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Brief and objectives: 

Our brief was to create a blood cancer awareness campaign for local research charity, 

Leukaemia & Lymphoma NI. It is the only local charity focused exclusively on blood cancer.  

All funding raised in NI stays here and is used to fund research involving local patients. 

The campaign ‘Empty Chairs’ was live from Spring 2017 and culminated in Blood Cancer 

Awareness Month, September 2017. 

Our objectives were:  

 To highlight the huge developments which have been made in blood cancer research 

thanks to the charity’s work 

 To create a strong sense of local ownership to drive local support 

 To increase charity donations year on year 

 To increase awareness of blood cancer affecting young people not just elderly 

 To boost the charity’s social media following, where they receive the most 

engagement 

 

Rationale behind campaign, including research and planning: 

We worked closely with Queen’s University Belfast to determine the overarching statistic 

which became the backbone of our campaign: thanks to research, three out of four people 

diagnosed with blood cancer  in Northern Ireland now survive.  But one doesn’t.  We need 

your help to support research to save the one in four.  

Our research with the charity indicated that donations and supporter numbers were 

dwindling due to an ageing following – there was an immediate need to invigorate the profile, 

attract a younger audience and demonstrate the strong local connection for the charity 

versus big national charities which were felt to have a “big player” and therefore “big 

spender” feel.  All money raised here stays here.   



In researching and selecting media channels, the charity had a small but growing Facebook 

presence, a limited Twitter presence and a website which is not fit for purpose, outdated and 

they lacked the funds to develop a new website.  Facebook was selected as the main 

channel to draw the younger 30-40 something audience, supported with offline traditional 

media and using Twitter to drive traffic to the Facebook page (rather than the website). 

Our rationale was a campaign based around local people, younger, relatable patients and 

familiar local places. 

 

Strategy and tactics, including creativity and innovation: 

Previous campaigns for the charity had focused on loss; for the 2017 campaign, we needed 

to highlight the positives of the funded research (3/4 survival) but to starkly present the need 

to keep up the work (1 in four dies).   

This would be visually represented by bringing to life the personal stories of these 3 out of 4 

survivors and then, alongside, a very personal in-situ “Empty Chair” representing the one in 

four lives lost.  After working closely with the charity to identify appropriate subjects willing to 

share a strong enough story, scenarios included an empty seat in a local football stadium for 

a father who was a football coach, a school chair draped with a blazer for a 17 year old 

school girl and a family Christmas dinner table for a young wife and mum of two. 

#EmptyChairs was a predominantly digital campaign, led by story-telling and strong, 

impactful photography.  We worked with a portrait stills photographer to carefully light both 

the 4-shot (3 survivors in silhouette plus the chair) and then to create a perfectly lit empty 

chair portrait, in situ, which would also be used for a low-budget paid outdoor campaign.   

Knowing that social media engagement is dramatically increased with video content, and 

with limited budget, we also created two hard-hitting videos to support a) the launch of the 

campaign and b) Blood Cancer Awareness Month, using three teenage schoolfriends of the 

17 year old deceased and a direct call to action, as they each recalled their memories of 

their friend, standing back beside their old lockers and school classrooms. It was raw, 

emotional and utterly compelling. 

 

Implementation of tactics: 

Social Media: Empty Chairs was executed largely through social media (Facebook and 

Twitter). We produced a sustained drip feed of content, imagery, tease and reveal and 

narrative plus two key videos.  These ran out across 26 weeks to keep momentum and build 

interest and following leading up to Blood Cancer Awareness Month and around its annual 

fundraising gala dinner. These stories were hugely successful online as each individual's 

friends, family and co-workers engaged and shared their friend's story with their own circles. 

Media: This online activity was supported with traditional media relations, targeting the local 

daily and weekly press of both the survivors and the deceased people and their families.  As 

each personal story was revealed on social media, press and broadcast coverage was 

generated around these local campaign heroes telling their personal stories. 

Outdoor Campaign: with a very limited budget and bearing in mind the limits of reach of 

social media among middle-aged audiences, we recommended two geo-targeted outdoor 



advertising bursts to support Blood Cancer Awareness Month.  Two ‘empty chair’ portraits 

were redesigned as adshels and placed in 20 different locations across Northern Ireland, 

some also targeted around the areas where the deceased had lived (including near the 

school whose blazer featured prominently). The second burst was in December 2017, 

featuring a Christmas dinner themed empty chair portrait. 

 

Measurement and evaluation: 
The outcomes/achievements are: 

 Charity donations increased by 79% year on year with no other additional fundraising 
events/activities than in previous years. 

 During the campaign, Leukaemia & Lymphoma NI’s Facebook following was 
increased by 48% (4,288 to 7,098) 

 Facebook Posts (26 total) reached over 756,000 people. 
 Facebook Clicks (on 26 posts) totalled approx. 44,000. 
 Campaign video reached 28,000 people, with 11,000+ views and 63 shares 
 Achieved 15 pieces of targeted print and broadcast coverage, reaching over 

12.5million people. 
 Outdoor Campaign reached 17% of a geo-targeted populations, generating a reach 

of 1.4million people. 
 On the back of the campaign, the BBC selected the charity for one its 4 major 

appeals videos, interviewing the father of the schoolgirl subject, personally telling her 
story and sharing his personal diary notes of her disease and death. 

 

Budget and cost effectiveness: 

Total campaign budget was £20,000 

PR Time Fees £9,150 over 12 months 

Photography/Videography £6,500 

Digital promotion £350 

Outdoor Paid Advertising £4,000 

Charity Donations rose in year by 79% 

 


