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Preface 

The Young Leaders Program at the Greater Seattle Chinese Chamber of Commerce, 

a Seattle-based 501-c-3, not-for-profit, organization recruited and formed a 

multidisciplinary team to support Bloodworks Northwest, an independent, non-profit 

organization harnessing donor gifts to provide a safe, lifesaving blood supply to 

more than 90 Northwest hospitals, to spread the words about the importance of 

blood donation to the local community. 

In doing this project, we strive to create a sustainable solution that raises 

awareness about blood donation in the local community. The project takes place 

between January and May 2019 where 5 multidisciplinary teams work closely with 

local communities across the Greater Seattle area. 

This project report summarizes the key findings and outcomes from a specific team. 

The content of this report is solely written for the purpose of helping Bloodworks 

Northwest to understand public perceptions on blood donation and to implement 

solutions that can be used to encourage people to participate in the blood donation 

effort. 

 

Team Information 

This is the report from Digital Business Solution. Our team consisted of the 

following individuals: 

1. Michelle Chen, UX/UI Designer 

2. Yuqi Feng, UX/UI Designer 

3. Yi Hu, Strategic Consultant and Project Coordinator 

4. Yifan Wu, Data Analyst 

5. Melody Xu, UX/UI Designer 
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Executive Summary  

According to Pew Research Center and Bloodworks Northwest Market Research 

Data, “In Seattle alone, we have about 119,000 ethnically Chinese individuals. 

Despite their strong population presence, only less than 0.05 percent donated their 

blood in 2017”. It indicates the insufficient blood donation from the Chinese 

community. The lack of Chinese donors in the Greater Seattle Area is one of the 

reasons that leads to blood shortage, thus resulting in inadequate blood supply for 

people in need. Bloodworks is struggling with how to attract more young audience 

in the Seattle Chinese community to donate. Young Chinese people might have 

distinctive reasons not donating blood, particularly those who were raised in a 

cultural environment outside the United States. Therefore, it is crucial to 

understand what exactly hinders the younger Chinese generation from donating 

and develop a solution that addresses their specific pain points and concerns.  

 

Our team’s purpose is to raise young Chinese people’s awareness of blood donation 

and motivate them to start donating blood through developing a digital solution 

that educates them about the blood donation but does not compete with the current 

Bloodworks’ mobile app.  

 

Our project underwent several stages, including SWOT analysis, user research and 

analysis, and product design. Our SWOT analysis focused on analyzing Bloodworks’ 

current business and operational goals and its current version of mobile app to help 

us better understand the company’s core values and its current solution. We utilized 

both a survey and semi-structured interviews during our user research stage to 

understand Chinese students’ current perception on blood donation and their 

reasons to donate or not donate blood. Analyzing these results helped us to 

uncover the specific points we want to focus on later in our design stage. During 

the product design stage, we came to our design decisions with support from user 

research. We then moved through stages of low-fidelity sketches, storyboards, and 

final digital mock-ups in iterations. As we moved forward from one stage to the 

next, we used testing methods such as usability testing to help us refine our 

design.  
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Our three major takeaways from the user research stage are the following:  

1. Chinese students are unsure about their eligibility to donate blood in the 

U.S due to their status.  

2. Chinese students have security and safety concerns about blood donation, 

which is associated with the trustworthiness of the company. 

3. The perceived complicated process of the blood donation impedes Chinese 

people from donating blood. 

 

Our design solution can be divided into two parts:  

1. An eligibility check on the mobile website that helps to resolve Chinese 

students’ uncertainty on whether they are eligible to donate. It provides an 

easier access for potential donors to learn about their eligibility status and 

saves the time and effort in learning about necessary information prior to 

donating blood.  

2. A promotional video concept that includes 2D animation with real scenes 

to illustrate the journey of blood. The content of the video would help 

educate young Chinese students about the general process of the blood 

donation and increase transparency of the process while improving 

Bloodworks’ trustworthiness of the brand.  
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Situation Analysis 

SWOT Analysis 

The full SWOT analysis is attached in Appendix A. We used the powerpoint slides 

from Bloodworks, the website and the mobile app to learn about what 

challenges Bloodworks is currently facing. The findings in each category 

(strength, weakness, opportunity, and threat) were ranked based on how well they 

aligned with the goals, priorities, and concerns of the Chinese community, and were 

expressed through a first-person perspective. The evaluation criteria were based on 

our group’s personal experience, which were similar to that of most Chinese people.  

 

A. From the Company Side: 

Bloodworks Northwest is the sole provider of blood to most hospitals in the 

Greater Seattle area and has built a large network of volunteers. As the 

company expands with higher demand of blood, it faces challenges in the 

lack of brand awareness and donor’s diversity.  

 

B. From the Mobile App side: 

Bloodworks’ current mobile app allows blood donors to schedule an 

appointment in a desired location, as well as providing a community 

tracking/competing system to encourage donation. 

 

Our SWOT analysis helped us understand how the website and the mobile app were 

able to serve our community. Additionally, we had an opportunity to present our 

SWOT findings during a bi-directional meeting with Bloodworks where we learned 

more about the company’s current efforts in promoting blood donation in Chinese 

community. Below is a list of potential opportunities for our solution:  

1. Provide a more convenient way for people to check their eligibility 

2. Discover motivation for people to donate 

3. Engage with friends (which is especially important for Chinese) 

4. Educate about possible impact on health 

5. Learn about others’ stories or experience 
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Survey and Results 

We narrowed down our target audience to Chinese college students, since students 

have a longer donation span and are more open to learning about blood donation. 

In addition, as students at the University of Washington (UW), we have better 

access to this population. Our first step was to conduct a survey to understand 

Chinese college students’ motivation, experience, and knowledge in donating blood. 

Specific questions can be found in Appendix B. We wanted to know specific reasons 

that students donated or not donated blood in the past. In our survey, we asked 

questions that were intended to uncover possible motivations for donating blood 

from Chinese community’s perspective and experience.  

 

We had a few demographic questions in our survey to help us understand the 

background of our survey respondents. Our survey asked about the respondents’ 

age, class standing, self-identification, and their number of years stayed in the US. 

Knowing these information was important for us to acknowledge the difference 

between individuals in our user group and to find correlations in our analysis.  

 

We conducted survey among students at the UW and collected 57 samples in total. 

Details regarding demographics of respondents are included in Appendix C. We also 

collected reasons for not donating blood. The highest voted ones are “not eligible 

due to status” (32.6%), “no time to donate” (32.6%), and “security/trust concerns” 

(26.1%).  
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Figure 1. Reasons not donating blood from survey results 

 

Interviewees also rated their willingness to donate if they are exposed to more 

marketing materials about blood donation, choosing from “Strongly Disagree”, 

“Disagree”, “Neutral”, “Agree”, to “Strongly Agree”. Here are our findings: 

1. For people who have not donated before, 30.43% of them strongly agreed 

that they are more likely to donate if the company is trustworthy and 

28.26% also indicated so if they know more stories of life saved. 63.04% of 

people agreed that they are more likely to donate if they know more about 

stories of lives saved and who they have helped. 

2. For people who have donated before, 63.64% of them strongly agreed that 

they are more likely to donate if they know more about stories of lives saved 

and 63.64% indicated so if they they receive family support. 81.82% of 

people agreed that they are more willing to donate if they know about stories 

of lives saved and 72.72% indicated so if they the company is trustworthy. 

 

To conclude, Bloodworks needs to concentrate on enhancing the company brand 

image to attract more donors in the future and tell more stories of people saved. 
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Figure 2. People will more likely donate if... 
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Regression and Results 

We also analyzed the above data using linear regression in STATA to find out what 

aspects should be prioritized in our solution to attract people who are most willing 

to donate in the future.  

 

Detailed analysis is included in Appendix D. We used linear regression models to 

test: 

1. How do demographics affect people’s future willingness to donate? 

2. How do companies’ brand image (e.g. security and trust) and people’s 

current knowledge of blood donation (e.g. demand of blood, eligibility for 

donation) affect their future willingness to donate? 

 

Our main results are: 

1. The top three reasons preventing Chinese people from donating blood were 

uncertainty of their eligibility, concerns on the company’s security and under 

physical incapability. 

2. Among all the reasons, inconvenient location, lack of knowledge of high 

demand for blood, and not having enough time, contributed the least to 

people’s decisions to not donate. 

 

Since people’s physical incapabilities can not be overcome, we decided to focus on 

providing a solution to mainly address people’s uncertainty about their eligibility 

and their concerns about companies’ security.  

 

Interview and Analysis 

We interviewed students from UW to learn more about individuals’ blood donation 

experience and to gain a deeper understanding on Chinese students’ knowledge and 

experience relating to blood donation. 

 

From our survey findings, we were able to come up with more specific questions to 

ask during our interviews (the list of questions is attached in Appendix E). Since our 

interviews were semi-structured, not all questions were used in the interviews, and 

additional follow-up questions may be asked depending on interviewees’ answers. 
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Among the 9 UW students we interviewed, 3 of them had donated blood in the past.  

 

We compared all 9 interviews and found common patterns emerged from more than 

one interview.  

Here are the key findings from the analyzed interview results: 

 

1) 77.8% (7/9) of the interviewees were concerned about the blood donation 

procedure. The specific problems they were worried about in this category 

were: blood contamination, amount of blood being drawn per donation, 

trustworthiness of the company in using clean and disposable equipments, 

and impact to one’s health conditions.  

2) 77.8% (7/9) were unsure about their eligibility. Since the majority of our 

interviewees are international students, some of them assumed they are not 

eligible to donate due to their identity/status, and never donated or sought 

out relevant information. Some were aware of certain restrictions on 

international students but do not know the exact details. For example, one of 

the interviewees mentioned that “I know that my health condition meets the 

requirement of donating blood but I don’t know if I can donate in the U.S due 

to my status”.  

3) 55.6% (5/9) were not aware of the need for blood. Some of the reasonings 

we heard from our interviewees were: “Even if I don’t donate, there are 

people out there that will”; “So many people are donating every day, they 

probably don’t need my blood”; “I didn’t know blood was needed, I don’t see 

many ads or promotion/marketing materials about blood donation.” 

4) 44.4% (4/9) expressed concerns on not knowing where the blood goes. Many 

students wanted to know the steps after donating blood, which would help 

build trust in the company. One of our participants who had experience 

donating blood commented “I have no idea where they're going to use the 

blood...Like knowing where the blood is going is also really important[for 

me].”  

5) 44.4% (4/9) had fear or considered donating blood as against their beliefs. 

For example, one of them mentioned that “I’m afraid that I will not be feeling 
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well after donating blood because my mom had adverse reaction after 

donating her blood”.  

 

Because personal fear or beliefs really depends on individuals and cannot be easily 

overcome, so even though it was mentioned as one of the top concerns from the 

interviews, we decided to leave it out in our solution. 

 

We decided to tackle down the four major problems that we found through the 

interviews, which are related to safety/security concerns, eligibility, awareness 

about needs of blood, and where the blood goes.  

 

Overall, drawing from our survey, interview, and regression results, we narrowed 

down to two key points: educating people about blood donation, which includes 

safety/security concerns, demand for blood, and where the blood goes, as well as 

addressing people’s uncertainty about their eligibility to donate. These two 

main points ultimately became the key concepts of our solution. 
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Our Solutions and Outcome 

We developed a two-part solution to address the situation:  

 

Part One: 

A sample eligibility check for people to test their eligibility in advance before 

arriving at the donation center, which is especially helpful for first-time donors. We 

came up with three different user scenarios for this design:  

1. A person who seemed to meet all the requirements to donate and was 

informed that he might be eligible to donate. 

2. A person who did not qualify as a donor but was presented with reasons and 

suggestion actions to take to become eligible.  

3. The eligibility check cannot determine the person’s eligibility since certain 

areas the person had traveled to could be at risk of Malaria. Instead of telling 

the person the result right away, it prompted the user to contact Bloodworks 

for more details.  

 

This design serves to address the uncertainty of Chinese students regarding their 

eligibility to donate blood while studying in the US. Additionally, having this 

convenient pre-donation eligibility check helps save potential donors’ time on the 

day of donation, which would improve the overall donating experience. It also 

avoids unnecessary trips to the donation center if the potential donor ends up not 

being eligible to donate, and at the same time they get to learn more about blood 

donation. Moreover, with the given debrief and suggested actions, people will be 

able to see what makes them ineligible and seek ways to become eligible.  

 

In the end, we included a set of attractive icons on the result page, in which four of 

them came from the Bloodworks website, to encourage users to click through and 

explore what they can do to contribute to Bloodworks’ overall effort.  
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Figure 3. Icons we created for the eligibility test to encourage users to contribute to blood 

donation efforts 

 

 

Usability Testing: 

We conducted 3 usability testing for our eligibility check. During the usability 

testing, we encouraged participants to think aloud while performing the task so that 

we understood what part they were struggling with or what steps were confusing. 

After debriefing with participants, we refined our design based on the feedback. 

The following table shows the before and after image of our design with rationales 

supporting the decision-making.  

 

 

 

Before After Rationale 
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All participants mentioned 

that they do not 

understand the terms 

used in the test (i.e. 

Chagas Disease) and 

would like more 

explanations on those. 

 

 

 

 

  

 

 

 

 

Participant 3 indicated 

that he wants to learn 

more about why he isn’t 

able to donate after 

leaving the U.S within the 

past 3 years.  

 

Our basis for determining 

a participant’s ineligibility 

is based on whether the 

participant had been to 

malaria risk countries, so  

we decided to provide a 

more detailed reasoning 

in the result page. 

 

In order to do so,  

we need to know the 

specific countries the user 

had visited. Therefore we 

added a follow-up 

question if the user 

indicated they had been 

abroad. 
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Participant 3 expressed 

that “Share this Test” 

icon was confusing. He 

was not sure if it was 

sharing the results or the 

test itself, and whether it 

was sharing to friends or 

with the public.  

 

We changed the label of 

the icon to “Recommend 

this test to a friend”, 

which is more descriptive. 

  

 

 

 

 

 

 

Participant 3 expressed 

that knowing “1 pint can 

save up to 3 lives” on the 

Congrats page was 

inspiring, and indicated 

that he wanted to learn 

about this early on. So, 

we moved the statement 

to the first screen of our 

eligibility test. 

 Table 1. Usability study before and after revision comparison 

 

Part Two: 

An educational video that integrates 2D animation and real 3D scenarios. We 

chose to include animation because it is more visually appealing to the younger 

audience. As indicated in the user research results, people were not aware about 
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the need for blood and where the blood actually goes. They were concerned about 

the trustworthiness of the company they donate with, especially the safety and 

security of the blood donation process. This led to our decisions to divide the video 

contents into three sections: showing the need for blood, concrete steps of a 

complete blood donation process, and depicting where the blood eventually goes. 

Having these steps would help increase the transparency of the blood donation 

process, which would also show how the blood is put into use to save lives. We 

believe that indicating the needs for blood can raise a sense of urgency and “plant a 

seed in people’s mind” about the fact that many people need their help. Telling a 

story about the actual blood donation process helps to eliminate the false 

assumption that blood donation takes up a really long time. In the story, we would 

include real world scenes, such as blood drive’s environment and equipments, to 

illustrate the professionalism and cleaness of the donation environment; we believe 

this will help break down the general public’s misconception and doubts, as well as 

increase the trustworthiness of Bloodworks’ brand. To address the situation about 

where the blood goes, we decided to include scenes that track the journey of the 

blood after it is been drawn out up until it is transfused into a receiver. A 

transparent and complete journey like this helps resolve people’s uncertainty about 

if the blood is actually used appropriately to serve its purpose. 

 

Limitations: 

1. The questions used in our eligibility check were based on a sample donor 

questionnaire we found online, so they might not fully address all the aspects 

that Bloodworks uses to determine one’s eligibility and it may not provide 

accurate rationales that affect one’s eligibility. 

2. Our solution cannot help people overcome their fear about donating blood 

since it is personal and varies among people. 

3. Due to time constraint, we did not have the chance to build up the desktop 

version of the eligibility check. However, the mobile version is responsive and 

the same design can be applied to the desktop version. 
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Recommended Actions 

We recommend Bloodworks to promote our eligibility test solution in the following 

three channels: 

1. Add a link at the end of each Bloodworks video 

2. Add the QR code on posters 

3. Link it to the “Check Eligibility” button in the current app and website 

 

For the marketing side, as our survey data showed, Bloodworks needs to 

concentrate on advertising lives saved and enhancing the company brand image to 

attract more donors in the future. 

 

Action Plan - “Journey of a Blood” Video 

Timeline Tasks  

Week 1 Stage 1 - Preparation  

- Read through this consulting report to understand the 

whole design process and expected result.  

- Create a complete and professional storyboard to capture 

the concept proposed in this report. 

- Decide what scenes to be created with 2D animation and 

when to use real 3D scenarios. 

Week 2 - 3 Stage 2 - Designing and Shooting 

- Create the “baby blood drop” figure and other 2D 

animation scenes. 

- Shoot 3D scenes for the complete blood donation process, 

donation sites/environment, blood transporting, 

processing, storing, and eventually transfusing. 

Week 4 - 6  Stage 3 - Editing and Refining 

- Merge 2D animation with 3D scenes. 

- Video editing and add transition 

Week 7 Stage 4 - Publishing 

- Embed the eligibility check to the end of this video 

- Publish this video on Bloodworks’ website (homepage) 

and on Youtube 

Table 2. Action plan for promotional video 
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Action Plan - Eligibility Check 

Timeline Tasks  

Week 1 - 4 Stage 1 - Precheck and Preparation  

- Read through this consulting report to understand the whole 

design process and expected result 

- Generate a list of questions to be asked in the eligibility 

check to replace the current ones 

- Complete the prototype to allow people to actually choose 

answers instead of just clicking through the preset and 

pre-made screens 

- Design a desktop version of this eligibility check prototype 

(e.g: adds responsiveness) 

- Figure out the algorithms of the eligibility check (e.g. under 

what conditions, what result is shown). 

- Add completed interactions (e.g. mouse hover, mouse click) 

to indicate clearly what answers will eventually lead to what 

results 

- Conduct multiple rounds of usability testing to catch design 

flows or problems 

- Go through the same iterative process as many times as 

needed to refine and finalize design 

- Developing a design and code specification of the eligibility 

check for software developers. 

Week 5 - 6 Stage 2 - Development 

- Asking software developers to implement the design based 

on the written design and code specification.  

Week 7 - 9  Stage 3 - Testing and Refining 

- Engaging people to test out the eligibility check to identify 

potential technical problems. 

- Make sure the solution works across different platforms. 

- Addressing all technical issues and conducting more testing. 

Week 10 Stage 4 - Product Launch 

- Embed the eligibility check to Bloodworks’ website and 

mobile app 

- Add the eligibility check to the end of “Journey of a Blood” 

video 

Table 3. Action plan for eligibility check 
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Appendix 

Appendix A: SWOT Analysis 

Company Side: 

Strength Weakness 

1. Sole provider of blood  
2. Comprehensive services run from 

donor to patient 
3. Large network with volunteer 
4. Research expert  

1. Lack of brand awareness 
2. Brand name confusion  
3. Insufficient donating sites 
4. Promotion is not convincing 
5. Lack of donors’ diversity 

 

Opportunity  Threat 

1. High market demand for blood 
2. 100% safety guarantee to recruit 

more donors 
3. Support from affiliated hospitals 

and school  
4. Social media advertisement 

1. General low awareness and 
participation in blood donation 

2. Growing competition 
  

Table 4. SWOT analysis of the company 

 

 

Mobile App Side: 

Strength Weakness 

1. I can read other people’s stories 

on the app, which helps to 

encourage me to donate blood 

and learn more about the 

benefits of blood donation; 

2. I can learn more about 

Bloodworks and blood donation in 

general through different 

methods such as going on the 

website, emailing to ask 

questions, and calling them; 

3. I can tell how many lives I have 

impacted based on the shown 

1. As Chinese, I cannot tell my 

eligibility to donate blood.  

ex: After I press the 

“Check Eligibility” button 

and have to retype 

website’s URL to look up 

more information on 

Bloodworks because it 

does not have a hyperlink 

inserted.  

(International students 

cannot donate blood in the 

United States unless they 
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statistics so that it will motivate 

me to donate more blood; 

4. I can clearly see the impact I am 

making through visual displays; 

5. I can keep track of my past and 

current appointments, so I’ll 

know how often I donated blood 

and when my next appointment 

is; 

6. I can easily find the (closest) 

locations to donate blood thanks 

to the embedded map feature; 

7. I know when is the next eligible 

time to donate blood 

 

are living in the U.S for 

more than 3 years. If you 

recently visit your home 

country and come back, 

you have to wait for 3 

more years); 
2. Why do I even download this app 

in the first place? I don’t have 

any intention to donate blood 

and I am not motivated to 

explore features on the app; 

3. I don’t know why I would join or 

create a social group, seems not 

important; 

4. The home page overwhelms me 

with so much information, 

including a lot of redundant 

information on different pages, 

such as “About Blood Donation”; 

5. Lots of features are hidden and 

hard to navigate to--for example, 

I don't know that I could start a 

friendly competition with other 

donors in a group 

 

Opportunity Threat 

1. I might want to donate blood with 

my friends (important to 

Chinese); 

2. I wish I can see how people feel 

after their first donating 

experience; 

3. I wish I can see how my donation 

would help specific individuals. 

Ex.I want to have a chatting 

platform so that the donor and 

the recipient can interact with 

each other; 

4. I want to see how many people 

need blood daily;  

5. I might want to use wechat 

1. As a Chinese, I don’t know if I 

am eligible to donate blood in the 

US; 

2. I don’t know if donating blood 

will cause any serious health 

problems; 

3. I am not interested in using the 

app because it seems to only 

serve for people who already 

have experience in donating 

blood or want to donate blood; 

4. My values in donating blood 

might not align with other 

Chinese people’s values; 

5. I do not know who to contact 
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/other apps with other Chinese 

users when learning about blood 

donation; 

6. I want to see more visuals 

instead of a long passage of 

words; 

7. I might want to schedule 

donation based on locations 

instead of just dates 

 

when I need help with navigation 

or when I want to ask questions; 

6. I want to donate blood because I 

want to help other people. I am 

not sure if a competition (having 

leaderboard on impact) is a good 

idea 

Table 5. SWOT analysis on the current mobile app 

 

Appendix B: Survey questions 

Section 1: 

What is your age? 

What is your class standing? 

What best identifies you? 

How many years have you stayed in the US?  

How many times have you donated blood (all types, i.e. whole blood, plasma, or 

red cells) in your lifetime? 

 

Section 2: No experience in donating blood 

Why are you not donating blood? 

I would be more likely to donate blood if: 

- I know more about the blood donation information (i.e. process, duration) 

- The organization I am donating blood with is trustworthy 

- I learn stories of blood donors and their experiences 

- I learn about the stories of lives saved 

- I learn about who I’ve helped 

- My friends are donating blood with me 

- My parents/family members are supportive of donating blood 

- Blood donation is better promoted/publicized in my area 
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- Blood donation process is easier/simpler, or I have easier access 

- More people asked or persuaded me to donate 

 

Section 3: No experience in donating blood 

Have you donated with Bloodworks? 

Are you a frequent donor? If yes, how often do you donate blood? 

Why do you donate blood? 

I would be more likely to donate blood if: 

- I know more about the blood donation information (i.e. process, duration) 

- The organization I am donating blood with is trustworthy 

- I learn stories of blood donors and their experiences 

- I learn about the stories of lives saved 

- I learn about who I’ve helped 

- My friends are donating blood with me 

- My parents/family members are supportive of donating blood 

- Blood donation is better promoted/publicized in my area 

- Blood donation process is easier/simpler, or I have easier access 

- More people asked or persuaded me to donate 
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Appendix C: Demographics of survey respondents 

 

Figure 4: respondents’ self-identification           Figure 5: respondents’ years of stay in US 

 

Figure 6: respondents’ donation history      Figure 7: Respondents donated with bloodworks  
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Figure 8: Respondents’ frequency of donation 

  

Figure 9: Respondents’ age distribution 

 

Appendix D: Regression Method 

We cleaned the data collected from “reasons not donating blood” questions to 

generate 12 independent variables including “afraid of needles”, “security/trust 

concerns”, etc.  

 

The dependent variable is interviewees’ rate willingness to donate blood in the 

future, denoted as “will”. Each interviewee’s willingness to donate is calculated from 

their responses to our ten ratings questions. “Strongly Disagree” is denoted as “-2”, 

representing the interviewee’s strong unwillingness to donate blood ; “Disagree” is 

denoted as “-1”; “Neutral” is denoted as “0”, indicating the interviewee’s neutral 

standing point to donation; “Agree” is denoted as “+1”; and “Strongly Disagree” is 

denoted as “+2”. Thus, each interviewee’s future willingness to donate is rate that 
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ranges from -20 to +20. We also adopted “will_rp” as a transformed dependent 

variable to make the distribution of values appear normal for later regression.  

 

The histogram of the original independent variable “will” appears as an inverted 

curve. To make it linearly distributed, we approached transformations of data using 

logarithm and reciprocal. It turned out that reciprocal was the best method. 

However, five observations in which their willingness to donate is neutral, were 

ignored by STATA, as the reciprocal of 0 is undefined. The new independent 

variable after transformation is named “will_rp” and is more close to a bell-shaped 

curve. In addition, dependent variables are defined as dummies. We ran the model 

using the following two equations: 

1. illw rp = β0 + geβ1 · a + denity earβ2 · i + β3 · y + ε  

2. illw rp = β0 + geβ1 · a + denity ear eedles otimeβ2 · i + β3 · y + β4 · n + β5 · n  

      ocation rocess emand ligibility hysical   + β6 · l + β7 · p + β8 · d + β9 · e + β10 · p  

ecurity arent sychafr everthot            + β11 · s + β12 · p + β13 · p + β14 · n + ε  

where the variables are defined as: 

● : reciprocal of interviewee’s willingness to donate blood in the future,illw rp  

1
willingness to donate  

● age: interviewee’s ages 

● identity: interviewee’s self-identification, including American Chinese, Native 

Chinese and Taiwanese 

● year: interviewee’s years of residence in the United States 

● needles: afraid of needles 

● notime: no time to donate 

● location: donation locations too far away 

● process: complicated donation process 

● demand: did not know blood was needed 

● eligibility: not eligible due to status, e.g.identity 

● physical: physically incapable due to health issues, e.g.underweight, anemia 

● security: security/trust concerns 

● parent: prevented from donating by parents or family 

● psychafr: psychological afraidness of blood including dizziness reactions 
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● neverthot:never thought of donating  

 

Equation 1 is mainly used to investigate the demographics of potential blood 

donors. Main results are listed in the following table and those are used for 

go-to-market strategies which will be discussed in “Recommended Actions”. 

 

Dependent 

Variables 

Value Coefficient Willingness to donate 

calculated from 
1

willingness to donate  

age 18 0 0 

 19 -0.134 -7.463 

 20 -0.185 -5.405 

 21 -0.052 -19.231 

 22 -0.091 -10.989 

 23 -0.186 -5.376 

 24 -0.154 -6.494 

identity Chinese 

American 

0 0 

 Chinese 

Native 

0.137 7.299 

 Taiwanese 0.164 6.098 

years of 

residence 

1-2 years 0 0 

 3-5 years -0.051 -19.608 

 6+ 0.049 20.408 

 My entire 

life 

-0.184 5.435 

 Less than 

a year 

(emitted) (emitted) 

Table 6. Regression results of equation 1 
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Equation 2 is mainly used to investigate how much does each aspect demotivate 

potential donors to donate blood, with demographic aspects controlled. Our key 

findings are listed in the following table. 

 

Dependent 

Variables 

Coefficient Willingness to donate calculated from 
1

willingness to donate  

needles -0.155 -6.452 

notime 0.047 21.277 

location 0.015 66.667 

process 0.126 7.937 

demand 0.033 30.303 

eligib -0.003 -333.333 

physical -0.067 -14.925 

security -0.051 -19.608 

parent 0.202 4.950 

psychafr 0.129 7.752 

neverthot 0.053 18.868 

Table 7. Regression results of equation 2 
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Figure 10: Raw Regression Results generated from STATA 
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Appendix E: Interview Questions 
I. Knowledge - What interviewees know about blood donation 

A. What do you know about the blood donation process?  
1. Follow up: How did you learn about blood donation? 

a) Trucks on campus? 
b) Flyers/brochures/website? 

2. Follow up: How long do you think donating blood takes? 
B. What do you know about the eligibility to donate blood? 

1. How do you know if you are eligible to donate? 
C. General communication preference (i.e. way to receive or consume 

information) 
1. What platform or program do you use to consume information (e.g. 

news, hobbies, money, jobs, etc.) 
2. What social media(s) do you use on a daily basis? How much time 

do you do you spend on it/them? (i.e. to communicate, to share life 
moments, kill times, etc.) 

3. What platform or program do you use to communicate or exchange 
information? 

4. Follow up: What is your preferred communication media? 
5. Follow up: What is your preferred way of receiving information? 

 
II. Experience - Personal donation experience 

A. If applicable, where did you learn about blood donation? 
1. Follow up: Bloodworks trucks on campus? 

B. If applicable, how was/were your past donation experience(s)? 
1. Follow up: If you have donated in the past, where did you donate? 

(i.e. US, outside of US - specify country) 
2. If applicable, what was the most frustrating part of the blood 

donation process and how can it be improved? 
 
III. Perspective - Perception about blood donation 

A.  How do you view blood donation? 
1. What negative images/words have you seen/heard about blood 

donation? (from news/media) Follow up: Have these changed how 
you perceive blood donation. If so, in what ways?  

2. Do you have any security or safety concerns about donating blood 
(i.e. used needles, dirty equipment, company reputation, personal 
fear/phobia, health concerns after donation) 
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3. Scenario-based: If you walk by a blood drive, what is the likelihood 
for you to donate spontaneously? 

B. Can you tell me reasons you are not donating now? Follow up: Can you 
elaborate on [this reason]? What will motivate you to donate blood? 

 

Appendix F: Eligibility Test Screenshots 

 

 

Ff 
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MOr 

Figure 11: Eligibility test screenshots 
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More screens on Figma (including lo-fi wireframes and hi-fi digital mock-ups): 

https://www.figma.com/file/PKIMnDXYlq1hhqNqQ6wepiNk/Bloodworks-Eligibility-Ch

eck?node-id=122%3A283 

Interactive prototype on: 

https://www.figma.com/proto/PKIMnDXYlq1hhqNqQ6wepiNk/Bloodworks-Eligibility-

Check?node-id=123%3A225&viewport=1929%2C-223%2C0.7380059957504272&s

caling=scale-down 

Or scan this QR code to view the eligibility test on a mobile device 
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