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Plan Summary 
The UNC-Chapel Hill Chapter of Be The Match On-Campus (a subset of the Be The Match National 
Foundation) approached public relations students to help them recruit students – particularly minorities 
- for the National Bone Marrow registry.  This relatively new, small campus organization competes for 
student attention with more than 800 other student groups.  
 
Research:  

 Secondary – About bone marrow  registration:  
o Unlike blood donations with a handful of blood types, marrow recipients and donors are 

matched based upon DNA indicators, and racial and ethnic background play key roles in 
the matching process. 

o The prime registration ages are 18-44, making college students an ideal pool 
o Statistically, 1 out of 548 people who register with the National Bone Marrow registry 

are called to donate. 

 Survey results:  
o Only 5% of survey participants knew of the campus chapter. 
o 41% said they were afraid to become a marrow donor because the pain associated with 

the procedure. 
o 42% said they were not registered donors because they didn’t know what the process 

entails. 

 Participant observation – student intercept and event presentation 
o Students at a presentation had more time to process the info vs. intercept 
o Volunteers need “elevator speeches” to efficiently interact with students through 

intercept 
o Volunteers easier to identify and speak with at structured event. 

 
Planning: 

 Research pointed to the need for easy-to-read materials and a simple tagline to engage 
potential donors, particularly minorities.  

o Target audience: The two minority segments selected for focus are undergraduate 
Hispanics (7.1% of enrollment) and undergraduate Asians (12.4% of enrollment) 

 The strategy is to form relationships with Hispanic and Asian campus groups, recruit opinion 
leaders, host bone marrow matching events with these campus groups (based on research 
showing the value of small-group interactions.  

 Objectives include increasing name recognition among this audience by 20% in one semester, 
and garner at least 15 minority student registrants by the end of the spring semester.  

 Tactics include bone marrow typing drives with Hispanic and Asian student groups, hosting a 
film/Q&A event, improve social media posting, following, and sharing, garner news coverage of 
events, craft elevator speeches for volunteers, and unveil #SwabRight on social media to 



increase name/purpose recognition and provide a fun and engaging way to interact with 
students (See plan below) 

 Budget – as a small student organization, finances are severely limited.  The plan reflects $130 
budget for signs, handouts, and food (a major student draw!) for one semester.  

 
Execution: 

 Although the student plan is proposed and generally not fully implemented in a semester’s time, 
the team was able to execute a few of its proposed tactics: 

o Provided Be The Match On-Campus volunteers with sample elevator speeches (see plan 
below) 

o Garnered TV and radio news coverage of a student’s bone marrow donation.   
 Hear radio story, “Marrow donations  help save lives,” Oct. 9, 2015, at  

http://carolinaconnection.org/2015/10/volunteers-become-last-hope-for-
others/  

 Watch TV story: “Cheek Week at UNC,” Sept. 30, 2015 – 
http://carolinaweek.org/show-archive/fall-2015/september-30-2015/  (at 
11:22minutes)  

 
Evaluation: 

 Post-campaign survey to ascertain level of name/purpose recognition of the UNC-Chapel Hill 
chapter of Be The Match On-Campus and how well misperceptions were addressed.  

 Track the number of donor registrants among the Asian and Hispanic target audiences. 

 Social media analytics to determine the acceptance and sharing of the #SwabRight tagline.  
 

  

http://carolinaconnection.org/2015/10/volunteers-become-last-hope-for-others/
http://carolinaconnection.org/2015/10/volunteers-become-last-hope-for-others/
http://carolinaweek.org/show-archive/fall-2015/september-30-2015/
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100-word summary: 
 
The UNC-Chapel Hill Chapter of Be The Match On-Campus approached public relations students 
to help them recruit students – particularly minorities - for the National Bone Marrow registry. 
The 18-22-year-old demographic is the ideal pool for bone marrow donors.   
 
Based on survey, focus group and participant observation research, we proposed the #Swab 

Right campaign, harnessing the popularity of the dating app, Tinder, which uses the hashtag 

#Swipe Right, as a way to develop relationships with Asian and Hispanic stakeholders. We 

recommend partnering with well-established minority student organizations who represent the 

ages and race/ethnic groups desired. (See full plan that follows) 

 



#SwabRight
A strategic plan for UNC-CH chapter 
                  of  Be The Match On Campus

Gabriel Maisonnave | Rachel McMahan



Executive Summary
As part of the strategy to reach younger potential marrow donors the Be The Match On 
Campus initiative was born. UNC’s chapter, Be The Match UNC, works to add more 
students to the National Marrow Donor registry throughout the academic year. On a 
college campus with over 800 student organizations trying to grab the attention of every 
student, this task has become more complicated every semester. To add to this complica-
tion, the National Marrow Program is in need of very specific profiles to be added to the 
registry, in particular students from with diverse racial backgrounds.  

The main issue is that only 5% of the students surveyed have any knowledge of the organi-
zation; furthermore, almost half of the students expressed fear of pain 
associated with the procedure resulting in not signing up to become donors.
 
We concluded that UNC student’s lack of awareness of the organization’s existence and 
purpose, a fear of a painful procedure and a sporadic communication strategy are the 
main factors hindering Be The Match UNC’s success.
 
The following plan is an initial approach to overcome the fundamental roadblocks Be The 
Match UNC is currently facing and increase the diversity of the registry by 
working within the Asian and Hispanic communities to recruit supporters and volunteers.

Our strategy harnesses the popularity of a the dating app, Tinder, to reach our 
college-aged audience, strategically engage key partners and encourage Be The Match 
UNC volunteers to take a more proactive approach and seize each opportunity to form 
relationships with major stakeholders.
  
With the #SwipeRight campaign as a backdrop of a comprehensive and
multi-faceted plan, the organization will be able to quickly engage with its audience 
presenting a humorous theme that is already familiar to them that is being used in a differ-
ent context.

Moreover, by partnering with well-established and positioned minority student 
organizations Be The Match UNC will have access to new pools of students that fall specifi-
cally in the age range and ethnic group desired by the National Donor Marrow program.

Lastly, working internally with the Be The Match UNC volunteers and executive board in a 
strategic re-branding effort will allow them to rediscover the mission and vision of their 
organization, and more importantly, the passion that makes them want to work for this 
cause. Equipped with elevator pitches and patient or donor-specific stories, every single 
volunteer will be able to transmit this passion effectively to other students, staff, and even 
media outlets.

We envisage that within one year the Be The Match UNC chapter will have 
developed the tools to increase name and purpose recognition among minority students, 
to displace prejudices about the procedure being painful and to have add more members 
from this minority groups to the bone marrow registry. 
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Background
Be The Match National Foundation

Be The Match®, operated by the National Marrow Donor Program® (NMDP), is a nonprofit 
organization that’s dedicated to helping every patient get the life-saving transplant they 
need. As trusted leaders in advancing treatments for those facing life-threatening blood 

cancers, we provide the ground-breaking research, innovative technologies, patient 
support and education that save lives.

Founded in 1987, Be The Match is non-profit organization committed to helping people in need of 
marrow transplants find donors. Since its origin, the organization has added 12 million participants to its 
registry and facilitated over 68,000 marrow and cord blood transplants. Be The Match funds medical 
research on blood cancers and other blood diseases and transplant-related expenses, but its main focus 
is growing the list of potential donors for the National Marrow Donor Program (NMDP).  Since stem cells 
from younger people result in more successful transplants, Be The Match recruits donors between 18 
and 44 years old and people are removed from the registry once they turn 61.

Be The Match On Campus: UNC Chapel Hill Chapter

Since college students fall within the ideal age range to join the marrow registry, 
the national Be The Match foundation launched Be The Match On Campus. This 
effort allows satellite organizations on university campuses across the United 
States to fundraise and grow the registry through student-led initiatives. So far, 
there are more than 100 campus chapters. Be The Match’s goal is was to provide 
training and planning tools for these student-run organizations so they could func-
tion autonomously.

In spring 2014, UNC began it’s own Be The Match On Campus chapter that has raised $2000 for the national 
organization and added hundreds of students to the marrow registry. The student group currently has 20 to 25 
core volunteers fundraising for the national organization and organizing typing events to increase the number 
of young, diverse individuals on the registry. An executive board and two co-presidents, Carson Arthur and 
Shannen Grainer, lead the UNC chapter of Be The Match, receiving support from Betsie Letterle, a community 
engagement representative in North Carolina. 

UNC’s Be The Match On Campus chapter is given $200 from the national organization and swabbing kits 
in addition to some marketing tools like banners and t-shirts. This year, the student-led organization 
hopes to host 2 typing events per month, kicking off the fall semester with “Cheek Week” from Septem-
ber 27 to October 2.



SWOT Analysis

ST
RE

NG
TH

S
- Good Cause
- It works
- No Cost
- Easy Registration (Painless)
- Support from National Chapter
- Organizational Structure
- Young volunteers (Sustainability)
- Outreach Executive Position

Good Cause: Based on the survey conducted and informal interviews with students around 
campus, most people, if not everyone, considers Marrow donation as a good and worthwhile 
cause and some of them would be willing to enter the registry.

It works: There are several stories of patients who have received a donation and that saved their 
lives, included the Be the Match UNC Co-president Carson Arthur. This stories can be used to 
promote the organization and increase awareness.

No Cost: all costs of the donation are covered by the recipient's insurance, therefore from the 
donor side, this a completely free procedure.

Easy Registration (Painless): To enter the registry all is needed is a medical form that is filled at the 
moment and a cheek swab. It’s an easy process and it doesn’t take much time.

Support from National Chapter: The chapters on campus, depending on their size and activity, 
receive different kinds of support; from a website to marketing material and financial support (up 
to $200) for the local chapter to be able to carry out its activities. Moreover, the Community 
engagement representative Betsie Letterle closely monitors and helps local chapters in everyday’s 
activities.

Organizational Structure: Even though they are a student based organization, they received guide-
lines from the local chapter on how to structure their organization in an efficient manner. With an 
executive board and clear job descriptions, the chapter is structurally well-organized.

Young Volunteers (sustainability): Arthur Carson, the co-president of Be the Match, is currently a 
sophomore, which ensures at least two more years of activity inside the organization as he 
              remains enrolled at UNC and he will be able to carry the know-how of previous years   
                    with him to future members thus helping the organization’s sustainable development.

                              Outreach Executive Position: As part of the organizational structure, there is an 
                              Outreach Executive position in charge of reaching out to other organizations on 
                              campus and local businesses to increase brand awareness and develop joint 
                              projects.
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KN
ES

SE
S

- High Number of registrations needed for a 
Match
- Inability to compete with widely spread   
misconceptions
- People’s awareness (brand Recognition)
- Information Heavy
- Weak Communication (Small audience)
- Outsourcing of Promotion
- Only two minority organization members
- No Financial Autonomy
- Weak historical records
- Lack of strategic planning

High Number of registration needed: Success stories are the most compelling when trying to get the media’s 
attention. Since statistically 1 out of 548 people who registered are called back to donate, the odds of finding 
this success stories inside the UNC chapter are pretty low. 

Misconceptions: Most of the misconceptions about the procedure and how painful or not it might be comes 
from mainstream media and prime-time TV shows. Since the reach of Be The Match on Campus is very limit-
ed, they cannot fight the spreading of this misconceptions.

People’s awareness: As shown in the survey conducted, the brand awareness is extremely low for Be the 
Match in general (18%) and even more for Be the Match UNC (5%)

Information Heavy: Even though signing up for the registry is easy, it’s a long term commitment and people 
need to be aware of what they are committing to. This means giving out a lot of information about a medical 
process, information that can be difficult to understand sometimes by people with no medical background or 
low IQ.

Weak Communication channels: The audience of Be the Match UNC on social media is extremely small, with 
93 likes on Facebook, 44 followers on twitter, 26 followers on Instagram and arbitrary and spread out posts, 
the online presence of the organization is weak,

Outsourcing of Promotion: when hosting a typing event in partnership with another organization, the promo-
tion of the event is done mainly through the partner organization, leaving out a chance to build brand aware-
ness.

No Minorities volunteers: Even though the chapter seeks to enlarge the number of minorities represented in 
the marrow registry, there are no minorities among their volunteers, making it more difficult to tap into this 
volunteer’s social circles and thus increasing the chances of minorities showing up at the typing events.

No Financial autonomy: All the money raised by the local chapter is sent to the National office, making it 
more difficult to become financially sustainable and invest in much necessary branding strategies.

Weak historical records: Just this year they have added a historian position in order to keep 
records of the number of people who have signed up to be in the registry and the number of 
people who have shown up at the different typing events.

Lack of strategic planning: There is an idea of what events to go to, but there is no annual plan-
ning done at the beginning of the year.
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RT

UN
IT
IE
S

- Students like to do good
- Active Minority groups on Campus (Latino 
initiative)
- Human Faces
- Communication Channels
- Events with Other Universities

Students like to do good: If the cause it’s good and it’s well explained, most students will 
most likely want to join.

Active Minority groups on Campus: Minority groups on campus are well organized and very 
active. From the center for Minority excellence, to specific groups such as the Latino Initia-
tive to minority fraternity and sorority houses, it is very easy to identify them and reach 
them.

Human Faces: There are stories around campus to be told. Both of people who have donat-
ed or have been a recipient or know someone who has been a recipient, those stories are 
the best way to fight against the misinformation and misconceptions.

Communication Channels: Social media and the different school’s listserv are cost-efficient, 
easy-access communication channels that need to be more exploited.

Events with other universities: With the chapter at NCCU and Duke, Be the Match UNC has 
the opportunity to co-sponsor events, which would reduce costs, increase revenue and raise 
brand awareness in the area.

Minority Holidays and observances: Minorities on campus hold different events on different 
times of the year to honor their heritage; this are great opportunities to reach out to this 
groups, help them in their events and be present as Be the Match representatives on 
campus.
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TH
RE

AT
S - Time Consuming / Long-term Commitment

- Multiple other student organizations
- Religious Beliefs
- Donor Fatigue
- Myths about donation pain

Time Consuming/Long-term: In the long run, students might be called to donate several 
years after they have signed up and their schedule might have changed making it 
impossible to be a donor.

Multiple other student Organizations: It is hard to catch the attention of students at 
UNC when there are several organization trying to do the same thing at the same time. 

Unless Be the Match UNC is able to show why it’s different from all the other organiza-
tions, it will be hard to attract more and new students.

Religious beliefs: Minorities tend to be more religious and more strict in their beliefs; 
when looking to increase their participation in the Marrow program, those beliefs 
might prevent them to go forward, especially if they involve blood transfusions of any 
sorts.

Donor Fatigue: There are several drives around the year asking students to participate 
and donate either blood or another bodily fluid or part, thus creating a sort of donor 
fatigue.

Research Methods
Secondary research revealed that the national Be The Match organization gets media coverage when 
there are personal stories to tell. Whether those are stories of sick patients who cannot find a donor, 
long-awaited successful transplants or transplant recipients and donors meeting for the first time since 
the procedure, the stories that get picked up by media outlets use human emotion to bring light to the 
need to grow number of volunteers on the registry and conquer life-threatening blood 
diseases.

A common topic among media coverage and Be The Match materials is a need to diversify the marrow 
registry. Marrow recipients and donors are matched based upon DNA indicators, and racial and ethnic 
background play a key role in the matching process. The problem accompanies that piece of knowledge 
is that the majority of volunteers on the registry are Caucasian. This leaves people of all other ethnic 
and racial backgrounds at a disadvantage for finding a match. Superior Court Judge Carl Fox, who is an 
African American, is a prime example of a non-Caucasian individual who has yet to find a match. Anoth-
er example gleaned from news coverage is Sofia Trujillo, a young girl in Illinois 
awaiting a match, who is part Filipino, Spanish, Irish and Italian. 

Secondary Research

1  http://www.dailytarheel.com/article/2015/10/orange-county-goes-silent-for-carl-fox
2  http://www.chicagotribune.com/news/ct-bone-marrow-mixed-race-met-20150911-story.html
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The following charts pulled from Be The Match resources show the 
national marrow registry’s makeup and the likelihood of a patient finding 
a match broken down by race and ethnicity.

Survey

A 24-question survey was distributed to a 300-student introductory-level 
journalism class, JOMC 101: Media revolution: From Gutenberg to Zucker-
berg, as well as a small, higher-level 
journalism class, JOMC 446: Global Communication and Comparative Journal-
ism, with 20 students enrolled.  Of those individuals, roughly 180 students 
took the survey—this does not mean that all 180 answered every question 
because participants had the option to skip 
questions. In fact, less participants answered the questions at the end of the 
survey.
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We examined the answers to six of these questions relating to brand awareness, misconceptions 
about the donation process and commonly used communication channels.

Only 5% of survey participants knew of UNC’s Be The Match On Campus 
chapter.

41% of survey participants said they were afraid to become a marrow donor 
because the pain associated with the procedure.

42% of survey participants said they were not registered donors because they 
didn’t know what the process entails.

Survey participants said they received most of their information about oppor-
tunities and activities on campus from emails (78.33%); friends, colleagues 
and classmates (64.17%); Facebook (54.17%) and ListServs (54.17%); then 
displays in the Pit (46.67%).

 65.18% of survey participants preferred to receive information about 
marrow registry events via email.

In-Depth Interview with Co-President
On September 27, 2015, a 40-minute-long interview was conducted with UNC’s Be The Match co-presi-
dent, Carson Arthur, to obtain a deeper understanding of how the student group is organized and oper-
ated. This interivewArthur also revealed what he perceived to be strengths and weaknesses within the 
organization.

Currently, UNC’s Be The Match relies on word of mouth and printed flyers as vehicles of communication 
because it has a small online following. With that said, the organization does have accounts on Face-
book, Twitter and Instagram as well as a profiles on the university’s student organization website and 
Be The Match On Campus main site. Unfortunately, those accounts do not have many followers and are 
not often utilized—the organization wants to change this.
 - Twitter: 45 followers
 - Facebook: 94 likes
 - Instagram: 26 followers

Be The Match UNC has 20 to 25 active members, which is good for a fairly young student group on 
campus. Arthur noted that some of the organization’s troubles stem from its members being spread too 
thin when it comes to bringing typing and fundraising events into fruition.

A final major highlight from the interview, is throughout this school year and Arthur’s remaining years 
at Carolina, he hopes to achieve better long-term strategic plans for Be the Match UNC. He noted that 
they lack this type of long-term framework but hope to change this in the future.

Ehtnographic Study at Be The Match On Campus Event

On September 28th Be the Match on Campus held two typings events at different locations 
around campus as part of their “Cheek week” and to commemorate the ending of blood 
cancer awareness month. We were present during both of those events and we were able to 
gather the following observations:

With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
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Typing Event in The Pit

This event was held at the Pit, which is considered to be one of UNC’s most 
popular gathering places for students and a heavy transit area in between 
classes. We arrived at 12:30pm and 2 volunteers were sitting by a table with a banner that read 
“Be the Match” hanging on the front. At that moment no students were approaching the table. 
We stood there for 5 minutes before asking the volunteers what would be the most busy time 
according to their experience and we were told that in between classes they were
expecting more people to show up.

We returned at 1.15pm, when most of the students were either walking to their next class or 
going to get something to eat at the various dining places around the pit. The first thing we 
noticed was that over 100 people walked by in less than 5 minutes, meaning that the location 
chosen for this typing event, at first sight, seemed correct. After observing for 15 minutes we 
saw several people walking by or near the table but none stop or were stopped by any of the 
volunteers to explain what the organization was about. They took a more passive approach and 
waited for people to come to the table and ask what was “Be the Match”. For the period of time 
spent there, we observed only one person filling up a form to join the registry.

Typing Event at Alpha Phi Omega Chapter Meeting

This event was part of a larger event held by the Alpha Phi Omega fraternity at UNC. At a first glance, over 100 
people attended this event, which agains, means that it was a correct choice to have a typing event at this 
location. A group of Be The Match volunteers accompanied by the community engagement 
representative Betsie Letterle arrived at the meeting. They were introduced by an APO member and both 
Co-Presidents Carson Arthur and Shannen Grainer took the stage.

With a slide containing information regarding the organization and the process of bone marrow donation 
itself as a still image in the background, Carson Arthur proceeded to explain the process of bone marrow 
donation and his personal experience as a recipient. He particularly addressed the topic of pain and misrepre-
sentation on mainstream media. Later on another representative took the stage to follow up with what 
Carson was saying, mentioned Matt Renn’s stem cell donation the week prior to the event and how he didn’t 
require any recovery as a way to build on displacing prejudices about pain; and continued explaining how the 
cheek swab worked. 

The community engagement representative answered a couple of questions from the audience, in particular 
in regards to where the procedure would take place and who would cover the costs and after that, they 
handed out sign-up forms and set up 2 tables on stage, one to receive the form and check eligibility and the 
second one to do the cheek swabs and gather the DNA samples. The crowd seemed pretty receptive and most 
everyone at least took a form with them and several students stayed to have their cheeks swabbed.   
         They registered around 60 students at that event.

With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.



Conclusions from Participant Observations

After having participated in a more massive, structured and organized event such as a the 
drive at the APO chapter meeting and the more informal, fast-paced, less organized event 
at the pit, we are able to draw the following preliminary conclusions:

Students walking by the pit don’t have a lot of time to stand and listen to a 
speech about the organization and why they should sign up, they need to 
have that information beforehand

As a volunteer there is not much added value to the organization and to their 
own professional development to just sit on a booth staring as people go by

It is necessary to work on “Elevator speeches” and train volunteers participat-
ing in this fast paced events to pitch the gist of Be the Match in a clear, clean 
and quick way as students walk by

It should be easier to recognize volunteers and the organization in order to 
increase brand awareness.

People are less likely to stop at the pit unless something catches their eye

A more active role from the volunteers is needed to attract more people to 
the booth

More structured events where volunteers have the chance to explain in-depth 
the organization and the process are more effective

The use of personal stories seemed to have had more effect on the second 
event

 Students have more time to process what they are signing up for during more 
structured and organized events

The presence of national/regional representatives seems to add a layer of 
trust to the process.

Readability Test
To determine the ease of understanding of Be The Match website for the target audience we conducted the 
Fog Index readability test. We selected a random paragraph of their national website and the Be the Match 
on Campus website. 

“For patients diagnosed with leukemia, lymphoma and other life-threatening diseases, a bone 
marrow or cord blood transplant may be their best or only hope for a cure. Yet 70% of patients who 
need a transplant to do not have a matched donor in their family. They depend on Be The Match® 

and our supporters to find a match to save their life. We also provide one-on-one support to 
patients and their families throughout the transplant journey.”

From National Website:

Words: 76
Sentences: 4

“Big Words”: 11
Average sentence length: 76/4= 19 words

Percentage of “Big words”: (11/76)*100= 14,47%
Fog Index: (19+14.47)*0.4= 13.38

With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
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Be The Match on Campus Website:
“Marrow transplant doctors request young donors over 90% of the time for 

their patients.
While young donors are best for patients, they are the least likely to be 

committed to saving a life if called as a match. Racial and ethnic minority 
patients are less likely to find a marrow match compared to Caucasian 

patients.” Words: 55
Sentences: 3

“Big Words”: 8
Average sentence length: 55/3= 18.33

Percentage of “Big words”= (8/55)*100= 14.54
Fog Index: (18.33+14.54)*0.4= 13.14

As is apparent from the results, both the National website and campus chapter require at least a 13th 
grade level of reading ability. Making it difficult for the target population to find the necessary i
nformation, specially when considering that most Hispanic/Latino and Asian communities only have 
english as their second language. 

Literture Review
There’s been plenty of research on the topic of minority representation in the Marrow Donor National Program 
(Ballen, K.K., Hicks, J., Dharan, B. et al. (2002), Onitilo, A.A., Lin, Y.H., Okonofua, E.C., Afrin, L.B., Ariail, J. & Tilley, 
B.C. (2004), Switzer, G.E., Dew, M.A., Stukas, A.A., Goycoolea, J.M., Hegland, J. & Simmons, R.G. (1999), Johan-
sen, K. A. (2008)) and even though most of the studies focus on the African-American community (Smith 
Glasgow, M. E., & Bello, G. (2007).) there are some parallels that can be drawn and can be useful to illustrate 
the under-representation of the Hispanic/Latino and Asian communities in the Marrow Donor National 
Program.

The motives for donating have also been thoroughly documented (Beatty, P. G., Atcher, C., Hess, E., Meyer, D. 
M. and Slichter, S. J. (1989), Briggs, N. C., Piliavin, J. A. and Becker, G. A. (1986), Schimmel, M. (1992), 
Cacioppo, J. T. and Gardner, W. L. (1993)). Six motives have been identified in the recruitment and education of 
potential bone marrow donors (Switzer, 1997):

- Empathy Related Motives
- Exchange Related Motives
- Normative Motives
- Idealized helping motives
- Positive Feelings motives
- Past experiences motives

Smith Glasgow and Bello, through focus groups conducted with African-Americans aged 
between 16-60 years old and able to understand, read and write in English; identified 3 main 
factors related to the intention of not-donating bone marrow, those being “Fear or not 
trusting”, “external influences” and “concerns about resources”. On the other hand, the same 
study identified that “helping others”, “approval of people” and “value of knowledge” 
correlated in a positive way to the intention of donating bone marrow.
Although we could infer that the Hispanic/Latino and Asian communities have the same 
motivations, fears and preconceived notions about donating bone marrow, it is impossible to 
affirm without further research into this specifics groups.

With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
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Moreover, in the 2002 Government Accountability report to the US. Congress on Bone Marrow 
transplant recognizes that over the past 20 years the National Marrow Donor Program has 
succeeded in increasing the number of donors, including minorities groups, but recognizes that 
“(...)  equal access to a match may not be attainable. Differences among racial and ethnic groups 
in the rarity and variability of the genes responsible for compatibility in transplants may mean 
that the Registry cannot achieve equal probability for all groups.” (Health Resources and Services 
Administration (2002))
 
All in all, surpassing the factors that impede Hispanic/Latino and Asian communities and increas-
ing the number of people who register into the National Marrow Donor Program seems to be 
still the best course of action.

Strategic Planning
Target Audiences

Undergraduate Hispanics

2015 Undergraduate Population:
 7.7%; 1,422 students

2015 Total Population (undergrad + graduates + 
professional): 

7.1%; 2,072 students

Undergraduate Asians
2015 Undergraduate Population: 

11.7%; 2,163 students

2015 Total Population (undergrad + graduates + 
professional): 

12.4%; 3,614 students

Aims

Increase the number of minority students who register to be a bone marrow donor

Increase awareness of the need for more diverse registry members

Objectives
Increase name and purpose recognition of Be The Match On Campus Chapter at UNC among minority 
students by 20% in one semester. 

Displace prejudices about bone marrow donation procedure being painful by 30% in one semester. 

Increase the knowledge about bone marrow donors and recipients at UNC by 20% by the end of the fall 
semester. 

Encourage 15 minority students to fill out a form and be willing to have their cheek swabbed 
attyping events held at UNC this semester. 

With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
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Strategy

Form relationships with key Hispanic and Asian student groups on campus.

Develop channels of communication with 3 minority organizations on campus.

Identify and recruit opinion leaders in the Hispanic and Asian student 
communities to encourage minority students to attend registry events.

Tactics

Partner with Hispanic and Asian student group for typing drives.

Film/Q&A Event

Better utilize UNC Be The Match social media accounts and website to communi-
cate with students

Develop a series of story messages to share on social media

News coverage of Be the Match events

Develop “Elevator speeches” for Be The Match group members

Action Plan
Elevator Speech

Forbes defines an “elevator speech” as “giving a synopsis of your business in a condensed version – 
short enough to get your concept across to a person in the time between floors in an elevator”. As 
simple as it might initially sound, actually coming up with an effective, thirty seconds or less, clear 
and concise way to explain your organization to your different audiences is one of the most difficult 
tasks any non-profit faces.

When trying to get the attention of hundreds of students between classes or just wandering around 
a campus event, it’s essential that every Be The Match On Campus volunteer is able to 
           pitch the core concepts of the organization to the different target populations.

                             Even though we provide an example of an “Elevator Speech” that can be used at 
                             upcoming events, it is our recommendation that the executive team of Be the 
                             Match On Campus revisit this concept and come up with their own speech by 
                             answering the following questions:
               - Who is your target audience? 
               - What do they care about? 
               - Why should they do business with you? WIIFT? 
               - What do you do? 
               - What results do you provide? 
               - What are you selling? (How do you want people to feel when they work with you?) 

               - What spins your jets about your business? 
               - What do you do better than anyone else? (What is your 
                  specialty?) 
               - What would your best clients/customers say about you? 
               - Can you give an example of one successful project? 
               - What do you want people to remember about you and your service?

When answering these questions, it is important to go beyond facts and figures. Think 
about what people feel like, what people care about, what moves people, etc…

As a general guideline:

- Identify your goal
- Explain what you do
- Communicate what makes you different (Unique selling points)
- Engage with a question
- Put it all together
- Practice

Example Process & Speech

Target audience: UNC Students 
There is no practical differentiation between Caucasian/White and Hispanic/Latino/Asian communities in 
a cold approach to introduce the organization. The differentiation in this case should be done not in the 
elevator speech, but instead in the follow-up information.

“Do you know about the UNC senior that saved someone’s life with a cue tip?”
“How would you like to become a hero in just 5 minutes?”
“Saving someone’s life would look really good in your cv, and it doesn’t cost you anything to do it!”

Once you got the attention of the students, then the message can be differentiated depending on your 
audience

Asian Community

“A half filipino, half hispanic 6 year old girl named Sophia is in need of a bone marrow transplant and her 
best chances of a match are young people with asian heritage, would you like to swab your cheek to see if 
you can help saving her? It doesn’t take more than 5 minutes and it’s free of cost”

           Hispanic Community
                              
                                  “A mother of seven is battling leukemia in Arizona and because of her hispanic 
                                  heritage it’s been really hard to find a possible bone marrow match, you could be that  
                                  person’s only chance to see her kids grow up and it doesn’t cost you anything or take 
                                  more than 5 minutes. Would you like to have your cheek swabbed and see if you are 
                                  her match?”

                 At this point, the student should have more questions that the volunteer should be ready and 
                 informed to answer and clear any doubts as they walk over to register.

Target audience: Campus organizations that work with minorities

“We help cancer patients find a marrow match that could save their lives with a 
cheek swab. Does your organization work with a similar non-profit already?”

“We are looking for ordinary people that can do extraordinary things, we are looking 
for heroes. Does your organization have some?”

“Members of your organization could be someone’s last hope for a cure.”

The purpose of this elevator speech is to engage with the organization and get them to allow 
Be The Match to participate in their different events. In most scenarios volunteers would have 
more time to explain and elaborate on the organization, but it would be convenient to have an 
elevator speech prepared in case of a networking event or meeting with limited time.

In order to boost brand awareness and the organization’s reach it is important to capitalize on the events 
that were planned at the beginning of the year. The organization should also be ready to act on its feet 
and take advantage of those 
unpredicted events that could increase the 
organization’s media profile. For example, 
earlier this year, the discovery that a student 
who had participated in a typing event on 
campus last spring was a match for a patient
 and later donated stem cells at UNC 
Hospitals posed an excellent example of the 
latter. 

Finding the Story in the News
As devoted members of an organization and
 true believers of what it stands for, it can be 
frustrating to see that not everyone in your 
school, class, and even social circles understands the importance of the work your organization does and 
are not always willing to contribute or participate. When pitching a story to news outlets that receive 
hundreds of stories every day, having the ability to catch their attention and make them interested in your 
cause is of the utmost importance and where most organizations fail. While numbers and figures 
          might seem the quickest way to explain your organization’s impact, they are not, by far, the most 
                  interesting or effective way. News outlets, as well as your school, class and social circles, 
                          respond to emotions. If you are not able to make them feel anything, they’ll probably 
                               forget about you and your story as soon as you leave the room.

                           NBC’s anchor Bob Dotson says

“The best kind of story is not what shows or tells you, but helps you experience [...] If you don’t touch any 
emotions in your story, then what is your story?”

               When the story about Matt Renn’s stem cell donation came out, it was featured by two local 
               media outlets, Carolina Week, a weekly award-winning student produced TV newscast, and 
               Carolina Connection, a weekly award-winning student produced radio newscast. In both 
               instances the stories featured relevant information that helped raise awareness to Be The 

               Match’s brand and helped displace prejudices, but were centered 
around the idea of a normal student being a hero and saving someone’s life, 
making the audience feel like they could also be that hero.

                                                                                        Identifying Talking points
                                                                                     While reaching the reaching the general
                                                                                     public throughgetting the attention of 
                                                                                     news outlets is the cornerstone of 
                                                                                     media appearances, knowing what
           information you want the public to know 
           requires an in-depth knowledge of the 
                                                                                     organization as well as a clear picture of your 
                                                                                     organization’s objectives and goals.

                                                                                     For the purpose of increasing name and purpose 
                                                                                     recognition of the Be The Match On Campus Chapter at 
                                                                                    UNC, displacing prejudices about the bone marrow 
                                                                                     donation procedure being painful and increasing the 
                                                                                     knowledge about bone marrow donors and recipients at 
                                                                                    UNC we’ve identified the following talking points:
- Be The Match UNC is a student-based organization on campus
- Cheek swab, or typing, events are held on specific and predetermined dates
- Joining the registry only requires a cheek swab and some background information
- Of those registered, only 1 in 548 people actually donate marrow or stem cell
- In most cases (80%) the procedure is the same as donating platelets
- UNC students that have donated were back in school the next day
- It doesn’t cost anything to register or to donate 

We have developed a News Release template (appendix X) that could be used to inform all news outlets of 
upcoming and recent events or stories related to Be The Match on campus. Moreover, we have included 
links to the stories featured in Carolina Week and Carolina connection thanks to the coordinated effort of 
Be the Match volunteers and the PR foundation class.

Carolina Week Show: http://carolinaweek.org/show-archive/fall-2015/september-30-2015/
Carolina Connection Story: http://carolinaconnection.org/2015/10/09/volunteers-be-
come-last-hope-for-others/

With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
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Forbes defines an “elevator speech” as “giving a synopsis of your business in a condensed version – 
short enough to get your concept across to a person in the time between floors in an elevator”. As 
simple as it might initially sound, actually coming up with an effective, thirty seconds or less, clear 
and concise way to explain your organization to your different audiences is one of the most difficult 
tasks any non-profit faces.

When trying to get the attention of hundreds of students between classes or just wandering around 
a campus event, it’s essential that every Be The Match On Campus volunteer is able to 
           pitch the core concepts of the organization to the different target populations.

                             Even though we provide an example of an “Elevator Speech” that can be used at 
                             upcoming events, it is our recommendation that the executive team of Be the 
                             Match On Campus revisit this concept and come up with their own speech by 
                             answering the following questions:
               - Who is your target audience? 
               - What do they care about? 
               - Why should they do business with you? WIIFT? 
               - What do you do? 
               - What results do you provide? 
               - What are you selling? (How do you want people to feel when they work with you?) 

               - What spins your jets about your business? 
               - What do you do better than anyone else? (What is your 
                  specialty?) 
               - What would your best clients/customers say about you? 
               - Can you give an example of one successful project? 
               - What do you want people to remember about you and your service?

When answering these questions, it is important to go beyond facts and figures. Think 
about what people feel like, what people care about, what moves people, etc…

As a general guideline:

- Identify your goal
- Explain what you do
- Communicate what makes you different (Unique selling points)
- Engage with a question
- Put it all together
- Practice

Example Process & Speech

Target audience: UNC Students 
There is no practical differentiation between Caucasian/White and Hispanic/Latino/Asian communities in 
a cold approach to introduce the organization. The differentiation in this case should be done not in the 
elevator speech, but instead in the follow-up information.

“Do you know about the UNC senior that saved someone’s life with a cue tip?”
“How would you like to become a hero in just 5 minutes?”
“Saving someone’s life would look really good in your cv, and it doesn’t cost you anything to do it!”

Once you got the attention of the students, then the message can be differentiated depending on your 
audience

Asian Community

“A half filipino, half hispanic 6 year old girl named Sophia is in need of a bone marrow transplant and her 
best chances of a match are young people with asian heritage, would you like to swab your cheek to see if 
you can help saving her? It doesn’t take more than 5 minutes and it’s free of cost”

           Hispanic Community
                              
                                  “A mother of seven is battling leukemia in Arizona and because of her hispanic 
                                  heritage it’s been really hard to find a possible bone marrow match, you could be that  
                                  person’s only chance to see her kids grow up and it doesn’t cost you anything or take 
                                  more than 5 minutes. Would you like to have your cheek swabbed and see if you are 
                                  her match?”

                 At this point, the student should have more questions that the volunteer should be ready and 
                 informed to answer and clear any doubts as they walk over to register.

Target audience: Campus organizations that work with minorities

“We help cancer patients find a marrow match that could save their lives with a 
cheek swab. Does your organization work with a similar non-profit already?”

“We are looking for ordinary people that can do extraordinary things, we are looking 
for heroes. Does your organization have some?”

“Members of your organization could be someone’s last hope for a cure.”

The purpose of this elevator speech is to engage with the organization and get them to allow 
Be The Match to participate in their different events. In most scenarios volunteers would have 
more time to explain and elaborate on the organization, but it would be convenient to have an 
elevator speech prepared in case of a networking event or meeting with limited time.

In order to boost brand awareness and the organization’s reach it is important to capitalize on the events 
that were planned at the beginning of the year. The organization should also be ready to act on its feet 
and take advantage of those 
unpredicted events that could increase the 
organization’s media profile. For example, 
earlier this year, the discovery that a student 
who had participated in a typing event on 
campus last spring was a match for a patient
 and later donated stem cells at UNC 
Hospitals posed an excellent example of the 
latter. 

Finding the Story in the News
As devoted members of an organization and
 true believers of what it stands for, it can be 
frustrating to see that not everyone in your 
school, class, and even social circles understands the importance of the work your organization does and 
are not always willing to contribute or participate. When pitching a story to news outlets that receive 
hundreds of stories every day, having the ability to catch their attention and make them interested in your 
cause is of the utmost importance and where most organizations fail. While numbers and figures 
          might seem the quickest way to explain your organization’s impact, they are not, by far, the most 
                  interesting or effective way. News outlets, as well as your school, class and social circles, 
                          respond to emotions. If you are not able to make them feel anything, they’ll probably 
                               forget about you and your story as soon as you leave the room.

                           NBC’s anchor Bob Dotson says

“The best kind of story is not what shows or tells you, but helps you experience [...] If you don’t touch any 
emotions in your story, then what is your story?”

               When the story about Matt Renn’s stem cell donation came out, it was featured by two local 
               media outlets, Carolina Week, a weekly award-winning student produced TV newscast, and 
               Carolina Connection, a weekly award-winning student produced radio newscast. In both 
               instances the stories featured relevant information that helped raise awareness to Be The 

               Match’s brand and helped displace prejudices, but were centered 
around the idea of a normal student being a hero and saving someone’s life, 
making the audience feel like they could also be that hero.

                                                                                        Identifying Talking points
                                                                                     While reaching the reaching the general
                                                                                     public throughgetting the attention of 
                                                                                     news outlets is the cornerstone of 
                                                                                     media appearances, knowing what
           information you want the public to know 
           requires an in-depth knowledge of the 
                                                                                     organization as well as a clear picture of your 
                                                                                     organization’s objectives and goals.

                                                                                     For the purpose of increasing name and purpose 
                                                                                     recognition of the Be The Match On Campus Chapter at 
                                                                                    UNC, displacing prejudices about the bone marrow 
                                                                                     donation procedure being painful and increasing the 
                                                                                     knowledge about bone marrow donors and recipients at 
                                                                                    UNC we’ve identified the following talking points:
- Be The Match UNC is a student-based organization on campus
- Cheek swab, or typing, events are held on specific and predetermined dates
- Joining the registry only requires a cheek swab and some background information
- Of those registered, only 1 in 548 people actually donate marrow or stem cell
- In most cases (80%) the procedure is the same as donating platelets
- UNC students that have donated were back in school the next day
- It doesn’t cost anything to register or to donate 

We have developed a News Release template (appendix X) that could be used to inform all news outlets of 
upcoming and recent events or stories related to Be The Match on campus. Moreover, we have included 
links to the stories featured in Carolina Week and Carolina connection thanks to the coordinated effort of 
Be the Match volunteers and the PR foundation class.

Carolina Week Show: http://carolinaweek.org/show-archive/fall-2015/september-30-2015/
Carolina Connection Story: http://carolinaconnection.org/2015/10/09/volunteers-be-
come-last-hope-for-others/

With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
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Forbes defines an “elevator speech” as “giving a synopsis of your business in a condensed version – 
short enough to get your concept across to a person in the time between floors in an elevator”. As 
simple as it might initially sound, actually coming up with an effective, thirty seconds or less, clear 
and concise way to explain your organization to your different audiences is one of the most difficult 
tasks any non-profit faces.

When trying to get the attention of hundreds of students between classes or just wandering around 
a campus event, it’s essential that every Be The Match On Campus volunteer is able to 
           pitch the core concepts of the organization to the different target populations.

                             Even though we provide an example of an “Elevator Speech” that can be used at 
                             upcoming events, it is our recommendation that the executive team of Be the 
                             Match On Campus revisit this concept and come up with their own speech by 
                             answering the following questions:
               - Who is your target audience? 
               - What do they care about? 
               - Why should they do business with you? WIIFT? 
               - What do you do? 
               - What results do you provide? 
               - What are you selling? (How do you want people to feel when they work with you?) 

               - What spins your jets about your business? 
               - What do you do better than anyone else? (What is your 
                  specialty?) 
               - What would your best clients/customers say about you? 
               - Can you give an example of one successful project? 
               - What do you want people to remember about you and your service?

When answering these questions, it is important to go beyond facts and figures. Think 
about what people feel like, what people care about, what moves people, etc…

As a general guideline:

- Identify your goal
- Explain what you do
- Communicate what makes you different (Unique selling points)
- Engage with a question
- Put it all together
- Practice

Example Process & Speech

Target audience: UNC Students 
There is no practical differentiation between Caucasian/White and Hispanic/Latino/Asian communities in 
a cold approach to introduce the organization. The differentiation in this case should be done not in the 
elevator speech, but instead in the follow-up information.

“Do you know about the UNC senior that saved someone’s life with a cue tip?”
“How would you like to become a hero in just 5 minutes?”
“Saving someone’s life would look really good in your cv, and it doesn’t cost you anything to do it!”

Once you got the attention of the students, then the message can be differentiated depending on your 
audience

Asian Community

“A half filipino, half hispanic 6 year old girl named Sophia is in need of a bone marrow transplant and her 
best chances of a match are young people with asian heritage, would you like to swab your cheek to see if 
you can help saving her? It doesn’t take more than 5 minutes and it’s free of cost”

           Hispanic Community
                              
                                  “A mother of seven is battling leukemia in Arizona and because of her hispanic 
                                  heritage it’s been really hard to find a possible bone marrow match, you could be that  
                                  person’s only chance to see her kids grow up and it doesn’t cost you anything or take 
                                  more than 5 minutes. Would you like to have your cheek swabbed and see if you are 
                                  her match?”

                 At this point, the student should have more questions that the volunteer should be ready and 
                 informed to answer and clear any doubts as they walk over to register.

Target audience: Campus organizations that work with minorities

“We help cancer patients find a marrow match that could save their lives with a 
cheek swab. Does your organization work with a similar non-profit already?”

“We are looking for ordinary people that can do extraordinary things, we are looking 
for heroes. Does your organization have some?”

“Members of your organization could be someone’s last hope for a cure.”

The purpose of this elevator speech is to engage with the organization and get them to allow 
Be The Match to participate in their different events. In most scenarios volunteers would have 
more time to explain and elaborate on the organization, but it would be convenient to have an 
elevator speech prepared in case of a networking event or meeting with limited time.

In order to boost brand awareness and the organization’s reach it is important to capitalize on the events 
that were planned at the beginning of the year. The organization should also be ready to act on its feet 
and take advantage of those 
unpredicted events that could increase the 
organization’s media profile. For example, 
earlier this year, the discovery that a student 
who had participated in a typing event on 
campus last spring was a match for a patient
 and later donated stem cells at UNC 
Hospitals posed an excellent example of the 
latter. 

Finding the Story in the News
As devoted members of an organization and
 true believers of what it stands for, it can be 
frustrating to see that not everyone in your 
school, class, and even social circles understands the importance of the work your organization does and 
are not always willing to contribute or participate. When pitching a story to news outlets that receive 
hundreds of stories every day, having the ability to catch their attention and make them interested in your 
cause is of the utmost importance and where most organizations fail. While numbers and figures 
          might seem the quickest way to explain your organization’s impact, they are not, by far, the most 
                  interesting or effective way. News outlets, as well as your school, class and social circles, 
                          respond to emotions. If you are not able to make them feel anything, they’ll probably 
                               forget about you and your story as soon as you leave the room.

                           NBC’s anchor Bob Dotson says

“The best kind of story is not what shows or tells you, but helps you experience [...] If you don’t touch any 
emotions in your story, then what is your story?”

               When the story about Matt Renn’s stem cell donation came out, it was featured by two local 
               media outlets, Carolina Week, a weekly award-winning student produced TV newscast, and 
               Carolina Connection, a weekly award-winning student produced radio newscast. In both 
               instances the stories featured relevant information that helped raise awareness to Be The 

News Coverage of Be The Match events

               Match’s brand and helped displace prejudices, but were centered 
around the idea of a normal student being a hero and saving someone’s life, 
making the audience feel like they could also be that hero.

                                                                                        Identifying Talking points
                                                                                     While reaching the reaching the general
                                                                                     public throughgetting the attention of 
                                                                                     news outlets is the cornerstone of 
                                                                                     media appearances, knowing what
           information you want the public to know 
           requires an in-depth knowledge of the 
                                                                                     organization as well as a clear picture of your 
                                                                                     organization’s objectives and goals.

                                                                                     For the purpose of increasing name and purpose 
                                                                                     recognition of the Be The Match On Campus Chapter at 
                                                                                    UNC, displacing prejudices about the bone marrow 
                                                                                     donation procedure being painful and increasing the 
                                                                                     knowledge about bone marrow donors and recipients at 
                                                                                    UNC we’ve identified the following talking points:
- Be The Match UNC is a student-based organization on campus
- Cheek swab, or typing, events are held on specific and predetermined dates
- Joining the registry only requires a cheek swab and some background information
- Of those registered, only 1 in 548 people actually donate marrow or stem cell
- In most cases (80%) the procedure is the same as donating platelets
- UNC students that have donated were back in school the next day
- It doesn’t cost anything to register or to donate 

We have developed a News Release template (appendix X) that could be used to inform all news outlets of 
upcoming and recent events or stories related to Be The Match on campus. Moreover, we have included 
links to the stories featured in Carolina Week and Carolina connection thanks to the coordinated effort of 
Be the Match volunteers and the PR foundation class.

Carolina Week Show: http://carolinaweek.org/show-archive/fall-2015/september-30-2015/
Carolina Connection Story: http://carolinaconnection.org/2015/10/09/volunteers-be-
come-last-hope-for-others/

With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
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Forbes defines an “elevator speech” as “giving a synopsis of your business in a condensed version – 
short enough to get your concept across to a person in the time between floors in an elevator”. As 
simple as it might initially sound, actually coming up with an effective, thirty seconds or less, clear 
and concise way to explain your organization to your different audiences is one of the most difficult 
tasks any non-profit faces.

When trying to get the attention of hundreds of students between classes or just wandering around 
a campus event, it’s essential that every Be The Match On Campus volunteer is able to 
           pitch the core concepts of the organization to the different target populations.

                             Even though we provide an example of an “Elevator Speech” that can be used at 
                             upcoming events, it is our recommendation that the executive team of Be the 
                             Match On Campus revisit this concept and come up with their own speech by 
                             answering the following questions:
               - Who is your target audience? 
               - What do they care about? 
               - Why should they do business with you? WIIFT? 
               - What do you do? 
               - What results do you provide? 
               - What are you selling? (How do you want people to feel when they work with you?) 

               - What spins your jets about your business? 
               - What do you do better than anyone else? (What is your 
                  specialty?) 
               - What would your best clients/customers say about you? 
               - Can you give an example of one successful project? 
               - What do you want people to remember about you and your service?

When answering these questions, it is important to go beyond facts and figures. Think 
about what people feel like, what people care about, what moves people, etc…

As a general guideline:

- Identify your goal
- Explain what you do
- Communicate what makes you different (Unique selling points)
- Engage with a question
- Put it all together
- Practice

Example Process & Speech

Target audience: UNC Students 
There is no practical differentiation between Caucasian/White and Hispanic/Latino/Asian communities in 
a cold approach to introduce the organization. The differentiation in this case should be done not in the 
elevator speech, but instead in the follow-up information.

“Do you know about the UNC senior that saved someone’s life with a cue tip?”
“How would you like to become a hero in just 5 minutes?”
“Saving someone’s life would look really good in your cv, and it doesn’t cost you anything to do it!”

Once you got the attention of the students, then the message can be differentiated depending on your 
audience

Asian Community

“A half filipino, half hispanic 6 year old girl named Sophia is in need of a bone marrow transplant and her 
best chances of a match are young people with asian heritage, would you like to swab your cheek to see if 
you can help saving her? It doesn’t take more than 5 minutes and it’s free of cost”

           Hispanic Community
                              
                                  “A mother of seven is battling leukemia in Arizona and because of her hispanic 
                                  heritage it’s been really hard to find a possible bone marrow match, you could be that  
                                  person’s only chance to see her kids grow up and it doesn’t cost you anything or take 
                                  more than 5 minutes. Would you like to have your cheek swabbed and see if you are 
                                  her match?”

                 At this point, the student should have more questions that the volunteer should be ready and 
                 informed to answer and clear any doubts as they walk over to register.

Target audience: Campus organizations that work with minorities

“We help cancer patients find a marrow match that could save their lives with a 
cheek swab. Does your organization work with a similar non-profit already?”

“We are looking for ordinary people that can do extraordinary things, we are looking 
for heroes. Does your organization have some?”

“Members of your organization could be someone’s last hope for a cure.”

The purpose of this elevator speech is to engage with the organization and get them to allow 
Be The Match to participate in their different events. In most scenarios volunteers would have 
more time to explain and elaborate on the organization, but it would be convenient to have an 
elevator speech prepared in case of a networking event or meeting with limited time.

In order to boost brand awareness and the organization’s reach it is important to capitalize on the events 
that were planned at the beginning of the year. The organization should also be ready to act on its feet 
and take advantage of those 
unpredicted events that could increase the 
organization’s media profile. For example, 
earlier this year, the discovery that a student 
who had participated in a typing event on 
campus last spring was a match for a patient
 and later donated stem cells at UNC 
Hospitals posed an excellent example of the 
latter. 

Finding the Story in the News
As devoted members of an organization and
 true believers of what it stands for, it can be 
frustrating to see that not everyone in your 
school, class, and even social circles understands the importance of the work your organization does and 
are not always willing to contribute or participate. When pitching a story to news outlets that receive 
hundreds of stories every day, having the ability to catch their attention and make them interested in your 
cause is of the utmost importance and where most organizations fail. While numbers and figures 
          might seem the quickest way to explain your organization’s impact, they are not, by far, the most 
                  interesting or effective way. News outlets, as well as your school, class and social circles, 
                          respond to emotions. If you are not able to make them feel anything, they’ll probably 
                               forget about you and your story as soon as you leave the room.

                           NBC’s anchor Bob Dotson says

“The best kind of story is not what shows or tells you, but helps you experience [...] If you don’t touch any 
emotions in your story, then what is your story?”

               When the story about Matt Renn’s stem cell donation came out, it was featured by two local 
               media outlets, Carolina Week, a weekly award-winning student produced TV newscast, and 
               Carolina Connection, a weekly award-winning student produced radio newscast. In both 
               instances the stories featured relevant information that helped raise awareness to Be The 

               Match’s brand and helped displace prejudices, but were centered 
around the idea of a normal student being a hero and saving someone’s life, 
making the audience feel like they could also be that hero.

                                                                                        Identifying Talking points
                                                                                     While reaching the reaching the general
                                                                                     public throughgetting the attention of 
                                                                                     news outlets is the cornerstone of 
                                                                                     media appearances, knowing what
           information you want the public to know 
           requires an in-depth knowledge of the 
                                                                                     organization as well as a clear picture of your 
                                                                                     organization’s objectives and goals.

                                                                                     For the purpose of increasing name and purpose 
                                                                                     recognition of the Be The Match On Campus Chapter at 
                                                                                    UNC, displacing prejudices about the bone marrow 
                                                                                     donation procedure being painful and increasing the 
                                                                                     knowledge about bone marrow donors and recipients at 
                                                                                    UNC we’ve identified the following talking points:
- Be The Match UNC is a student-based organization on campus
- Cheek swab, or typing, events are held on specific and predetermined dates
- Joining the registry only requires a cheek swab and some background information
- Of those registered, only 1 in 548 people actually donate marrow or stem cell
- In most cases (80%) the procedure is the same as donating platelets
- UNC students that have donated were back in school the next day
- It doesn’t cost anything to register or to donate 

We have developed a News Release template (appendix X) that could be used to inform all news outlets of 
upcoming and recent events or stories related to Be The Match on campus. Moreover, we have included 
links to the stories featured in Carolina Week and Carolina connection thanks to the coordinated effort of 
Be the Match volunteers and the PR foundation class.

Carolina Week Show: http://carolinaweek.org/show-archive/fall-2015/september-30-2015/
Carolina Connection Story: http://carolinaconnection.org/2015/10/09/volunteers-be-
come-last-hope-for-others/

#SwabRight Campaign
With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
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With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.
Social Media Strategy

Social media platforms such as Facebook,Twitter, Instagram, Snapchat and other similar platforms 
are a cheap and effective way for non-profit and for-profit organizations alike to raise brand 
awareness and attract new customers. On the downside, when used incorrectly or not up to their full potential 
it might mean a lot of effort and not many results.

As our secondary research suggested the Be The Match presence on social media is still weak and unable to 
produce the expected results in terms of turnout to the different typing events or amount of people interested 
in becoming volunteers.

Current Be The Match online Presence:

Facebook
 - The current url for the Facebook page is 
https://www.facebook.com/UNC-Be-The-Match-1497163183846585/ meaning that unless a person actively 
searches for the organization or follows a hyperlink it’s 
practicaly impossible to remeber that url. Since facebook 
only requires 25 likes in order to claim a custom url, 
Be The Match UNC is already in conditions to have its 
own custom url.
 - The facebook page has 95 followers with only 
1 new follower during the last week. 
 - The “About” section contains 2 e-mails with no 
description of this person’s role on the organization or 
why someone would contact them. We think they might 
be outdated.
 - The link for the Be The Match on campus website is outdated
 - The last 5 posts made are dated October 14th, September 30th, April 19th, April 18th and March 21st 
of 2015. In terms of content they all fall under the “Call to action” category. None of those post have  
      been shared by anyone or received more than 2 likes. Meaning that the audience might be seeing them 
 but is not interested in them.
 
   Twitter
       - The account has 52 followers and it’s following 238 
       other accounts. Among the “bigger” followers it has:
        - UNC Class of 2016 (1000 followers)
        - UNC Alpha Kappa Delta Phi (400 followers)
        - Phree Phood (2500 Followers)
       - Starting on September 23rd the activity on the account 
       has been more steady with an average of 0.77 tweets per 
       day. 

       - Most of the tweets contain either a hashtag or a 
       mention to another account

 - There has been a number of re-tweets of tweets related to Be 
               The Match’s event

Instagram
 - Account has 30 followers and it’s following 
66 accounts
 - Only 3 pictures have been published in the last 
2 days, 2 weeks and 27 weeks
 - Each post has between 7 and 9 likes meaning 
that between 25% and 30% of the audience is engaged 
or likes the posts

Snapchat
There is no information on Snapchat. At this moment, 
we are not aware if Be the Match UNC is participating on 
Snapchat.

Proposed Online Strategy
At this stage, the strategy developed for Be The Match UNC is focused on increasing their reach and 
audience in the different platforms. This, in time, would allow for an increase in attendance to the 
events they organize, more ease of access to local business for sponsorship and funding and more 
conversations being had about bone marrow registry. 

Our social media strategy will be lead with the #SwabRight campaign. It focuses on the main social 
networks used on campus as identified by The Daily Tar Heel on its article “What students social 
media says about life at UNC” on Sept. 22nd 2015.

Facebook:
 - Set a custom url. Directions for this process are located in Appendix . 
 - Develop a series of story-based posters with the information in your database using the Swab 
Right template provided
 - Look for content that your audience might find appealing, engaging, interesting. At this point 
don’t try to “make the audience do anything,” don’t ask them to like or share your posts, don’t tell 
them what they should do. Instead find or create content that your audience will like to share because 
it’s interesting and somehow relates to the mission/vision of Be The Match.
  -What is Leukemia? Ted-ed video (https://www.youtube.com/watch?v=Z3B-AaqjyjE)
  - TEDX UNC - FOMO: The Fear of Missing out - Keys to being happy are connection and 
accomplishments (https://www.youtube.com/watch?v=1mZAQC9djPE)
 - Find content that is likely to spur a conversation:
  - Drug prices, is it ethical? 
(http://www.mercurynews.com/health/ci_29018992/amid-debate-drug-prices-california-leads-way-
cost)
  - What is like to save a life? - Ask people if they had experienced something similar 
(http://lasvegassun.com/news/2015/oct/19/what-its-like-to-save-a-life/)
 - Have disruptive events around campus with the only purpose of increasing the number 
                of page followers. Have people take pictures of themselves with the #SwabRight cut-out 
                and post it on facebook using the hashtag #SwabRight describing why they chose to 
                volunteer to be on the registry. Finally, ask them to like your Facebook page.
 - Plan an ice cream or pizza event around campus that incentivizes people to like your page in    
             exchange for free ice-cream, pizza or treat of your choice.
 - Post often, but not too often. The facebook newsfeed algorithm will prevent your posts from 
appearing on the front-page news feed unless you post frequent and relevant content.
 - Videos have more chances of showing up in the news feed than photos.

 - Use the schedule post feature to plan ahead what will you post 
every day of the week depending on the time that your posts are most 
effective. Use Facebook insights to determine this and adjust your strategy 
accordingly.
 - Encourage your volunteers to share your posts and invite their friends to like the page.
 - Interact with the student organizations you co-host events with on Facebook.

Twitter
 - Promote your twitter account on other networks
 - Be sure to have the @BeTheMatchUNC on your T-shirts, posters and business 
cards, as well as piece of branding that you might distribute, like stickers.
 - Identify those accounts that could work as Collaborators and Influencers. Here are a few 
examples:
  @CUAB
  @CampusConnectUNC
  @TarHeelsFB
  @unc_tarheelfan
  @UNC_CHispA
  @dailytarheel
 - Engage with collaborators and influencers using content that might be interesting to their 
audiences by mentioning them in those tweets.
 - Re-tweet their most important tweets
 - Be sure to tweet at least 3 times in the morning, 3 in the afternoon and 3 in the night.   
 - Remember that Twitter is about “living in the moment,” so whoever did not see your tweet in 
the morning, if you don’t tweet it again at different times, they might never see it.
 - Use hashtag in all your tweets:
  #SwabRight
  #BeTheMatchUNC
  #SavingLives
  #Cheekweek
 - Be aware of Trending Topics around the area and use those that relate to your 
cause/organization. Ex: #MondayMotivation #WorldHealthOrganization
 - Tweets can be humorous, they can be about current events. Not all of them have to be about 
cancer or bone marrow because those are heavy topics and you don’t want the message to grow tired. 
Be flexible.

Snapchat
In the disruptive events around campus, be sure to take pictures and add them to the UNC campus    
     story on snapchat. PEOPLE WATCH THOSE THINGS!
                Ask people to take pictures with the #SwabRight cut-out and add them to the campus story
         Film people while they are swabbing their cheeks and also add them to the campus story

    Once you’ve built your audience, redesign the communication strategy based on the 
    following guidelines:
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With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.

Social media platforms such as Facebook,Twitter, Instagram, Snapchat and other similar platforms 
are a cheap and effective way for non-profit and for-profit organizations alike to raise brand 
awareness and attract new customers. On the downside, when used incorrectly or not up to their full potential 
it might mean a lot of effort and not many results.

As our secondary research suggested the Be The Match presence on social media is still weak and unable to 
produce the expected results in terms of turnout to the different typing events or amount of people interested 
in becoming volunteers.

Current Be The Match online Presence:

Facebook
 - The current url for the Facebook page is 
https://www.facebook.com/UNC-Be-The-Match-1497163183846585/ meaning that unless a person actively 
searches for the organization or follows a hyperlink it’s 
practicaly impossible to remeber that url. Since facebook 
only requires 25 likes in order to claim a custom url, 
Be The Match UNC is already in conditions to have its 
own custom url.
 - The facebook page has 95 followers with only 
1 new follower during the last week. 
 - The “About” section contains 2 e-mails with no 
description of this person’s role on the organization or 
why someone would contact them. We think they might 
be outdated.
 - The link for the Be The Match on campus website is outdated
 - The last 5 posts made are dated October 14th, September 30th, April 19th, April 18th and March 21st 
of 2015. In terms of content they all fall under the “Call to action” category. None of those post have  
      been shared by anyone or received more than 2 likes. Meaning that the audience might be seeing them 
 but is not interested in them.
 
   Twitter
       - The account has 52 followers and it’s following 238 
       other accounts. Among the “bigger” followers it has:
        - UNC Class of 2016 (1000 followers)
        - UNC Alpha Kappa Delta Phi (400 followers)
        - Phree Phood (2500 Followers)
       - Starting on September 23rd the activity on the account 
       has been more steady with an average of 0.77 tweets per 
       day. 

       - Most of the tweets contain either a hashtag or a 
       mention to another account

 - There has been a number of re-tweets of tweets related to Be 
               The Match’s event

Instagram
 - Account has 30 followers and it’s following 
66 accounts
 - Only 3 pictures have been published in the last 
2 days, 2 weeks and 27 weeks
 - Each post has between 7 and 9 likes meaning 
that between 25% and 30% of the audience is engaged 
or likes the posts

Snapchat
There is no information on Snapchat. At this moment, 
we are not aware if Be the Match UNC is participating on 
Snapchat.

Proposed Online Strategy
At this stage, the strategy developed for Be The Match UNC is focused on increasing their reach and 
audience in the different platforms. This, in time, would allow for an increase in attendance to the 
events they organize, more ease of access to local business for sponsorship and funding and more 
conversations being had about bone marrow registry. 

Our social media strategy will be lead with the #SwabRight campaign. It focuses on the main social 
networks used on campus as identified by The Daily Tar Heel on its article “What students social 
media says about life at UNC” on Sept. 22nd 2015.

Facebook:
 - Set a custom url. Directions for this process are located in Appendix . 
 - Develop a series of story-based posters with the information in your database using the Swab 
Right template provided
 - Look for content that your audience might find appealing, engaging, interesting. At this point 
don’t try to “make the audience do anything,” don’t ask them to like or share your posts, don’t tell 
them what they should do. Instead find or create content that your audience will like to share because 
it’s interesting and somehow relates to the mission/vision of Be The Match.
  -What is Leukemia? Ted-ed video (https://www.youtube.com/watch?v=Z3B-AaqjyjE)
  - TEDX UNC - FOMO: The Fear of Missing out - Keys to being happy are connection and 
accomplishments (https://www.youtube.com/watch?v=1mZAQC9djPE)
 - Find content that is likely to spur a conversation:
  - Drug prices, is it ethical? 
(http://www.mercurynews.com/health/ci_29018992/amid-debate-drug-prices-california-leads-way-
cost)
  - What is like to save a life? - Ask people if they had experienced something similar 
(http://lasvegassun.com/news/2015/oct/19/what-its-like-to-save-a-life/)
 - Have disruptive events around campus with the only purpose of increasing the number 
                of page followers. Have people take pictures of themselves with the #SwabRight cut-out 
                and post it on facebook using the hashtag #SwabRight describing why they chose to 
                volunteer to be on the registry. Finally, ask them to like your Facebook page.
 - Plan an ice cream or pizza event around campus that incentivizes people to like your page in    
             exchange for free ice-cream, pizza or treat of your choice.
 - Post often, but not too often. The facebook newsfeed algorithm will prevent your posts from 
appearing on the front-page news feed unless you post frequent and relevant content.
 - Videos have more chances of showing up in the news feed than photos.

 - Use the schedule post feature to plan ahead what will you post 
every day of the week depending on the time that your posts are most 
effective. Use Facebook insights to determine this and adjust your strategy 
accordingly.
 - Encourage your volunteers to share your posts and invite their friends to like the page.
 - Interact with the student organizations you co-host events with on Facebook.

Twitter
 - Promote your twitter account on other networks
 - Be sure to have the @BeTheMatchUNC on your T-shirts, posters and business 
cards, as well as piece of branding that you might distribute, like stickers.
 - Identify those accounts that could work as Collaborators and Influencers. Here are a few 
examples:
  @CUAB
  @CampusConnectUNC
  @TarHeelsFB
  @unc_tarheelfan
  @UNC_CHispA
  @dailytarheel
 - Engage with collaborators and influencers using content that might be interesting to their 
audiences by mentioning them in those tweets.
 - Re-tweet their most important tweets
 - Be sure to tweet at least 3 times in the morning, 3 in the afternoon and 3 in the night.   
 - Remember that Twitter is about “living in the moment,” so whoever did not see your tweet in 
the morning, if you don’t tweet it again at different times, they might never see it.
 - Use hashtag in all your tweets:
  #SwabRight
  #BeTheMatchUNC
  #SavingLives
  #Cheekweek
 - Be aware of Trending Topics around the area and use those that relate to your 
cause/organization. Ex: #MondayMotivation #WorldHealthOrganization
 - Tweets can be humorous, they can be about current events. Not all of them have to be about 
cancer or bone marrow because those are heavy topics and you don’t want the message to grow tired. 
Be flexible.

Snapchat
In the disruptive events around campus, be sure to take pictures and add them to the UNC campus    
     story on snapchat. PEOPLE WATCH THOSE THINGS!
                Ask people to take pictures with the #SwabRight cut-out and add them to the campus story
         Film people while they are swabbing their cheeks and also add them to the campus story

    Once you’ve built your audience, redesign the communication strategy based on the 
    following guidelines:
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With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.

Social media platforms such as Facebook,Twitter, Instagram, Snapchat and other similar platforms 
are a cheap and effective way for non-profit and for-profit organizations alike to raise brand 
awareness and attract new customers. On the downside, when used incorrectly or not up to their full potential 
it might mean a lot of effort and not many results.

As our secondary research suggested the Be The Match presence on social media is still weak and unable to 
produce the expected results in terms of turnout to the different typing events or amount of people interested 
in becoming volunteers.

Current Be The Match online Presence:

Facebook
 - The current url for the Facebook page is 
https://www.facebook.com/UNC-Be-The-Match-1497163183846585/ meaning that unless a person actively 
searches for the organization or follows a hyperlink it’s 
practicaly impossible to remeber that url. Since facebook 
only requires 25 likes in order to claim a custom url, 
Be The Match UNC is already in conditions to have its 
own custom url.
 - The facebook page has 95 followers with only 
1 new follower during the last week. 
 - The “About” section contains 2 e-mails with no 
description of this person’s role on the organization or 
why someone would contact them. We think they might 
be outdated.
 - The link for the Be The Match on campus website is outdated
 - The last 5 posts made are dated October 14th, September 30th, April 19th, April 18th and March 21st 
of 2015. In terms of content they all fall under the “Call to action” category. None of those post have  
      been shared by anyone or received more than 2 likes. Meaning that the audience might be seeing them 
 but is not interested in them.
 
   Twitter
       - The account has 52 followers and it’s following 238 
       other accounts. Among the “bigger” followers it has:
        - UNC Class of 2016 (1000 followers)
        - UNC Alpha Kappa Delta Phi (400 followers)
        - Phree Phood (2500 Followers)
       - Starting on September 23rd the activity on the account 
       has been more steady with an average of 0.77 tweets per 
       day. 

       - Most of the tweets contain either a hashtag or a 
       mention to another account

 - There has been a number of re-tweets of tweets related to Be 
               The Match’s event

Instagram
 - Account has 30 followers and it’s following 
66 accounts
 - Only 3 pictures have been published in the last 
2 days, 2 weeks and 27 weeks
 - Each post has between 7 and 9 likes meaning 
that between 25% and 30% of the audience is engaged 
or likes the posts

Snapchat
There is no information on Snapchat. At this moment, 
we are not aware if Be the Match UNC is participating on 
Snapchat.

Proposed Online Strategy
At this stage, the strategy developed for Be The Match UNC is focused on increasing their reach and 
audience in the different platforms. This, in time, would allow for an increase in attendance to the 
events they organize, more ease of access to local business for sponsorship and funding and more 
conversations being had about bone marrow registry. 

Our social media strategy will be lead with the #SwabRight campaign. It focuses on the main social 
networks used on campus as identified by The Daily Tar Heel on its article “What students social 
media says about life at UNC” on Sept. 22nd 2015.

Facebook:
 - Set a custom url. Directions for this process are located in Appendix . 
 - Develop a series of story-based posters with the information in your database using the Swab 
Right template provided
 - Look for content that your audience might find appealing, engaging, interesting. At this point 
don’t try to “make the audience do anything,” don’t ask them to like or share your posts, don’t tell 
them what they should do. Instead find or create content that your audience will like to share because 
it’s interesting and somehow relates to the mission/vision of Be The Match.
  -What is Leukemia? Ted-ed video (https://www.youtube.com/watch?v=Z3B-AaqjyjE)
  - TEDX UNC - FOMO: The Fear of Missing out - Keys to being happy are connection and 
accomplishments (https://www.youtube.com/watch?v=1mZAQC9djPE)
 - Find content that is likely to spur a conversation:
  - Drug prices, is it ethical? 
(http://www.mercurynews.com/health/ci_29018992/amid-debate-drug-prices-california-leads-way-
cost)
  - What is like to save a life? - Ask people if they had experienced something similar 
(http://lasvegassun.com/news/2015/oct/19/what-its-like-to-save-a-life/)
 - Have disruptive events around campus with the only purpose of increasing the number 
                of page followers. Have people take pictures of themselves with the #SwabRight cut-out 
                and post it on facebook using the hashtag #SwabRight describing why they chose to 
                volunteer to be on the registry. Finally, ask them to like your Facebook page.
 - Plan an ice cream or pizza event around campus that incentivizes people to like your page in    
             exchange for free ice-cream, pizza or treat of your choice.
 - Post often, but not too often. The facebook newsfeed algorithm will prevent your posts from 
appearing on the front-page news feed unless you post frequent and relevant content.
 - Videos have more chances of showing up in the news feed than photos.

 - Use the schedule post feature to plan ahead what will you post 
every day of the week depending on the time that your posts are most 
effective. Use Facebook insights to determine this and adjust your strategy 
accordingly.
 - Encourage your volunteers to share your posts and invite their friends to like the page.
 - Interact with the student organizations you co-host events with on Facebook.

Twitter
 - Promote your twitter account on other networks
 - Be sure to have the @BeTheMatchUNC on your T-shirts, posters and business 
cards, as well as piece of branding that you might distribute, like stickers.
 - Identify those accounts that could work as Collaborators and Influencers. Here are a few 
examples:
  @CUAB
  @CampusConnectUNC
  @TarHeelsFB
  @unc_tarheelfan
  @UNC_CHispA
  @dailytarheel
 - Engage with collaborators and influencers using content that might be interesting to their 
audiences by mentioning them in those tweets.
 - Re-tweet their most important tweets
 - Be sure to tweet at least 3 times in the morning, 3 in the afternoon and 3 in the night.   
 - Remember that Twitter is about “living in the moment,” so whoever did not see your tweet in 
the morning, if you don’t tweet it again at different times, they might never see it.
 - Use hashtag in all your tweets:
  #SwabRight
  #BeTheMatchUNC
  #SavingLives
  #Cheekweek
 - Be aware of Trending Topics around the area and use those that relate to your 
cause/organization. Ex: #MondayMotivation #WorldHealthOrganization
 - Tweets can be humorous, they can be about current events. Not all of them have to be about 
cancer or bone marrow because those are heavy topics and you don’t want the message to grow tired. 
Be flexible.

Snapchat
In the disruptive events around campus, be sure to take pictures and add them to the UNC campus    
     story on snapchat. PEOPLE WATCH THOSE THINGS!
                Ask people to take pictures with the #SwabRight cut-out and add them to the campus story
         Film people while they are swabbing their cheeks and also add them to the campus story

    Once you’ve built your audience, redesign the communication strategy based on the 
    following guidelines:
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With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.

Audience What they need 
to know 

Key messages Key communication 
channels 

Students in the 
Hispanic/Latino and 
Asian minority 
groups 

They are needed 
in the National 
Marrow donor 
Program. 
 
The process is not 
as painful as they 
might imagine it. 
 
They can become 
members of the 
organization. 

Asian patients find a 
match only 40% of 
the time. 
 
Latino patients find a 
match only 45% of 
the time. 
 
Your unique 
background might be 
someone’s only hope. 
 
The process is fast 
and easy, only takes 
a cheek swab. 
 
Most of the donations 
are just like donating 
blood. 
 
As volunteers you 
can develop 
leadership and soft 
skills. 
 

Facebook posts with 
asian or hispanic/latino 
references or stories. 
 
Tweets in different 
languages 
 
Newsletter with the 
upcoming events and 
relevant info for 
prospective volunteers 
 
Post on student boards 
and forums (e.g. Class 
of 2016 Facebook 
Group) 

Student 
Organizations 

Be The Match 
UNC is a 
sustainable 
organization worth 
partnering with 
 
They can reach 
your audience as 
much as you can 
reach theirs 
 
The cause is 
important and 
worth working for 
 
The cure to these 
blood diseases 
greatly depends 
on heritage 

The members of your 
organization can 
benefit from 
participating in Be 
The Match’s events. 
 
Co-hosting an event 
with Be The Match 
will alleviate your 
behind the scenes 
workload to make it 
happen. 
 
The effort required is 
minimal for a big 
impact  

Direct mailing to 
organization executive 
board 
 
Quarterly report to 
campus organizations 
detailing what has been 
done and what’s to 
come 
 
One-on-one meetings 
with executives 
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With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.

Student Organization Relationships
 In order to reach our target audiences and diversify the marrow registry, 
UNC’s Be The Match On Campus needs to establish relationships with the
 leaders of Asian and Hispanic/Latino/a student organizations on campus. 
Leveraging these relationships would allow Be The Match to reach those organizations’ audiences, spreading 
awareness and participation farther.
   
A starting point for this process would be reaching out to the leaders by email to ask what 
their organizations do, if they partner with other groups for any events and/or meetings, 
and then ask if they would consider working with Be The Match. If the groups are open to 
collaboration, these relationships must be maintained with regular email check-ins and 
meetings to plan events. The emphasis on persistence is important because students are busy 
and have short attention spans, so it would be key in these potential working partnerships.
   
We sent out individual emails to all of the Asian and Hispanic/Latino/a organization leaders on 
campus and those who responded are listed in the table below. Most respondents were open to 
collaboration but needed more information about Be The Match and what the organization would 
want to partner on. 

   
Lambda Phi Epsilon is an Asian fraternity whose national philanthropy is focused on Be The Match so they 
have worked with UNC’s chapter in previous years to host swabbing events. Going forward, Be The Match On 
Campus should focus on using these fraternity members as opinion leaders among the Asian community. 
Not only could the Lambdas spread the word about Be The Match, but they might have connections with 
other student groups that would be open to allowing Be The Match make a presentation during their 
meetings.
   Although the Carolina Hispanic Association does not have a national philanthropy like fraternities do, 
further connections could be made with this organization as it invites different groups to talk to its members. 

Asian Student Organizations

 - Chinese Undergraduate Association  
 - Friendship Association Of Chinese 
   Students And Scholars
 - Kasama
 - Lambda Phi Epsilon

Hispanic/Latino/a Student Organizations

 - Carolina Hispanic Association
 - Carolina Language Partnership
 - The Carolina Latino/a Collaborative

Be The Match Story presentations
                 After seeing Be The Match On Campus’s successful approach of attending student organizations’ 
            meetings to recruit volunteers, we believe this tactic should continue to be implemented in 
        the future. For this campaign specifically, the Asian and Hispanic/Latina/o groups should
                     be targeted to spread the word among these minority communities. That being said, 
      having those captive audiences may not be enough to fully encourage people to join the 
  registry. Just as Be The Match’s elevator pitches should be uniform and interesting, they 
  should craft consistent, compelling stories to convey their message better with that same 
   idea in mind.
                      When thinking about what stories need to be told, there seems to be two elements to nail 
          down to convince people that donating bone marrow is something they would be willing to do: 
          presenting a relevant patient in need as well as an experienced donor. For example, just as it is 
          perfect for Carson and his sister to tell their story to show what it means for a patient in need 
          to receive a marrow donation, Matt Renn’s donation story should be utilized to demonstrate to 
          skeptics that the donation process is harmless. He has credibility to tell this story to these 

audiences because he is a UNC student that volunteered to be on the registry at a campus event and was back 
in class the day after donating.
   While it would be ideal to find donor and patient stories from people of Asian 
or Hispanic descent for this campaign, at the moment, Carson’s and Matt’s stories 
are the easiest to relate to as students and they should be utilized. That being said, Be 
The Match needs to keep track of students who donate or need a donation on campus 
with Betsie Letterle’s help. Ideally, they would be able to find someone with similar 
stories to Matt or Carson that would belong to the Asian and Hispanic communities that 
could advocate for Be The Match. 
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With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.

                 After seeing Be The Match On Campus’s successful approach of attending student organizations’ 
            meetings to recruit volunteers, we believe this tactic should continue to be implemented in 
        the future. For this campaign specifically, the Asian and Hispanic/Latina/o groups should
                     be targeted to spread the word among these minority communities. That being said, 
      having those captive audiences may not be enough to fully encourage people to join the 
  registry. Just as Be The Match’s elevator pitches should be uniform and interesting, they 
  should craft consistent, compelling stories to convey their message better with that same 
   idea in mind.
                      When thinking about what stories need to be told, there seems to be two elements to nail 
          down to convince people that donating bone marrow is something they would be willing to do: 
          presenting a relevant patient in need as well as an experienced donor. For example, just as it is 
          perfect for Carson and his sister to tell their story to show what it means for a patient in need 
          to receive a marrow donation, Matt Renn’s donation story should be utilized to demonstrate to 
          skeptics that the donation process is harmless. He has credibility to tell this story to these 

audiences because he is a UNC student that volunteered to be on the registry at a campus event and was back 
in class the day after donating.
   While it would be ideal to find donor and patient stories from people of Asian 
or Hispanic descent for this campaign, at the moment, Carson’s and Matt’s stories 
are the easiest to relate to as students and they should be utilized. That being said, Be 
The Match needs to keep track of students who donate or need a donation on campus 
with Betsie Letterle’s help. Ideally, they would be able to find someone with similar 
stories to Matt or Carson that would belong to the Asian and Hispanic communities that 
could advocate for Be The Match. 

Film & Q/A Session

Since of the misconception and prejudices seem to be coming from mainstream media, and since 
UNC and in particular the Carolina Union Activities Board has a tradition of both working with 
student organizations and screening films, Be The Match UNC could benefit from holding a film s
creening session followed by some questions and answers and either a sign-up sheet or a cheek swab station 
at the end of the event.
Miguel Antonio Sandoval (msandova@live.unc.edu) serves as the Film chair at the CUAB.
The film could portrait the marrow donation process in a truthful way or it could also be a film that’s part of 
the mainstream media that adds to the misconception, but in this case the following Q&A is key to displace 
any prejudices and ensure that everyone gets the right information.
Some recommended films:
 - Chasing Life (ABC Family show)
 - Batkid begins
 - Ways to live forever
 - More to live
 -The One
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With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.

Timeline
The following is a rough timeline that puts all of the tactics in our strategy 
together according to when they should be executed. 
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With over 10 million daily active users, the social platform for dating is still as relevant as 
ever. In particular almost all college students have either heard about it, used it or are active 
users. 

This app allow users to browse the area where they are in looking for people that are 
interesting to them. By simply swiping right on a smartphone the app acknowledges that you 
are interested in that person and in case the other person also swipes right, you get a 
notification that you have a match and only then you can begin talking with that person.

Because of its popularity and the fact that only those who are a match to each other are able 
to get in touch, we believe that it could work as a good conduit to drive attention to Be The 
Match and the process of finding a bone marrow match on the national registry.

This campaign has 2 specific goals:
- To increase name and purpose recognition of Be The Match UNC
- To engage UNC students to interact with Be The Match UNC in a fun and 
relatable way

Moreover, our secondary research has revealed that in order to increase the effectivity of 
the typing events held at locations such as “the pit” it is necessary to first distribute 
information and raise brand awareness. This campaign should be executed in advance and in 
a planned manner before a typing event on campus.

Evaluation
Considering UNC’s Be The Match On Campus does not have many metrics set in place to measure their success, 
the evaluation portion of this plan must begin with establishing initial benchmark numbers. 
Setting benchmarks is just a matter of counting the number of minority students that have been
 swabbed in the past and sending out a survey to students, modeled after the one used in our 
research, that measures recognition of the group and willingness to volunteer to be on the 
registry. Then Be The Match must follow up after the campaign has ended.

Survey
   To find out whether or not this campaign was successful in increasing name and purpose 
recognition, displacing prejudices about marrow donation and improving the knowledge about 
marrow donors and recipients on campus, the same survey that is sent out to establish benchmark 
numbers will be redistributed to a similar sample of students, if not the same.

Keeping Track of Volunteers
   In order to measure the final objective that intends to get 15 minority students to volunteer to be on the 
registry, UNC’s Be The Match will need to keep track of the students that have their cheeks swabbed. It may be 
a good idea to have a sign-in sheet that asks for students’ name, race or ethnicity and contact information for 
Be The Match’s own records. With these sheets, there will be no guessing about how many students were 
swabbed or how many of them might have been minority students. These evaluation tools are simple but will 
help Be The Match be able to demonstrate their progress to their classmates and other campus chapters in 
addition to the national organization.

Social Media Analytics
   The last piece to evaluate the effectiveness of this campaign involves tracking social media activity. Be The 
Match On Campus should set up an account with Hootsuite, Google Analytics or another such platform to 
measure the reach and engagement of their activity on social media platforms. This measure is easily 
implemented and would keep the organization from having to constantly monitor these sites to observe its 
progress.
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APPENDIX 
 
NEWS ORGANIZATION CONTACTS 
 
Carolina Week 
Pitch Meetings - Mondays 1pm at the Innovation lab 
Charlie Tuggle - News Director - catuggle@unc.edu 
 
Carolina Connection 
Pitch Meetings - Wednesdays 1.20pm at the Innovation lab 
Adam Hochberg - News Director - ahochberg@unc.edu 
 
Daily Tar Heel 
Letter to the editor - opinion@dailytarheel.com (Up to 250 words) 
Morgan Vickers - Senior staff writer - mpvick@live.unc.edu  
 
NEWS RELEASE 
 
Be	  the	  Match	  UNC	  
Chapel	  Hill,	  NC,	  27516	  
	  
NEWS	  RELEASE	  
	  
10/21/15	   	   	   	   	   CONTACT:	   Carson	  Arthur,	  Co-‐President	  
	   	   	   	   	   	   1	  252	  326	  5389,	  cartood@live.unc.edu	  
	  
UNC	  STUDENTS	  BRING	  STUDENT	  ORGANIZATIONS	  TOGETHER	  IN	  THE	  HOPE	  OF	  SAVING	  A	  YOUNG	  
GIRL’S	  LIFE.	  
	  
	   CHAPEL	  HILL,	  October	  21st	  –	  Tuesday,	  more	  than	  50	  Asian	  UNC	  students	  registered	  to	  be	  

potential	  bone	  marrow	  and	  stem	  cell	  donors.	  Student	  organization,	  Be	  The	  Match,	  in	  partnership	  with	  the	  

Asian	  Student	  Association	  at	  UNC	  hosted	  this	  cheek	  swab	  event	  in	  the	  Pit.	  

	  	   “5	  minutes	  of	  your	  time	  could	  mean	  the	  difference	  between	  life	  and	  death	  for	  a	  young	  girl,”	  A	  

volunteer	  in	  a	  Be	  The	  Match	  t-‐shirt	  says	  to	  another	  student	  walking	  through	  the	  Pit.	  She	  hoped	  that	  it	  

would	  get	  his	  attention	  and	  so	  she	  could	  ask	  him	  if	  he	  was	  interested	  joining	  in	  the	  National	  Marrow	  

Donor	  Program.	  

	   As	  dramatic	  as	  that	  statement	  might	  sound,	  is	  actually	  true	  for	  Sophia,	  a	  6-‐year-‐old	  girl	  in	  urgent	  

need	  of	  a	  bone	  marrow	  transplant.	  Her	  mixed	  heritage,	  half	  Filipino,	  half	  Spanish,	  Irish	  and	  Italian	  has	  

made	  it	  finding	  a	  match	  difficult	  for	  her.	  
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-‐MORE-‐	  

This	  swab	  event,	  like	  so	  many	  others,	  is	  instrumental	  in	  increasing	  the	  odds	  of	  finding	  a	  match	  for	  

Sophia	  and	  over	  12,000	  people	  that	  every	  year	  get	  diagnosed	  with	  life-‐threating	  blood	  cancers	  like	  

leukemia	  and	  lymphoma.	  

	   Be	  the	  Match	  on	  Campus	  is	  a	  student	  –led	  organization	  working	  to	  add	  new	  potential	  donors	  to	  

the	  National	  Marrow	  Donor	  Program.	  The	  spokesperson	  for	  Be	  the	  Match	  on	  campus,	  Carson	  Arthur,	  

sophomore,	  stated	  that	  students	  don’t	  have	  to	  wait	  until	  a	  cheek	  swab	  event	  to	  join	  the	  registry,	  they	  can	  

request	  a	  swabbing	  kit	  at	  www.bethematch.org	  and	  do	  it	  themselves.	  	  
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CREATIVE VISUALS: #SwabRight  
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**The cutout would be printed large on stiff cardstock so people who join the registry can pose with it and post 
the images to their socials media in addition to possibly being featured on Be The Match UNC’s social media 
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These are stickers to be given to those who join the registry at typing events 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



  Gabriel Maisonnave | Rachel McMahan 
	  
 
 
 
 
CUSTOM FACEBOOK URL HOW TO 

1. Login to Facebook, with the account that administers your Facebook Page 
2. Go to http://www.facebook.com/username/ 
3. You will see in a yellow box, the username for your PERSONAL profile. This is not related to your Page 

username. 
4. Below, you will see a link that says, “Set a username for you Pages” 
5. Click on that link 
6. A box will appear, and if you have more than one Facebook Page which you administer, you will see a drop 

down menu with all of your Pages displayed. Pick the desired Page from the list. 
7. If you are eligible for a username, meaning you have at least 25 fans and have not yet set your username, 

you will see a box that says “Enter Desired Username” 
8. If you select a page that does not have 25 fans, Facebook will tell you that you are not eligible. If you pick a 

page with already has a username, Facebook will display the current username, which cannot be changed. 
9. Once you enter a username, you can click “Check Availability.” If your desired username is available, you 

will see a box reminding you that you cannot change your username once it has been set. 
10. If you are ready to set your username, click “Confirm.” 
11. Now you have a custom Facebook URL! Share it on your other social networks, and you can even have it 

printed on your business cards. 

 
STUDENT ORGANIZATION ROSTER 
 
  The following is a comprehensive list of the student organizations that are related to Asian or Hispanic 
culture. The list also provides the current points of contact for each organization. Although they are not in our 
target audience, graduate student organizations are included. The groups that we reached out to and collected 
information from are in bold. 
 
Asian Student Groups 

• Asian American Law Students Association (AALSA) 
o Josephine Kim jozkim@live.unc.edu 

• Asian American Medical Student Association (AAMSA) 
o Hannah Chen hannah_chen@med.unc.edu 

• Asian Student Association (ASA) 
o Samantha Lin sjlin@live.unc.edu 

• Delta Phi Omega Sorority Incorporated (DPO) 
o Anjali Patel anjalirp@live.unc.edu 

• Delta Sigma Iota (DSI) 
o Alan Koruth koruth@live.unc.edu 

• Hmong Students Association Of Carolina (HSAC) 
o Shoua Yang shouay@live.unc.edu 

• Kappa Phi Lambda Sorority, Inc. (KPL) 
o Bethany Ngo bngo3@live.unc.edu 

• Pi Alpha Phi  
o Matthew Kang kangms@live.unc.edu 

• Sangam 
o Arpan Bhandari abhandar@live.unc.edu 

• Southeast Asia Interest Association (SEAIA) 
o Haejung Yoon haejungy@live.unc.edu 

• UNC-CH Samaa (Samaa) 
o Sainath Asokan sasokan@live.unc.edu 

• Chinese Undergraduate Student Association (CUSA) 
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o Amy Yang ayyang@live.unc.edu 
• Friendship Association Of Chinese Students And Scholars (FACSS) 

o Fuhui Fang fangf@live.unc.edu 
• Kasama - The Filipino American Association of UNC-CH (Kasama) 

o Keithlyn Soliman ksoliman@live.unc.edu 
• Korean Association of Students and Scholars (KASS) 

o Soo Jin Lee soojinl@live.unc.edu 
• Korean-American Student Association (KASA) 

o Lindsey Jung ljung@live.unc.edu 
• Lambda Phi Epsilon 

o Stephen Chen slchen@email.unc.edu 
• Taiwanese Student Association (TSA) 

o Chien-hsiu Weng  
• Thai Student Association of UNC-CH (TSA) 

o Panitan Jutaporn  
• UNC-CH Flying Silk Chinese Dance Troupe (Flying Silk/Feiling) 

o Marissa Liu 
• Vietnamese Student Association (VSA) 

o Bobbie Nguyen 
 
Hispanic/Latino/a Student Groups 

o Carolina Hispanic Association (CHispA) 
§ Vanessa Delvillar-pulido delvilla@live.unc.edu 

o Carolina Language Partnership (CLaP) 
§ Karina Sedano sedano@live.unc.edu 

o Hispanic Latino Law Student Association (HLLSA) 
§ Miranda Wodarski mwodarsk@live.unc.edu 

o Latinas Promoviendo Comunidad/Lambda Pi Chi Sorority, Inc. (LPC) 
§ Nayira Warren niwarren@live.unc.edu 

o Latino Medical Student Association (LMSA) 
§ Ana Bermudez ana_bermudez@med.unc.edu 

o Latino/a Graduate and Professional Student Association  
§ Thomas Ender tender@live.unc.edu 

o MEZCLA  
§ Tat’yana Berdan berdan@live.unc.edu 

o Proyecto Puentes de Salud (PPS) 
§ Nicholas Wilkinson nick_wilkinson@med.unc.edu 

o Scholars’ Latino Initiative (SLI) 
§ Oscar Avilez avilez@live.unc.edu 

o The Alpha Iota Chapter of La Unidad Latina, Lambda Upsilon Lambda Fraternity, Inc. (LUL) 
§ Franklin Gomez Flores gfran@live.unc.edu 

o The Carolina Latino/a Collaborative (CLC) 
§ Josmell Perez josmell@email.unc.edu 

 
 
BUDGET 
 
There are very few materials to buy for this campaign and we are not suggesting any paid advertising. Here 
are a few expenses that might come up along the way: 
 

Poster/Sign Materials $50.00 

Food for Events (if not donated) (e.g. Film Q&A) $80.00 
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