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Heart 2 Heart Campaign
Saving a life

Our Heart 2 Heart campaign was a collaborative event between Loughborough University, Loughborough Students’ Union and the 
British Heart Foundation, to address the shocking statistic that only 8% of patients survive a cardiac arrest in England because people 
don’t know how to help via CPR.

Over the course of the day we aimed to train or provide refresher training in CPR for 1,300 individuals in order to give them the 
confidence to perform this life saving technique should an emergency situation arise. In the process, we wanted to raise awareness of 
the vital work of the British Heart Foundation and aimed to bring the East Midlands’ cardiac arrest survival rate of 1/18 in line with the 
national average of 1/10.

Website

Branding
All Heart 2 Heart branded materials were 
created by the in-house design team’s intern 
with support from colleagues in the team. 
Requirements involved creating artwork for 
flyers, bus shelters, certificates and digital 
collateral for social media, website and 
screens in both static and animated 
versions.

Campaign rationale
The rationale behind the event includes:

1. Helping to raise the cardiac arrest survival rate in the East Midlands from 1/18 to 1/10 (in line with the national average)
2. To increase bystander confidence to perform CPR on adults and/or children
3. Provide an event to bring together staff, students and the local community
4. Strengthen working relationships between University and Union staff
5. Strengthen the #LboroFamily brand
6. Raise awareness of the British Heart Foundation (BHF) and the work that they carry out
7. Create volunteering opportunities for staff and students
8. Provide a CPD opportunity for staff and students

Infographic focused on key messages
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Thunderclap

LU Website

Loughborough Echo Social media blog

The team made use of online tools to 
highlight the issues and engage staff 
and student audience.

Twitter

YouTube

A well supported Thunderclap reached over half a million people. Regional PR and internal communications supported the event promotion. 
Alumni including the Red Arrows pledged their support on social media.  
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Social media assets - Instagram

All participants were given a certificate to 
reinforce the value of the cause and to 
keep the issue front of mind. 

Participant certificate

Updates on Instagram using simple infographics were extremely popular.

A thank you mini packet of Love Heart sweets for 
participants supported the Valentine theme. 
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Reach: 70,554
-

Reactions/comments/shares: 841
-  

Link clicks: 3037  

Other: Event promotion reached 9129 
people and gained 401 engagements. 

3408 on event link / bitly

Total @lborouniversity tweets: 60
-

Trended 5th in the UK at 9:45am
-  

Twitter impressions: 258,568  
impressions on @lborouniversity tweets

-  
Twitter engagements: 5989 engagements 

(likes, replies and retweets)

LinkedIn Impressions: 82,336 
-

LinkedIn Click throughs: 21 
-

LinkedIn Interactions: 288

Thunderclap participants: 404
-

Thunderclap reach: 548,746

RADIO 
Capital FM, Smooth FM, BBC Radio Leicester  

Combined potential reach - 904,000

TELEVISION 
BBC East Midlands Today
Potential reach - 687,000

Local press and online 
Leicester Mercury, Loughborugh Echo

Combined potential reach - 197,066

    TwitterFacebook

Instagram Story views: 103717 in total 
(not unique), 5095 unique views

-
Instagram hashtag uses: 25  

(not including Instagram stories  
on personal accounts) 

  Instagram 

Thunderclap

Press and PR impact

Snapchat stories:  
17 snapchats on the story

-
Snapchat screen grabs:  

43 screenshots on our stories

    Snapchat

LinkedIn

Media and online impact 




