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Introduction

The Black and Minority Ethnic Community Partnership (BMECP)’s Intergenerational Health

Awareness Project (IHAP) received funding from the NHSBT’s Community Investment

Scheme (Round 2) in September of 2019.

Project Aims:

Through the Intergenerational Health Awareness Project, the BMECP aimed to increase

participation of Brighton and Hove’s BAME population in organ donation. Specifically

through the means of:

● Promotion of the ‘opt-out’

● Demystify organ donation (vis-à-vis religion, culture, procedure) and to encourage
familial conversations on the topic of organ donation  

● Creation of a legacy digital resource on BAME organ donation

Project Timeline: 15/10/2019-31/03/2021

Why is Organ Donation an important issue?

Organ Donation affects Black, Asian and minority ethnic people disportionately.

There is a stark imbalance between the numbers of Black, Asian and Minority ethnic (BAME)

people donating and those patients in need of a lifesaving transplant. According to the

NSHBT’s Transplant Activity Report, in 2019-2020, people from BAME communities

represented 7% of all deceased donors compared to 32% of those on the transplant waiting

list. 1

This shortage of organ donors from BAME communities matters because people from

BAME communities are more likely to develop high blood pressure, diabetes and certain

forms of hepatitis than white people. These conditions mean that people from BAME

communities are more likely to need a transplant. According to the latest figures, as of 29
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https://www.organdonation.nhs.uk/helping-you-to-decide/about-organ-donation/statistics-about-or
gan-donation/transplant-activity-report/
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February 2020, there were 1,909 people from BAME communities actively waiting for an

organ transplant-the highest number for 5 years. 2

Opt-Out law change

The law around organ donation in England has changed. As of May 2020, all adults in

England are now considered to have agreed to be an organ donor when they die unless

they have recorded a decision not to donate or are in one of the excluded groups.

Families still play a decisive role in the donation process. As families will continue to be

consulted before organ donation goes ahead. And a person’s religious and cultural beliefs

will be discussed as part of the process.

Project Disruptions:

The COVID-19 caused major disruptions to project plans. As in the project’s original plans

relied heavily on organising outreach activities at in-person community events and

speaking to the public about organ donation.

More details about the challenges brought on by this disruption and on the project’s digital

adaptation in the following sections.
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https://www.organdonation.nhs.uk/get-involved/news/record-number-of-people-from-bame-backgr
ounds-receiving-lifesaving-organs/
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Project Activities Overview:

Activities Undertaken (prior to COVID disruptions):

Leaflets distribution:

A range of promotional material and leaflets was ordered from the NHSBT Marketing

department. A promotional stand was permanently set up at the BMECP Centre, visible to

all guests and visitors.

Leaflets include multilingual fact sheets about organ donation law change (Arabic, Somali,

Bengali, Persian, Mandarin, Gujurati and Polish). As well as information on religious/faith

believes and organ donation (Hindu/Jain, Muslim, Christian, Buddist, Sikh).

Organ Donor sign up forms were also made available to facilitate people signing up.

Prior to the first national lockdown in March 2020, we had already distributed more than a

total of 650 leaflets and other promotional material at the BMECP Centre. This was an

effective awareness promotional method for the project, as the BMECP Centre is a vibrant

community space which is host to hundreds of BAME community events and meetings

throughout the year.
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Reaching out to BAME community groups:

Community groups/affiliated organisations were contacted and introduced to the project

by email. As well as through Brighton’s Community Works mailing list.

Social Media promotion:

Regular promotion of organ donation law change on social media throughout the project.

Creating original content, as well as resharing of content with original copy and tagging

local affiliate organisations.

5



Community Outreach Events:

In January 2020, in partnership with Chinese Educational Development Project (CEDP), we

undertook a community outreach event at the Chinese Lunar New Year celebration, taking

place at the Clarendon Centre.

Three volunteers supported the event, two of whom were Chinese language speakers.

At this event, we had 210 interactions with individuals stopping at our stall. We had given

out a total of 279 informational leaflets and other promotional material. A total of 4 people

had pledged to sign-up using the Organ Donor Register forms, and 20 people we had

spoken to pledged to talk about organ donation with their loved ones.
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Moreover, 20 people shared their personal stories with us, such as how their family

member was an organ donor, or how they already carry a donor card with them

everywhere they go.
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In March 2021, ONCA Gallery, a Brighton based arts charity, hosted “The Salon: Black

Women, Hair and Heritage”, which was an event for and by black women. As the

demographic for this event falls within the project’s target demographic, we contacted

ONCA Gallery regarding hosting an outreach activities at the event.

As the event took place in March 2021, a few days before lockdown, fewer people than

expected were in attendance. However, as it was a more intimate event, we were able to

have conversations with each participant before the event started and answer questions

they had about organ donation.

Digital Activities:

The project adapted to full digital delivery from April 2020 to the end of March 2021. An

alternative set of objectives for digital delivery were established and approved by the

NHSBT.

Language Specific Animated Ads:

A series of language specific ads (Arabic, Bengali, Mandarin and Polish) promoting the

organ donation law change were posted for a period of 6 days during Organ Donation

Week, on Facebook and Instagram.

Each ad contains a direct link to the Organ Donor Register. The link is specific to the BMECP
campaign.
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Video content from official NHSBT produced videos, subtitled in different languages.

Language specific copy sourced from official NHSBT material, adapted for social media by

native-speaker volunteers.

Reach:

According to analytics data provided by Facebook the ads reached a total of 5,252, Bengali,

Arabic and Mandarin Facebook+Instagram (excluding Polish) users in Brighton and Hove.

While the Polish language ad had reached 3,693 people locally.
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The animated videos reached 7,287 total plays.

And in terms of engagement, the ads received a total of 9 Shares, 22 Likes and 1 comment.

These numbers greatly exceeded our expectation of reaching a total of 720 people across

Arabic, Bengali, Mandarin and Polish speakers in Brighton and Hove. However, it is also

important to take into account the same individual viewing the ad multiple times.

Health and Wellbeing Sessions:

A series of 4 online health and wellbeing events ran across August and September. Three

Health & Wellbeing sessions were instructive exercise/wellbeing workshops delivered by

BAME people for the benefit of BAME people. The workshops were Yoga, Mindfulness and

Qigong.
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Given the collective trauma experienced across the BAME communities in the fall out of the

COVID-19 pandemic, it was important to give back to the community and reorientate the

organ donation promotional campaign from a place of care. Linking to the conversation

surrounding organ donation to general wellbeing and provide the community with tools to

keep healthy during this challenging time.

Feedback from online Health & Wellbeing workshops:

“Learn new and helpful things in life”

“I feel much more relaxed after the exercise.”
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“Found it calming, helped my breathing and I felt energised”

“Hadn't practiced since the start of lock down, so great to feel the benefits of Qi
Gong again! Also the explanations were great, and so lovely to see others at the
same time”

Organ Donation Week Health Talk invited guest speakers from the NHSBT as well as

Diabetes UK. The event discussed organ donation from the perspective of an organ

recipient, a doctor, as well as a diabetes patient.

Feedback for the Organ Donation Week Health Talk on Social Media and from post-event

survey:
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“The speaker speaking about receiving a kidney was very powerful, how donating
could save lives”

“Very informative and useful. I would recommend it to people who still have doubts
about registering.”

“glad to have attended”

A total of 75 people signed up for the series of four events via Eventbrite, 61 people were in

attendance.

Organ Donation on the BMECP Website:

A dedicated organ donation page was added to the BMECP official website. With videos and

information explaining the organ donation law change, links to law change facts sheets in

various languages, facts sheets related to faith and organ donation, as well as a direct

sign-up link.
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Budget:

The project came in significantly under budget. In the original bid, a significant proportion

of the budget was costed for in-person events, i.e. venue hire, events’ food & drink etc. As

these in person did not take place due to pandemic, this budget was left over. Some budget

was allocated towards facilitating online events, such as Zoom pro membership, trainer

fees and the paid ads.

What work well:

● Great level of engagement with the public at in-person outreach events. People

wanted to engage with the subject of organ donation and often had personal stories

to share with us.

● The two outreach events organised reached an intergenerational demographic,

from families with children to older community members.

● Social Media campaign targeting the largest foreign language groups in Brighton

and Hove reached more people than expected. People who saw the ad also

commented and ‘Shared’ the ad among their own Facebook/Instagram networks.

● Making use of the NHSBT produced animated ads was a cost effective way to

promote the law change to different language speakers.

● Outreach event at ONCA gallery offered community members the opportunity to

attend the event who otherwise would not have been able to due to financial

reasons.

● The NHSBT Community Investment team were incredibly helpful throughout the

course of the project, from providing training sessions regarding digital delivery to

helping to organise ambassadors to speak at events.

● Great support from volunteers at outreach events. Offering native speaker support

at the Chinese New Year gala made a huge difference in facilitating conversation

around organ donation.

● The Project Steering Group greatly helped to guide the project through various

challenges.

● Positive feedback from participants on Health & Wellbeing session, Yoga, Taichi etc.

● Participation of passionate organ donation ambassadors at the online Health Talk

Event. Sharing different perspectives on the issue of organ donation
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● IHAP Project Lead was invited to present to NHSBT Stakeholder and fellow CIS

grand-holders regarding the project’s digital adaptations at a national webinar.  The

Project’s SMART objectives were adapted by the NHSBT as a template for potential

applications of the CIS funding.

● Positive and engaging Q&A session at the end of the event. Participants posing

insightful questions to the speakers and sharing helpful comments.

Challenges:

● Attracting community members to online events compared to in-person events has

been difficult. Especially to one specifically discussing organ donation.

● The number of people filling out the post-event survey was poor.

● Difficulty reaching religious communities/faith leaders.

● It was not possible to request an NHSBT ambassador to participate at the in-person

outreach events because there were no ambassadors in the region at the time.

● Even though the social media ads reached a large number of people in our target

demographic, however, people did not use the direct link to sign up on the Organ

Donor Register.

● Similarly, individuals who showed an interest in donating when speaking to us at

outreach events failed to follow through and sign up.

● Negative Public Health Sentiment among BAME community in the fallout of the

pandemic

● For social media posts (not targeted paid ads), it is difficult to measure what

percentage of people seeing and engaging with the posts (on Twitter, Facebook etc)

fall in the Black, Asian and Minority Ethnic demographic we are trying to reach.

● The uncertainty of lockdown/social distancing policies made it particularly hard to

plan for project activities.

● Many people who signed up to attend online events did not eventually attend.

● Coordination and engagement with community organisations made more difficult

by pandemic.

● The spread of fake news on social media/WhatsApp about the organ donation law

change, led many people to ‘opt-out’ out of fear and misinformation. We are always
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on the back foot when it comes to combating the spread of fake news. It is much

more difficult to correct misinformation than it is to inform.

Conclusion:

● In-person outreach events were well received and made genuine connections with

community members.

● The project took shift action to adapt to digital delivery and undertook timely and

effective promotion during Organ Donation Week 2020. Where the online Health

and Wellbeing sessions were extremely well received by participants and Organ

Donation Talk generated insightful input from participants.

● The Steering Group greatly supported the delivery of this project and was

instrumental in steering the project through its digital pivot by offering advice and

insights.

● Many invaluable learnings came out of the experience of adapting the project

digitally. Overall, through our digital activities , we were able to reach a substantial

number of people with the message of the organ donation law change. However, it

was difficult to achieve the same level of interactivity & engagement of in-person

delivery via digital means. Moreover, we are also mindful of the issue of digital

poverty, which is particularly prevalent among BAME communities, which means

that there would be people who could simply not access our online

events/promotion.

● Despite our achievements over the course of the project, we still feel that there is a

lot of work to do in promoting organ donation awareness and driving behavioural

change. The Intergenerational Health Awareness Project was delivered at a very

particular time in our history; as the COVID crisis not only caused many practical

challenges, but also shifted the conversation around the lives of Black and Asian

communities, particularly regarding the issue of health inequalities. We hope to

continue to contribute in the collective effort to eradicate health inequalities.
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The Future

Based on the success of the Intergenerational Health Awareness Project and supported by

the Project Steering Group the BMECP was successful in securing funding from the third

round of the NHSBT’s Community Investment Scheme. Where we will be continuing with

our work promoting organ donation awareness across Brighton and Hove in 2021.

Rui Jin, Project Lead, 2021
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