicates to faculty, parents and school and synagogue staff.
2. On the day of each blood drive we strategically place Red Cross “Blood Drive Today” signs at points within a quarter-mile radius of the synagogue to attract non-synagogue members to that day’s drive.


Team Members/Leadership 

Sign Captain/Team

1. Signage referenced earlier placed strategically within a 1/ 4 radius of the synagogue will bring in an average of 10 walkins from passersby the day of the drive.

Phone Captain/Team

1. Divide names & phone numbers & call people in the congregation to invite them to make an appointment to donate blood at your next drive. 
2. The team members most comfortable making phone calls should fill those roles. They will maximize your return per call.

Data Captain

1. He’s in charge of maintaining your database after every drive. This includes:
a. Reviewing all the email addresses collected by the “Day-of-the-Drive” check-in person see  to update email addresses that have changed for previous donors, as well as add email addresses for people who have never before attended one of your drives.

Messaging Captain/Team

1. Develops the messaging theme for each drive.
2. Creates the emails. 
3. Adapts the same message for your phone calls.

“Day-of-the-Drive” Team

1. Have your day-of-drive team fill the “positions” for which they best suited.
a. A friendly member should graciously welcome and check-in arrivals.
i. In addition, they should ask everyone for their current email address. It’s imperative they print very legibly. At the end of the blood drive those addresses should be given to the Data Captain.
b. Another 1 or 2 friendly team members should be at the ready to deliver drinks to those donors requesting refreshment while donating. They should do whatever they can to make the donor feel welcome and comfortable.
c. After donating blood, donors are advised to sit for 10-15 minutes at the snack table. Their they can regain their equilibrium while enjoying  a snack and water or fruit juice. 
i. One or 2 warm kibitzers should man the snack table.  
ii. One of them should be tasked with signing up donors for the next blood drive while they are enjoying their drink and snack. This should be delegated to the team member who easily builds rapport with others and is able to cheerfully “seduce” them if necessary to commit to an appointment for the next drive. So as not to give the wrong impression, no selling or pressure ever takes place to secure those appointments. The best way to illustrate what we’re saying is the difference between our drive’s chairman and his wife. When he began signing up donors at the snack table for the next drive he initially averaged 22 signups for the first 2 or 3 drives. As time went on 22 became 19; then 18; and thereafter consistently plateaued at an average of 17 signups drive after drive. Then the morning of one of the drives 18 months ago the chairman awakened with a fever. His wife substituted for him that day and something remarkable happened. That day she substituted for him she came home at drive’s end apologizing she had only signed up 34. He realized then and there that her infectious, cheerful personality enabled her to sign up 17 more people, or double the number he was averaging. That day, though the blood drive is a brotherhood sponsored program, he asked her to be his co-chair. From then on her job is solely  to be herself  at the snack table. Her contribution alone has increased our donation average a full 50%.  At our last drive she signed up 38 people for the next drive in July.  Plus she got 10 of those who’d be away on vacation in July to sign up for the following drive in September. She totalled 48 signups that day compared to his 17. The difference was simple: her personality, attitude, expectations. That’s why you must assign the team member who best approximates those winning qualities she organically possesses to fill that most crucial job.

How Our Drive Has Evolved

1. For decades our brotherhood sponsored 2 blood drives per year. 
2. In 2014, we doubled the number of drives to 4 per year, all motivated by stressing that 1 “save up to 3 lives with one donation” FACT. 
3. We tried for years to get to 6 but getting a date that worked with the Red Cross, the synagogue and the nearly 1 month of Jewish holidays every Fall, kept us to 5 drives the last few years. Last year, due to a schedule mishap we had to push our December 2019 drive into early  January 2019. This enabled us to hit 6 drives this year for the first time. More importantly it allows us to easily schedule 6 drives every year going forward. That means we’ll be able to an additional 10 drives over the next decade. Based on our current donation rate we’ll  collect about 1,000 additional donations helping to save up to 3,000 additional precious lives over those 10 years compared to what we would have accomplished at our former 5-drive/year production.
4. This year, instead of treating each drive as it’s own campaign, we announced a theme for the entire 6-drive year. This year’s theme: The 2019 Campaign to Save 1,000 Lives. 
5. This yearly architectures serves us many ways:
a. We have a target that excites & motivates us.
h. That target also animates our growing community of donors. They feel invested in a group effort to accomplish something significant, as well as being an integral part of a significant & meaningful endeavor.
i. Every year going forward we’ll increase our yearly goal.

Postscript 

1. If all this sounds very complicated it’s really not. Our team is often just 3 people who divvy up all these responsibilities. It has been done with as few as 2 people. In our case most of the messaging, emailing, signage & coordination with the synagogue’s marketing person, in other words every function leading up to the day-of has been a one-man job. But more is better and merrier. Literally!
2. FUN is a large part of blood drive experience. An ever-growing family of donors has grown up around our drives. Donors articulate that they enjoy the infectious, positive energy emanating from our team. But the dynamic of our drives are very symbiotic, a 2-way street with the team nourished & inspired by the many generous, selfless donors many of whom are on personal missions to make a difference in the lives of people in need they don’t even know. See for yourself:
a. Baltimore’s Krieger-Schechter Day Headmaster addresses the entire congregation with a D’var Torah about our blood Drive
i. Click here: https://vimeo.com/322314864
b. Click here: IMG_9001.jpg
c. Click here: MG_0919.jpg 
d. Click here: MG_4500.JPG

A Parting Offer To All FJMC Clubs

This email from Baltimore’s Krieger-Schechter Day School Founder & Head-of-School Emeritus explains the high priority Judaism places on blood donation. 
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Warren,
What a wonderful mitzvah you do!
Pikuah Nefesh, saving a human life, is at the very top of the list.
Many thanks,
Paul

The encapsulates why we do what we do and hope as many other FJMC clubs as possible will do, too.

Rather than reinvent the wheel any club is welcome to use our emails. In fact, we will gladly turn our most effective emails into fill-in-the-blank templates. That way what might take have taken us 5 hours to create can take any club just minutes to make their own. 

This will give any club a 6 year head start on where our club was when we started. We would have given anything to cut 6 years off our learning curve. Now any club can start where we are right now and begin helping to save hundreds of lives in their community beginning with the 2019-2020 club year.
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