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Open Access Original Article 

Use of Social Media (Facebook) to Mobilise 

Voluntary Blood Donors During Disasters: A 

Case of Suicide Bombing Attack in Peshawar, 

Pakistan 

A b s t r a c t  

Objective: Social media has emerged as a powerful tool in shaping public behaviour and is now a key 
component in healthcare outreach. Following a suicide bombing at a mosque in Peshawar in January 
2023, this study evaluated the effectiveness of Facebook in encouraging voluntary blood donations. 
Methodology: Within half an hour of the attack, a blood donation appeal was posted on the Regional 
Blood Centre’s (RBC) Facebook page. Public responses through likes, comments, and messages were 
tracked and managed in real-time. Blood collection efforts were promptly expanded both at the RBC and 
at the Lady Reading Hospital (LRH) Blood Bank, located near the blast site. The collected data were 
analyzed using t-tests and ANOVA. 
Results: In the 24 hours after the incident, 209 blood donations were collected at LRH more than triple 
the usual daily average of 62. A total of 441 individuals donated, with 56.23% (n = 248) being first-time 
donors. Female participation was notable at 27.89% (n = 123). First-time donors showed a slightly higher 
rate of transfusion-transmitted infections (4.61%) compared to repeat donors (4.23%). Facebook was the 
primary source of information for 70.06% (n = 309) of donors, followed by TV (20.18%), mosque 
announcements (6.57%), and personal contacts (3.17%). 
Conclusion: There was a substantial increase in blood donations post-disaster, particularly among ‘first-
time’ voluntary blood donors. This altruistic behavior needs to be capitalized by converting these first-time 
donors into regular voluntary donors. 
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Introduction 

The timely and effective response during disasters is very 

critical for proper management and handling of the 

scenario demanding a dire need for accurate actions. 

Disasters either natural or manmade are never new to the 

humans, with ever changing extent throughout the 

passage of history.1 Like the rest of the world Pakistan is 

not apart from such tragedies unfortunately suffering with 

higher extent as remained a target of terrorist attacks 

since last couple of decades.2  

Over all natural disasters like earth quake, thunderstorms, 

floods, landslides, tsunamis along with substitute 

adversities like terrorist attacks, fire incidents, accidents, 

etc. need proper and systematic approach to be 

responded in appropriate manner in order to minimize the 

associated losses of precious human lives.3 

In current era of technology, there is a revolution in the 

media of communication that is solely generated by the 

extensive use of the social media. It not only has changed 

our way of general communication but also has played an 

intense role in response to any emergency situation 

whenever it occurs.4 In scene of any calamity, the use of 

social media platforms like X, Facebook, Snapchat, 

WhatsApp, Instagram, Telegram and YouTube can be an 

effective tool as majority of people across the globe use 

theses platforms to effectively communicate and launch 

any campaign without additional expenditure.5,6 The social 

media platform “Facebook”, with its billions of users 

across the planet and ease of usage, attracts all sects of 

the society as an ideal podium an ideal platform for 

attracting common people particularly volunteer blood 

donors in any emergency situation.7  

The studies have revealed that it has a great potential to 

effectively influence the human behaviors and a quick 
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mobilization for any cause thus making it suitable for a 

need based blood donation activities.8.9 The social media-

based campaigns and choice of right platform can provide 

a better understanding of the donor to make a timely 

decision and its significance to save lives.10 In a study 

conducted among the civil servants and young people, it 

was found that there was a rise in urge to donate blood 

after the successful completion of the social media 

campaign on the targeted population.11 In time of any 

catastrophe, the systematic and influential use of social 

media can greatly facilitate the concerned authorities to 

amplify there requirements and approach masses to 

encourage and route them for needy blood donations.12  

Pakistan has faced a very long and persistent wave of 

terrorism affecting all aspect of the society and leading to 

loss of over more than 80,000 precious human lives and 

thousands of injured over the last 15-20 years. The 

terrorism is a multifaceted challenge to the country that 

quiet often leads to killing of innocent souls at a very large 

number in a single attack.13 In current wave of such 

terrorist attacks, a mosque situated in the Police Lines of 

Peshawar, Khyber Pakhtunkhwa province of Pakistan was 

targeted leading to 101 deaths and 300 injuries on January 

30, 2023.14  In case of such incidents there is always a very 

high demand for blood donations, the injured are mostly in 

critical conditions and modern era problem requires use 

of most influential and active resources to approach the 

masses and mobilize them timely with right information as 

per demand of time.15 

There are about 47.35 million Facebook users in 

Pakistan16 thus making the Facebook a very valuable 

social media source to approach the people in the vicinity 

and spread the message country wide. Facebook was 

widely used to mobilize voluntary blood donors, and this 

study aims to investigate the effectiveness of this strategy. 

The purpose of the research was to determine the impact 

of Facebook to motivate the blood donors. This study aims 

to investigate the effectiveness of Facebook in mobilizing 

voluntary blood donors during the Peshawar Mosque 

attack in January 2023.  

Methodology 

This study employed a mixed-methods approach to collect 

quantitative and qualitative data and respective data 

analysis. The nearest hospital to the blast site, Lady 

Reading Hospital (LRH), and the Regional Blood Centre 

(RBC) Peshawar were sites for data collection. Soon after 

the incident the blood components from all surrounding 

resources were directed to the LHR, thus the 

communication with all involved was streamlined. Through 

channelized communiqué an early assessment of the 

required units was made. Thus, primary response was to 

make a proper flow of blood components from all blood 

groups to Lady Reading Hospital (LRH), located near the 

blast site. 

Social Media Campaign 

Regional Blood Center (RBC), Peshawar was taken on 

board as the core center to approach the large portion of 

the public for a blood donation call. Within 30 minutes of 

the blast incident an elaborative and appealing social 

media post was created and published on the official 

Facebook page of the RBC. In order to approach a larger 

audience and targeted groups the post was boosted so 

that not only preexisting 56,000 followers are able to 

check the post but also the other section of society to 

make them aware of the blood donation need.  

The potential blood donors responded including likes, 

comments, and messages, were recorded and monitored 

for data collection. 

Scaling Up Services 

In response to the call of the blood donation and expected 

huge influx all the necessary arrangements were done at 

the RBC and LHR Blood Bank. In order to cater for 

increased donations during the crises the non-

governmental organization (NGO)-sector blood banks also 

set up their blood donations camps.  

Data Collection and Analysis 

All the relevant data was collected that included likes, 

comments, and messages in response to the published 

post at the web page of the RBC. Moreover, the rate of 

blood donations and blood component supply data were 

also collected. The descriptive statistics and inferential 

statistics (t-test and ANOVA) were applied to analyze the 

quantitative data.  

This was done to estimate the effectiveness of the social 

media campaign and blood donation response. The 

thematic analyzes were applied to obtain qualitative data 

from the social media to categorize the emerging themes 

and patterns. 
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Ethical Approval 

The current study was approved by the Institutional 

Review Board (IRB) of the RBC. Participants provided their 

informed consent (verbal) before participating. Their 

personal information and identities were kept confidential 

and anonymous during the entire research process. 

Results 

The social media campaign utilizing the Facebook as 

major platform resulted in a promising response from the 

blood donors, within first 24 hours a total 209 voluntary 

donations were collected, that was a notable improvement 

as in routine around 62 donations on average are 

collected per day, thus there was threefold increase in 

voluntary donations as result of effective campaign [Table 

I]. A total of 441 voluntary donations were collected in the 

first 48 hours, with 56.23% (n = 248) being first-time 

donors [Table II]. Notably, 27.89% (n = 123) of the donors 

were females. 

Table I: Blood donations in the first 24 hours 

Time 
Voluntary 

Donations 
Mean SD P-value 

First 24 

hours 
209 87.5 23.1 <0.0001 

Average 

routine 
62 20.7 5.5 - 

Table II: Demographics of voluntary donors 

Category 
Number 

(Percentage) 
Mean SD P-value 

First-time 

donors 
248 (56.23%) 124.5 20.1 <0.0001 

Female 

donors 
123 (27.89%) 61.5 10.2 0.0018 

Maximum people who donated blood (70.06%) found out 

about the donation drive on RBC's Facebook page. The 

next furthermost communal way was through Tele media 

advertisement (20.18%).  

Other communication approaches like announcements in 

mosques, friends and family were less common as given 

in the Table III. 

Table III: Sources of information for donors 

Source 
Number 

(Percentage) 
Mean SD P-value 

Facebook 309 (70.06%) 154.5 20.5 <0.0001 

TV 89 (20.18%) 44.5 10.1 0.0018 

Mosques 29 (6.57%) 14.5 5.5 0.035 

Friends/Family 14 (3.17%) 7.5 2.5 0.035 

The blood donations data for the last three years was also 

analyzed that revealed a noticeable increase in the 

donations for the month of the January, 2023 (P < 0.0001), 

noticeably it involved more female blood donors (P = 

0.0018) and first-time donors (P < 0.0001). There was also 

an observed increase in the deferral donors likely 

associated with the first-time donors and female donors 

[Table IV]. 

Table IV: Comparison of blood donations and demographics 

(2021-2023) 

Category 2021 2022 2023 P-value 

Total Donations 58,921 61,042 62,185 <0.0001 

Voluntary Donors (%) 10.32 12.54 16.01 <0.0001 

Female Donors (%) 24.56 26.15 30.48 0.0018 

First-time Donors (%) 45.61 51.23 56.23 <0.0001 

Deferred Donors (%) 0.33 0.65 1.13 0.035 

Discussion 

The present study paved a path to determine the 

significance of the social media platforms like Facebook in 

developing country like Pakistan and the positive use of 

media in a situation of disaster and emergency.17 In this 

study, a noticeable increase was observed volunteer 

blood donations highlighted with the positive response 

from the first-time blood donors and female donors. Our 

findings are in harmony with the previous studies that 

points out that there is an increase in blood donations in 

the time of emergency and crises.18 As the study reveal 

that within 48 hours of the call and effective social media 

proportion of first-time donors rapidly increased (56.23%), 

thus it offers a unique opportunity to capitalize this 

philanthropic behavior and such donors can be traced and 

encouraged to convert them in to regular voluntary 

donors.[19] 

In this study we have observed an increase in female 

donations (27.89%) from the usual  0-9.6% of females 

donating blood annually.20  So our findings show that 

proper social media campaign with targeted efforts can 

increase female donation rates and may be effective in 

addressing the gender disparity in blood donation.21  Social 

media proved to be effective in this research, 

demonstrating that it has great potential for encouraging a 

rapid response from the community.22 The majority of 

donors (70.06%) got educated about the blood donation 

drive through RBC's Facebook page, emphasizing the 
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power of social media platforms to encourage people to 

donate willingly. 

Although in our study we have recorded an encouraging 

number of female donors, a consistent public awareness 

campaign needs to be launched addressing the issue of 

female donations. It is also important to point out the 

encouraging and motivational factors that lead the first-

time volunteers to participate in the blood donation 

campaign and be a regular blood donor. In case of 

emergency and disaster, blood collection centers must 

calculate the actual requirements to meet up the challenge 

offered in the undesirable situation as discarding the 

unused expired blood units is not only costly for the blood 

collection services but also creates a negative public 

image. Although the short-term increase in blood 

donations following disasters has been well documented, 

less is known about the long-term impact on the blood 

supply. Sensitization and retention strategies targeting 

first-time donors, particularly females, may be effective in 

converting them into regular voluntary donors.  

Conclusion 

The present study clearly demonstrates the effectiveness 

of social media in mobilizing voluntary blood donors 

during disaster situations. The noticeable increase in the 

first-time donors and warm participation from the female 

volunteer blood donors marks up the potential hidden in 

the well-organized campaign by using any popular social 

media platform. To build on this momentum, blood centers 

and healthcare organizations should develop strategies to 

retain first-time donors and convert them into regular 

contributors, ensuring a more reliable and self-sufficient 

blood supply system for future emergencies. 
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