WEBSITE FEATURES AND CAMPAIGN STRATEGY

This table lists examples of website features that had direct application to the overall campaign strategy.

Application of Website Features to the Campaign Strategy

Website Feature Application

Local Engagement Determine if local
engagement is a key element
e | ———— — of the campaign strategy. If
= THE FIGHT IS IN US toMe HowiTwoRKks QsA CONTACTUS ESPAROL  DONATE PLASMA. Iocal engagement IS nOt

required, more development
effort is available to maintain
a single, national page.

We Need Heroes

in the Ph||ade|ph|a If local engagement is
. necessary, using city names
Metropolitan Area. in the website URL and
providing local images, icons,
If you've recovered from COVID-19, your plasma and messaglng make the

could help save lives today.

website more regional. This
delivers more personal and
direct messaging to
communities.

Prescreening Potential Donors Numerous visits to a website
can overwhelm the process of
identifying potential donors. In
such cases, a prescreening

* *» 9

s THEFIGHT ISINUS =~ @ step such as a health bot may
reduce the overall pool of
ne,liy\ o;:lliallasls]? potential donors and

decrease the lines and
processing times at the
o donation centers.

If prescreening is not
necessary, the website
should reduce the number of

0 .
Areyou 16 years o kder and at least 10 pounds? steps for users. A single form

or direct communication with

the donation center server
can reduce the steps and
time that a user must invest to
donate.
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Website Feature Application

Call to Action

WHY DONATE ESPANOL

Plasma has Helped
Save Lives in the Fight
Against COVID-19

Large buttons and fonts,
highlighting, and other UlI/UX
considerations make it easy
and clear for users to
recognize and act on a call to
action.

HOME
WHO WE ARE

THE POWER OF PLASMA

PUBLIC SERVICE ANNOUNCEMENTS
WHY DONATE

CONTACT US

Content Discovery and Navigation

THE FIGHT IS IN US HOME THE POWER OF PLASMA Wk

Use a “hamburger” menu and
navigation bar to make it easy
for users to discover content.

Engaging Content

C [ @ httpesy) | f= I | 3

' | | thank ta
= THE FIGHT Is IN Us HOME  THE POWER OF PLASMA  WHY DONATE ESPARDI

While the need for people wha have recovered fram COVID-19 to donate their
plasma is less urgent, danating plasma still helps,

Provide informative,
interesting, and engaging
video content such as
testimonials and public
service announcements.

Display large video previews,
thumbnails, and text
summaries to enhance the
presentation of video content.
Avoid navigation away from
the main website by
embedding video content on
the page.

Use video carousels to make
it easy for users to navigate
through video content.
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Website Feature Application

Improve Search Engine Optimization (SEO)

L RN () Thank you for donating conval X =4 (-]

<« C @ thefightisinus.org/en-usftha... ¢ » .

Plasma has Helped
Save Lives in the
Fight Against
CovID-19

gl Tt et | TS DT T WY SR TN T JO

Apply best practices and
other conventions to improve
SEO and increase the reach
to potential donors.

An example of a best practice
is to link to an established
parent or partner site to
increase credibility.

Consider Various Form Factors

THE FIGHT IS INUS

HOME
WHO WE ARE
THE POWER OF PLASMA
PUBLIC SERVICE ANNOUNCEMENTS
WHY DONATE
CONTACT US

ES

who helped raise awareness about the need
for donations, more than 650,000 units of
COVID-19 Convalescent Plasma (CCP)
have been collected since the start of the

pandemic. 600,000 units of donated
plasma have been delivered to hospitals to
treat sick patients, and the remaining units
have supported scientists in discovering
treatments to fight COVID-19 and help save
lives.

Determine the devices that
users will use to access the
website. If mobile devices
such as smartphones and
tablets are likely, then use
mobile responsive coding
techniques.

©2021 The MITRE Corporation
All Rights Reserved

Approved for public release; Distribution Unlimited.
Public Release Case Number 21-2663




Website Feature Application

Emphasize the Call to Action Outline reasons, steps, and
Q&As to send clear
Why Donations messages to users and .
Remain a Tool 4 rusmomas emphasize the call to action.
in the Fight »
Against
COVID-19

MORE PLASMA| 5 MORE PLASMA|

‘ I P
MORE EFFECTIVE PRESERVE VITAL
TREATMENTS BLOOD SUPPLIES FOR

NON-COVID-19
PATIENTS

The need for g

iood nesds and research My bood ceters
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