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Summary: 

The global society has been shaped by a very enduring demographic trend consisting of the ageing of the 

total population. As a direct consequence, the population of blood donors is getting older and the urge 

to encourage a progressive generational replacement is getting stronger. Therefore, our project wants to 

recruit new donors by targeting the young students attending the University of Bologna. 

 

Abstract: 

From 2019 to 2020, the total population of blood donors in Italy shrank by 3,4%, while the number of 

new donors shrank by 2%. According to the data collected by the Italian Institute of Donation, the most 

promising age group is 18-25, which is also where lower participation is reported. 

REFILL Uni-ti per donare is a social marketing project that has arisen with the aim of encouraging the 

generational renewal of blood donors in the city of Bologna. To achieve this goal, we selected the students 

attending the University of the city (18-30) as our target. We devoted the first phase of our project to the 

research, and we submitted an online survey to 75 students currently living in Bologna, in order to frame 

the most common opinions and concerns about the topic.  

It is just when we registered the results that we felt ready to move to the second part of the project, which 

was based on the identification of our main goals: information, sensibilization and the collection of 

several new reservations to the first follow-up visit operated by Avis, our first partner and owner of the 

platform we relied on for the collection of the reservations. To raise awareness and spread fair 

information about the donation, we scheduled a one-month plan of Instagram publications, which were 

meticulously designed to enhance the values of solidarity and health protection in these young potential 

donors. They consisted in images and carousels posts containing input about the donation and its 

benefits.  

With the help of our second partner, Leroy Merlin, we planned an event that took place in the university 

area of the city. With the event, we had the chance to get closer to our target. For the accuracy, we were 



able to reach 25 people, who received a handmade package containing a handful of sunflower seeds in 

exchange for a reservation to the Avis platform. 

 

Conference track 

Global and local health 

 

Aims and objectives 

The purpose of the project is to encourage university students to donate blood. 

The objective is to inform the target about the advantages of blood donation, in terms of Pubblic and 

Personal Health, so as to collect new adhesions to the medical examination.  

 

Target 

The chosen target is represented by the University population, between 18 and 30 years old.  

This decision was made by considering that this is the age group where blood donation is a less common 

practice, these people are the most difficult to convince. 

 

Research focus 

Lack of young donors, lack of correct and unambiguous information about the topic for the selected 

target. Aging of the current donors and of the general Italian population. 

 

Methods 

- Online survey: we submitted a preliminary questionnaire to 75 students within the target in order 

to understand the target’s position on our topic 

- Communication witch social: we created an Instagram page that we used to share clear 

information about the donation and to invite the students to join our event 

- Event: we came in close contact with our target by realizing an event in the university zone of 

Bologna 

 

Results 

- 75 answers to the survey 

- 25 adhesions to the first follow-up visit managed by Avis Provinciale Bologna 

 

Conclusions 

Compared to the total number of students in Bologna, the results of the project are modest, but they can 

still be considered a success. We have to reasons to feel satisfied: first, during the event we made people 



think for the first time that donation is worth a try, and secondly, the survey gave us the opportunity to 

obtain a clearer profile of the university students and their attitude on the donation. This kind of 

information relates to an age group that take little account of the donation, for this reason it could be 

very helpful for the strategies of non-profit organizations like Avis.  


