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Executive Summary

Dr. Jay Saux, a Covington, Louisiana-based oncologist, treats his patients dressed in a pirate costume, which helps make
difficult conversations about cancer a bit easier. Research supports Dr. Saux’s approach, confirming that humorous,
lighthearted messaging is more effective than fear-based campaigns in starting discussions about health (A1). Inspired by Dr.
Saux’s success, our branding uses a pirate theme to facilitate conversations about AYA lymphoma.

Our campaign slogan, “Make Lymphoma Walk the Plank,” embodies the journey experienced by AYA lymphoma patients.
Diagnoses can make patients feel like they are walking the plank through life. Through this campaign, we flip that script by
sharing knowledge to put patients in control, making lymphoma walk the plank instead.

The slogan animated our Pirate Party, which featured a game where attendees pushed lymphoma overboard symbolized by
dumping water on our Bad Pirate. Participants enjoyed learning about AYA lymphoma and the Lymphoma Research
Foundation through educational booths and other games, including Pirate Poker, Pirate Putt-Putt and Pirate Photos.

The Pirate Party was accompanied by an outreach plan that included 59 social media posts and eight email newsletters
focused on educating readers about lymphoma. These communication tactics shared informational materials developed by
LRF and corrected perceptions that young people don’t get lymphoma. 

"I was told three to four times that I was too young for it to be lymphoma,” said Chelsea McCoy, AYA lymphoma patient. “Even
if you are being told you’re too young, you need to keep pushing because you are not too young to get it.”

Hearing their stories inspired us to make AYA patients the focus of our campaign. 

Our efforts were supported by a number of partnerships on LSU’s campus and in our community. We recruited three community
leaders to serve as team captains for the fundraising piece of our campaign: Dr. Josh Grimm, Dr. Sanjay Juneja and Dr. Jay
Saux. Grimm, the LSU Manship School of Mass Communication interim dean, and Juneja, the famous “TheOncDoc” on TikTok
and Mary Bird Perkins Cancer Center oncologist, leveraged their personal networks to help us raise awareness. 

Our efforts centered around positioning LRF as the go-to source for information about lymphoma and educating our community
about AYA lymphoma, its unique concerns and its warning signs. We wanted to create a plan, complete with branded
communications, which LRF could easily replicate nationwide.

While local partnerships were essential, we knew forging a relationship with LRF would increase the reach and impact of our
campaign. We recognized that LRF relies on fundraising to achieve its goals, so we incorporated fundraising into our
campaign. Framing fundraising as a competition added an element of fun, and campaign messaging on the importance of
funding research established its significance. Every person reached and each dollar raised pushes lymphoma one step
closer to being eradicated. We hope to see lymphoma walk the plank.

situation analysis
Our research showed that approximately 25% of our audience members were aware of LRF (A9). They were more familiar with
other cancer organizations, such as Susan G. Komen for the Cure or St. Jude Children’s Research Hospital (A4). However,
LRF’s respectable reputation and reservoir of messaging materials provided a strong base for our campaign’s communication
and outreach efforts.

More than 90,000 adolescents and young adults will be diagnosed with cancer in the U.S. each
year, and nearly 1-in-5 of those diagnoses will be lymphoma. At Louisiana State University, we
formed a team of students -- Crew for a Cure -- to apply our understanding that knowledge puts 
individuals in a position of power over their disease. We leveraged a local doctor’s unique approach to
oncology to educate the greater Baton Rouge area about adolescent and young adult lymphoma.

We connected with four lymphoma survivors who allowed us to tell their stories. 
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Most survey respondents knew about lymphoma and understood that lymphoma affects
people of all ages, but...

Secondary Research 
Our team analyzed peer-reviewed articles, websites and LRF materials to guide our messaging

content, style and channels. We conducted secondary research focused on academic literature 

Lighthearted, conversational messaging results in more
trust in the sender, higher levels of comfort with the
messaging and less overall stigma of the topic (A1).

Awareness alone as the goal of a cancer-related campaign is inefficient at creating lasting change and may result in
slacktivism, defined by researchers as when "followers can indicate support without investment" through social media.
Instead, campaigns should go beyond awareness and motivate specific behaviors to create meaningful change (A1).

The American public places higher trust in medical
practitioners to provide fair and accurate information than
scientific researchers (A1).

As a result of these research findings, we:

developed humorous branding to frame information
about lymphoma in a lighthearted, approachable way;

recruited local oncologists to share our messaging
instead of relying solely on messaging from researchers;

and went beyond awareness by motivating our target audience to donate in hope of creating lasting, meaningful change.

Primary Research 
Our primary research included a focus group and surveys before and after the campaign. Highlights from our findings
include:

Focus group participants liked our suggested pirate
theme and emphasized that both the campaign and
event would need to be bold and multifaceted to hold
the attention of the community. They noted that free food
and giveaways would be important to drawing a crowd
and suggested holding the event in the early afternoon to
capitalize on lunchtime foot traffic on campus (A6).

Participants rated three potential campaign slogans and
three potential campaign images (A5), assigning each

option a score from 1 to 5. The highest-ranking pieces

were graphic and slogan A, which were rated on

average 4.9 out of 5 and 4.5 out of 5, respectively. As

a result, we selected option A for both our graphic and

slogan. These can be found in the appendix (A5-A6). 

Our focus group findings informed our campaign branding and event planning. Our
survey findings indicated that messaging should focus on introducing our target
audience to LRF as a resource for information on lymphoma.

Research

discussing components of successful health campaign messaging. Our secondary research resulted in these findings:

Survey Highlights
Our online survey received 336 responses to questions regarding lymphoma and LRF. 

only 25%
knew about LRF (A9).

only 37%
knew where to find resources (A8). &
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Branding Rationale 

The campaign’s primary audience was Baton
Rouge-area residents, ages 15 to 39. This was
the audience defined by PRSSA in its campaign
brief because this is the demographic directly
affected by AYA lymphoma. In our area, this
demographic was a unique mix of university
students and young professionals across all
industries, races and economic statuses. 

The campaign’s secondary audience was Baton
Rouge-area residents 40 and older. These people
help care for children, grandchildren, nieces,
nephews and other AYAs who may be diagnosed
with lymphoma at some point in their lives. These
are the primary caregivers for the AYAs who may
be affected by the disease, so informing them is
important to erradicate lymphoma. 

Our goal was to educate Baton Rouge-area
residents about the unique concerns associated with
AYA lymphoma, motivating them to learn more
about lymphoma and encouraging them to refer to
LRF as their primary source for information on the
topic.

“Pirate Oncologist” Dr. Jay Saux practices in
Covington, Louisiana, about 65 miles east of Baton
Rouge. He interacts with patients wearing a pirate
costume and embodying a pirate persona. This
unique approach encompasses our secondary
research findings that suggested using
lighthearted, conversational messaging. This
inspired the Crew for a Cure’s branding (A23),
including our pirate character and Make
Lymphoma Walk the Plank slogan.

Our key messaging focused on positioning LRF as the go-to resource for those affected by lymphoma, ensuring that target
audiences know about the unique concerns of AYA lymphoma and highlighting the ways individuals can improve lymphoma
outcomes. The specific verbiage is presented below.

Individuals can make a difference in the fight against lymphoma.

Lymphoma Research Foundation is the best source for information about lymphoma.

Being young does not exclude anyone from getting lymphoma.

Knowledge about lymphoma puts you in a position of power over the disease.

MA
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Target audiences

Key messages

Primary Audience Secondary Audience 

Campaign goal & branding 
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Opportunity: We chose captains based on their ability to

reach different segments of our target audience.

We chose Dr. Saux for
his history of
lymphoma advocacy,
Dr. Juneja for his social
media following, and
Dr. Grimm for his
connection to the
Manship Alumni network
and LSU administration.

Challenges & Opportunities

Challenge 1: 

Awareness alone as the goal of a cancer-related campaign is inefficient at creating
lasting change and may result in slacktivism. Instead, campaigns should go beyond
awareness and motivate specific behaviors to create meaningful change (A1).

We had difficulty recruiting high-profile team captains.

We reached out to many influential people in the Baton Rouge community, such as
LSU coaches, the East Baton Rouge Parish mayor-president and local news
anchors. We only received a few responses, and none accepted our invitation. 

In addition to our owned social media channels, we reached out to LaTangela

Fay, who has a unique mix of traditional media reach, and Jordy Culotta, who

hosts a daily talk show on YouTube, to reach our target audiences.

Opportunity: We turned to social media and other creative

media outlets to reach our target audience.

According to the Pew

Research Center, 42%

of Americans between

the ages of 18 and 29

report getting news from

social media often (A1).

This demographic

represents a large

segment of our target

audience and proves

that social media is an

effective way to reach

them.

Challenge 2: We struggled to secure local media coverage of our
campaign.

Local media outlets receive many pitches to promote fundraising
efforts, so the news angle feels overdone to them. 

We also hosted a quiz
about lymphoma on
Instagram where we
asked our target
audience, “Are you the
smartest pirate on the
ship?” This included
posting quiz questions
about lymphoma facts on
our Instagram story and
sending an email blast to
the recipients of our
email newsletter to let
them know about the
quiz. 

Opportunity: We developed additional creative tactics that
were not initially part of our campaign plan.

We were concerned about engagement in the last two weeks of the
implementation period, which were after our Pirate Party occurred. We
hosted a gift card giveaway on social media to increase engagement. 

Challenge 3: We struggled to keep our target audience engaged
throughout the entire implementation period.

Our campaign began strong concerning overall engagement but tapered off as the
implementation period progressed. Campus and holiday schedules, including Mardi
Gras break and midterms week, occupied the attention of our target audience,
making it difficult for our messaging to break through.
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Objectives, 
strategies & tactics 

Rationale: The PRSSA Bateman Competition Client Presentation emphasized the desire for LRF to be a household name,
and the PRSSA Competition Brief set the goal to raise awareness for AYA lymphoma.

Objective 1: Educate at least 3,000 people about LRF and its AYA Lymphoma initiative among target audiences by March 11.

Visit LSU campus groups like Greek organizations, clubs and classes to invite them to participate in campaign efforts (A11).
Prepare and distribute promotional materials, such as flyers, presentations and fact sheets (A11-A14).
Prepare and distribute a weekly email newsletter that provides frequent updates to campaign supporters (A14-A21).
Create a memorable, attention-grabbing brand for the campaign that leverages everything learned in the team’s secondary
research and reinforced by the primary research (A23).

Recruit health agency partners to share information at the event. 
Collect donations from local businesses to give away at the event (9).
Prepare materials needed to run event booths, such as volunteer instruction packets, game props and decorations (A24-
A27).
Recruit volunteers to run Pirate Party booths.
Use the campaign’s branding to attract participants and let them learn while having fun (A26-A30).
Include key messages and facts about lymphoma and LRF throughout the booths and games at the party (A26-A28).

Prepare and distribute news releases and media advisories about campaign efforts (A31).
Prepare and distribute social media posts regularly sharing campaign messaging (A34-A44).
Create quiz questions and post them on Instagram stories, titled “Are you the smartest pirate on the ship?” (A20, A43-A44)

Strategy 1: Use word-of-mouth promotion to increase exposure to campaign messaging.

Strategy 2: Host a Pirate Party event to educate attendees about LRF and AYA lymphoma.

Strategy 3: Distribute lighthearted, easy-to-understand messages through traditional and social media.

Tag LRF in Instagram posts and include LRF’s hashtags in all social media posts.
Include LRF’s website in both the campaign’s Linktree and email newsletter (A22-A23).
Produce social media posts highlighting LRF’s efforts in the fight against lymphoma (A34-A44).

Strategy 1: Direct the campaign audience to LRF’s website and social media profiles for more information on lymphoma.

Rationale: Nichole Musumeci, LRF associate director of external communication, said she would like the LRF website to be
the go-to resource for people searching for information about lymphoma. This emphasized the need for our campaign to direct
audience members to LRF for reliable resources on the disease as opposed to creating our own landing pages.

Objective 2: Direct at least 100 people in our target audience to LRF for more information about lymphoma by March 11. 

Rationale: This objective relates to fundraising, which was optional for the 2022 Bateman Case Study Competition. However, it is
supported by our secondary research, which found that a campaign must motivate behavioral change to go beyond awareness and
create a more meaningful outcome (A1). This objective is included with the intent that it results in the development of
communication materials that can serve as a template for future messaging.

Prepare and distribute social media and email newsletter content focused on the positive impact of research on lymphoma
prognoses (A14-21, A34-A44).
Recruit lymphoma patients to share their experiences with cancer treatments (A44-A45).

Recruit local team captains who compete to raise the most money for LRF (A46).
Create and distribute promotional materials for team captains to use within their networks (A47).

Strategy 1: Educate target audience members about the importance of funding research.

Strategy 2: Introduce a competitive aspect to fundraising to encourage donations.

Objective 3: Encourage at least 15 individuals in our target audience to donate to LRF by March 11. 
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2,099

Our LRF fundraising

website, which


contained event

details and donation

pages, received

around 1,500

impressions.

25 volunteers, recruited from PRSSA and LSU mass

communication classes, worked at the event over its four-hour

time span.
84 individual emails were collected through the party’s Pirate

Pledge, Pirate Scorecards and Pirate Photo Booth, which were

added to our email newsletter list.

247 people follow us on Instagram.
229 people follow us on Facebook.

Our additional social media reach is much

larger than our number of followers because

many of our posts were shared to personal

feeds and stories, including seven individual

features on the Manship School of Mass

Communication’s Instagram story.

3,654 people were reached by our Tiger TV story,

according to Meltwater.
About 6,000 people were reached by our mention

in The Reveille student newspaper (A34). 
An estimated 30,000 people were reached by our

WBRZ-TV story. An explanation of this estimate is

included in the appendix (A32). 
Two news releases and one news advisory were

made and distributed to LSU Student Media

outlets and local media channels.

302 5,000

Objective 1: Exceeded
Educate at least 3,000 people about LRF and its AYA Lymphoma initiative among
target audiences by March 11.

Result: By March 11, Crew For A Cure far surpassed its goal of educating at least 3,000
people, reaching 52,120 people. 

Evaluation

Emails and flyers:  9,682 people

2,099 people were reached through in-person
interactions, including LSU clubs, Greek organizations,
the Baton Rouge chapter of the Public Relations
Association of Louisiana and local advertising agency
Red Six Media. We also presented to LSU President
William Tate IV and his administration in a private
meeting and invited them to attend our Pirate Party.

2,880

2,880 people were reached
through Manship School’s weekly

newsletter and email lists, and
emails sent to two local high

schools, ages 14-18. This was the
most effective way to reach the

segment of our audience under 18. 

302 individuals received regular

campaign updates through a

series of eight newsletters.

5,000 individuals potentially

viewed flyers posted in buildings


around LSU’s campus.

1,500

Pirate Party engagement: 209 people

Traditional & social media: 40,130 people

More than 100 attendees participated in multiple Pirate Party games and stayed at the party for at least an hour.
11 local businesses donated food, drinks and items for giveaways and prizes. 
We created six trifold boards with facts about lymphoma and game instructions for each booth, allowing participants to learn
about lymphoma while having fun (A26-A27).
Mary Bird Perkins Cancer Center, Louisiana Healthcare Connections and LSU’s Student Health Center each donated prizes
and informational materials for distribution at the event.
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Objective 2: Exceeded
Direct at least 100 people in our target audience to LRF for more information about

lymphoma by March 11.
Result: Campaign efforts resulted in a total of 1,670 click-throughs to the LRF website and social media
pages and exposed an additional 476 people to LRF through the following tactics:

Evaluation

LRF was tagged 23 times in our
Instagram posts, and the LRF

website is posted in our Instagram
bio, reaching our 247 followers.

LRF was tagged three times on
Facebook, reaching our 229

followers.

LRF’s hashtags –
#EraseLymphoma

#TeamLRFTuesday
#LymphomaAwareness

#JoinTheTeamFindACure – were
used approximately 50 times each
on social media posts through our

campaign. 

We included LRF’s website in the
campaign’s Linktree and email

newsletter, resulting in a total of 1,670
click-throughs to the site. 



Linktree: 24 click-throughs 



Email newsletter: 1,646 

click-throughs



Objective 3: Exceeded
Motivate at least 15 individuals in our target audience to donate to LRF by March 11.

Result: Our campaign motivated 24 individuals to donate to LRF, for a total of $2,180 in donations. This
success can be attributed to the following tactics:

We partnered with LRF’s Development
Team to establish a fundraising page
with details on the Pirate Party and

broader campaign. Through this
partnership, the team was able to not

only fundraise for LRF but also received
promotional materials such as LRF-

branded sunglasses, drawstring
backpacks, table cloths and an inflatable
arch, which made the team’s event stand

out and introduced target audience
members to LRF’s branding. Our
partnership with Team LRF was the

result of our commitment to fostering a
strong relationship with our client. 

Four lymphoma patients shared
the stories of their lymphoma

journeys with our audience. By
doing so, they humanized the

need for research funding and
connected emotionally with

audience members.

Three community members with
a stake in the success of this

campaign partnered with us to
compete to raise the most money
for LRF. These captains were able

to tap into their networks and
share their personal stories of

why they support funding more
research into lymphoma

treatments.

We created social media and email
content, graphics, and a TikTok script
to fit the personalized needs of our
team captains and their networks,
allowing our messaging to reach as

many people as possible and
emphasize the importance of

research funding.
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Conclusion
Our campaign targeted the greater Baton Rouge community, including AYAs, who may receive
lymphoma diagnoses, and their caregivers, who help manage their healthcare. We accomplished

Impact
Our efforts were rooted in strategies to educate,
motivate and encourage our audience, as supported
by primary and secondary research findings. In doing
so, we exceeded our objectives, reaching over 50,000
people with our message, directing over 1,600 to
LRF’s websites and motivating over 20 individuals to
donate to the foundation. Our campaign efforts
reached people through personal networks, in-person
interactions, and owned and traditional media. The
people we reached have become advocates who can
help spread our message throughout their
communities, educating their loved ones and
improving lymphoma outcomes one patient at a time.

Longevity
We aimed to go beyond awareness to create lasting change and lay
the foundation for future awareness and advocacy efforts in our area.
Our local partnerships and the success of our Pirate Party indicated
a genuine interest in supporting AYA lymphoma patients and LRF.
The conversations sparked by the efforts in our community will long
outlive our campaign. Additionally, our campaign evaluation indicated
that a campaign centered around trusted, local oncologists and
community leaders is successful in creating meaningful change. The
structure of our campaign can be replicated by LRF at any level, and
it has proven to successfully spread awareness, increase
engagement and raise money for AYA lymphoma. Our local efforts
laid the groundwork for LRF’s efforts to make lymphoma walk the
plank.

LRF’s goals of raising awareness about AYA lymphoma, positioning LRF as the go-to source for
information about lymphoma and educating our community about AYA lymphoma, its unique concerns and
its warning signs.

Itemized budget In-kind donations

Cash purchases
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Pew Research Center

The Qualitative Report 
“Do you like it on the…?: A case-study of reactions to a Facebook campaign for Breast Cancer Awareness Month” by Myleea
D. Hill and Marceline Hayes

Journal of Acquired Immune Deficiency Syndromes
“Development of a national campaign addressing South African men’s fears about HIV counseling and testing and
antiretroviral treatment” by Neil Orr, Helen Haijiyiannis, Laura Myers, Mzamani Benjamin Makubele, Tselisehang
Matekane, Richard Delate, Lusanda Mahlasel and Brenda Goldblatt

Secondary research sources

"Americans often trust practitioners more than researchers but are skeptical about scientific
integrity" by Cary Funk, Meg Hefferon, Brian Kennedy and Courtney Johnson

"More than eight-in-ten Americans get news from digital devices" by Elisa Shearer 
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Informed consent form
Study Title: The role of lymphoma and lymphoma research in the Baton Rouge community.
The purpose of the study is to use a group discussion of 10 to 12 participants to study the impact of lymphoma, cancer
and cancer research on members of the Baton Rouge community. If you agree to take part in this research, you will be
given the option to respond to each question presented in a group setting.
Inclusion criteria: You are eligible to participate if you are between 18-39 years old and live in the greater Baton Rouge
community.
Exclusion criteria: You are ineligible to participate if you are not between 18-39 years old or do not live in the Baton
Rouge community.
The following investigators are available for questions about this study: Doug Draper, ddraper1@lsu.edu, 225-679-
2968; Hannah Michel, hmiche4@lsu.edu, 337-303-3337; Marie George, mgeor28@lsu.edu, 337-257-2639; Hannah
Moran, hmoran8@lsu.edu, 225-939-4840; Rebecca Herin, rherin1@lsu.edu, 225-278-9993; Julia Watson,
jwats72@lsu.edu, 985-869-4152; and Perla Rodriguez, prodr14@lsu.edu, 985-520-7977.
You may choose not to participate or to withdraw from the study at any time without penalty or loss of any benefit to
which you might otherwise be entitled.
Results of the study may be published, but no names or identifying information will be included in the publication.
Participants’ identities will remain confidential unless disclosure is required by law. Even though researchers will take
every precaution to maintain the confidentiality of the data, please be advised that the nature of group discussions
prevents the researchers from guaranteeing confidentiality. The researchers would like to remind participants to respect
the privacy of your fellow participants and not repeat to others what is said within the group discussion.
The study has been discussed with me and all my questions have been answered. I may direct additional questions
regarding study specifics to the investigators. If I have any questions about subjects’ rights or other concerns, I can contact
Alex Cohen, Institutional Review Board, 225-578-8692, irb@lsu.edu, or www.lsu.edu/research. I agree to participate in the
study described above and acknowledge the investigator’s obligation to provide me with a signed copy of this consent
form. 

1.
2.

3.

4.

5.

6.

7.

8.

Focus group script 
Good afternoon, and welcome to our session. Thank you for taking the time to join our discussion about the role lymphoma and
lymphoma research has on the Baton Rouge community. My name is Hannah Michel Hanks and I am a junior mass
communication major at Louisiana State University. Assisting me is Perla Rodrigues, who is also a senior mass communication
major at LSU.

I, the Data Subject, have read this notice and consent to LSU processing my personal data for the designated purposes
described in this notice. 
     _____ gives consent _____ does not give consent
     Date [Month/Day/Year]: _______________
     Print Name: ________________________
     Signature: _________________________

A2

Focus group materials

Today, we’ll be discussing the role lymphoma plays in our communities and ways you have been or can be involved in the fight
against lymphoma. Remember, there are no right or wrong answers, just different points of view and experiences. Please feel
free to share your point of view and experiences even if they differ from what others have said. Keep in mind that we are just as
interested in negative comments as positive comments, and at times the negative comments are the most helpful.

This study is focused on measuring your knowledge of lymphoma and the efforts that are being taken in our community to fund
research and treatments for it. Although there have been similar studies completed, this study will be unique as it is focusing on
people ages 18 to 39. You were selected because you fall within our age demographics, and we will be conducting research
with other participants within this age range as well.

http://www.lsu.edu/research
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Focus group script (continued)
Before we begin, let me suggest some things that will make our discussion more productive.
Please speak up--only one person should talk at a time. We’ll be on a first-name basis, but, in
our later reports, there will not be any names attached to comments. You may be assured of
confidentiality. If anyone wishes to withdraw, please do so now.

Opening: Tell us something about yourself that gives us an idea of who you are.
Introduction: What comes to mind when you hear the word lymphoma?

 Probe: What do all of these words have in common? 
Key: When learning about health related topics, who do you trust the most and where do you look to find information?

Key: What are ways you like health research organizations to reach and interact with you?

Key: Think about charitable donations you’ve made in the past. What made you want to donate to that specific organization?

Key: What cancer-related organizations are you familiar with?
Probe: What is your relationship with them? What do you know about them?

Our team has established a working relationship with Dr. Jay Saux who the media has called the “Pirate Oncologist.” He said
he uses this eccentric personality to make his patients feel more comfortable talking about their cancer diagnoses and
treatments.

Our current idea is to use Dr. Saux as the centerpiece for a pirate party to be held in February on LSU’s parade grounds. We’re
imagining music, pirate-themed games, a photo booth with pirate props. We’d like to ask you some questions about this event.

Key: Based on this description, on a scale of 1-5 with 5 being most likely, how likely are you to attend this event?
Probe: What factor was the most influential on your answer?

Key: We’re currently planning to hold our event on LSU’s Parade Grounds. Would you be willing and able to attend an event at
this location?

A3

Key: We’re also planning for this event to be held on a Wednesday afternoon. Would you be willing and able to attend an
event at this time?
Key: On our scale from 1-5 from earlier with 5 being most likely, how likely would you be to participate in games if you
attended the event?

Key: On our scale from 1-5 with 5 being most likely, how likely would you be to participate in the photobooth if you attended the
event?
Key: Other than the aspects we’ve mentioned, what would you like to see at the party? What would make you more likely to
attend?

Key: If you came to this event and wanted to donate, what would your preference be/what would you want that donation
process to look like?

We are going to present you with a few different graphics, as well as show you the Lymphoma Research Foundation’s website.
We are creating this campaign in partnership with them and want our materials to be cohesive with the foundation’s brand. 

My role here is to ask questions and listen. I won't be participating in the conversation, but I want you 
to feel free to talk with one another. I'll be asking you about 10 questions, and I’ll be moving the discussion
from question to question. There is a tendency in these discussions for some people to talk a lot and some people not to say
much. But it is important for us to hear from each of you this afternoon because you have different experiences. So if one of
you is sharing a lot, I may respectfully ask you to let others talk. Likewise, if you aren’t saying much, I may ask for your opinion.
We’ve placed name cards to help in remembering names. Let’s begin by finding out something more about each of you by
going around the group. Let’s start with you: tell us something about yourself that is not school or work-related, something that
gives us an idea of who you really are.
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Focus group script (continued)
Key: On a scale of 1-5 with 5 being highly favorable, how would you rate the visual appeal of
each design?

Probe: If you had to choose which design to feature in our promotions, which would you
choose?

We’ve also come up with a few different slogans.

Key: On a scale of 1-5 with 5 being highly favorable, how would you rate each slogan?
Probe: If you had to choose which slogan to feature in our promotions, which would you choose?

Summary: Rebecca Herin will summarize the key points made in our discussion. Is this summary complete? Does it sound OK
to you?

Ending: Based on our discussion today, what is your biggest takeaway about what we’ve told you?

Thank you for taking part in our focus group. Your contributions and thoughts are very valuable to our research. We know life is
busy, so we appreciate you all taking the time out of your schedule to contribute to our investigation. 

Focus group results
Participants
The focus group consisted of eight
members of the Baton Rouge
community. Participants were
recruited through social media and
personal connections. Participant
demographics are broken down in
the table to the right.

Findings 
The focus group participants were asked a series of 16 questions. These questions were designed to gauge participants’
familiarity with lymphoma and cancer-related topics and test campaign ideas, graphics and slogans. 

To better understand how the participants preferred to be communicated with, they were asked which mode of communication
they preferred health care organizations to contact them. Participants were extremely against phone calls. Participants said
they prefer to receive messages through email or social media, particularly Instagram. 

The focus group began with a brief discussion of health organizations and communication. When asked, “What comes to mind
when you hear the word ‘lymphoma?’” participants responded with one-word answers such as “sick,” “cancer,” “blood-disease,”
“bad” and “scary.” The discussion then moved to how the participants learned about health-related topics. Participants stated
that they trusted parents, doctors and cancer research centers.

All participants felt they would be motivated to donate to an organization if they had a personal connection to the cause. They
also agreed that they would want the organization to show the direct impact of their donations. They stated that an emotional
connection is the strongest motivator to donate. None of the participants were familiar with the Lymphoma Research
Foundation, though they mentioned their familiarity with other cancer organizations like Susan G. Komen, St. Jude Children's
Research Hospital and the Children’s Miracle Network.

The discussion then shifted to campaign materials and
plans. Participants were asked to rate different graphics,
slogans and campaign ideas.

The discussion moderator described a pirate-themed
fundraising event centered around a local oncologist who
dresses as a pirate to make lymphoma patients more
comfortable at appointments. The moderator shared the
team’s current idea of hosting a Pirate Party with music and
games on LSU’s parade grounds. Participants were then 
asked the likelihood of them attending the Pirate Party on a scale of one to five, with five being most likely.
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A B C

Participants stated that an incentive such as food or prizes would increase their likelihood to
attend. 

The moderator then asked the participants about the event location and time. The participants

The discussion then shifted to the content of the event. Participants were asked to rate the likelihood of participating in games
at this event on a scale of one to five, with five being most likely. Most participants rated their likelihood as a four but only if
they were already at the event. Games alone were not enough of an incentive to come. Participants also stated that they would
not participate in games unless they had friends attending the event.

All participants agreed that a QR code to a donation page was the best method. They also suggested utilizing Venmo or
CashApp. The participants were all enthusiastic about the idea of donating in exchange for throws at a dunk tank. 

The moderator moved on to
discuss the team’s graphics and
slogans. The participants were
asked to rate each of three
graphics on a scale from one to
five, with five being highly
favorable.

Participants were then asked what their preferred donation process looked like.

The participants were then asked
which graphic was their overall
favorite. 

Overall, the participants found
graphics A and C most favorable.
They stated that graphic A was
the most entertaining and
visually appealing, and graphic C
was the most comical. 

Focus group results (continued)

A

B

C

3

2

3
4 4

231 1 1

143

Favorite graphicGraphic ratings on a scale 1-5,
with being most favorable 

- 2
- 3
- 4

- 1

- 5

- B 
- C 

- A 

had conflicting opinions. Some preferred the event to be inside, while others said that they most
likely would not be aware of the event if it were held inside. However, the participants agreed that
it should be on the LSU parade grounds if held outdoors. Participants did warn against promoting the
event at Free Speech Alley, a popular area on campus with a negative connotation. They agreed that a weekday afternoon
was the best time to host the event.
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A6

A B C
Make lymphoma
walk the plank

Kick cancer's
booty

Make cancer hit
the high seas

Next, participants were asked to rate three slogans on a scale of one to five, with five being
highly favorable. The participants were also asked which slogan was their overall favorite. 

At the end of the focus group, the moderator asked the participants if they had any final thoughts they wished to share and
what their most significant takeaway from the focus group was. The participants stressed that Crew for a Cure’s messaging
needed to be educational. The participants also stated that the Pirate Party needs to have incentives and strong
promotion to be successful. 
This focus group yielded information that guided Crew for a Cure’s campaign. Results informed every feature of the
campaign from its visual identity and slogan, to its social media presence and campaign messaging.

IRB approval

A

B

C

7

25

1

1

132 2 7

1

Slogan ratings on a scale 1-5, 
with being most favorable Favorite slogan

- 2
- 3
- 4

- 1

- 5

- B 
- A 
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The purpose of the survey is to gauge the impact of lymphoma, cancer and cancer research on members of the Baton
Rouge community. If you agree to take part in this research, you will be given the option to respond to each question included
in the survey.
Inclusion criteria: You are eligible to participate if you are at least 18 years old.
Exclusion criteria: You are ineligible to participate if you are not 18 years old.
The following investigators are available for questions about this study: Doug Draper, ddraper1@lsu.edu, 225-678-2968;
Hannah Michel, hmiche4@lsu.edu, 337-303-3337; Marie George, mgeor28@lsu.edu, 337-257-2639; Hannah Moran,
hmoran8@lsu.edu, 225-939-4840; Rebecca Herin, rherin1@lsu.edu, 225-278-9993; Julia Watson, jwats72@lsu.edu, 985-
869-4152; and Perla Rodriguez, prodr14@lsu.edu, 985-520-7977.
You may choose not to participate or to withdraw from the survey at any time without penalty or loss of any benefit to which
you might otherwise be entitled.
Results of the study may be published, but no names or identifying information will be included in the publication.
Participants’ identities will remain confidential unless disclosure is required by law. 
 I have read all the information above and understand my role in this research study. I am aware that I may direct additional
questions regarding study specifics to the investigators. If I have any questions about subjects’ rights or other concerns, I can
contact Alex Cohen, Institutional Review Board, 225-578-8692, irb@lsu.edu, or www.lsu.edu/research. I agree to participate
in the study described above and acknowledge the investigator’s obligation to provide me this consent form.
By clicking “yes” and beginning this survey, I am agreeing to participate in this study.

1.
2.

3.
4.
5.

6.

7.

8.

9.

Study Title: Awareness of the Lymphoma Research Foundation and support for its
fundraising efforts.

1.

I am aware of the Lymphoma Research Foundation.
I know what lymphoma is.
I understand that Lymphoma affects people of all ages. 
I know where to find resources about lymphoma.
I support the need for more research to find cures and better treatments for lymphoma. 
I am interested in learning more about the Lymphoma Research Foundation.
I would be willing to donate to LRF.
What is your age?

18 to 29
30 to 39
40 and above
Prefer not to answer

What is your gender?
Male
Female
Other
Prefer not to answer

Are you currently a student at LSU?
Yes
No
Prefer not to answer

1.
2.
3.
4.
5.
6.
7.
8.

a.
b.
c.
d.

9.
a.
b.
c.
d.

10.
a.
b.
c.

Survey materials
Informed consent form

Survey questions
For all of the first seven statements below, indicate if you: strongly agree, agree, neither agree nor disagree,

disagree or strongly disagree.

http://www.lsu.edu/research
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"I know what lymphoma is."

"I understand that lymphoma affects
people of all ages."

"I know where to find resources
about lymphoma."

"I support the need for more research to
find cures and better treatments for

lymphoma." 

Pre-campaign vs post-campaign survey results

- Agree 

- Neither agree 
nor disagree 

- Disagree 

-Strongly agree 

- Strongly disagree 

16.7%

52.7%

16.7%

9.7%
46.7%

40.9%

12.7%

49%

25.3%
10.7%

55.3%36.6%

9.7%

19.7%

31%33.7%

9.8%

35%

36.6%15.5%

57.3%36%

21.1%

78.9%
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Survey results (continued)

"I am aware of the Lymphoma
Research Foundation."

"I am interested in learning more

about LRF." 

"I would be willing to donate to
LRF." 

What is your age?

- 30-39 

- 40 and above 

- Prefer not to say 

-18-29 

20.3%

13%

20%

42.3%

14.6%

39%

41.5%

12%

43%

15%

26.3%

24.4%

36.6%

34.2%

21.9%

46.8%

22.6%

30%

22.5%

37.5%

21.6%

61.5%
16.6%

23.8%

73.8%

- Agree 

- Neither agree 
nor disagree 

- Disagree 

-Strongly agree 

- Strongly disagree 
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Survey results (continued)

What is your gender?

Are you currently a student at LSU?

- Female 

- Other 

- Prefer not to say 

- Male

- No

- Prefer not to say 

- Yes

IRB approval

We ran our survey through the Qualtrics online site. We sent links and QR codes out via email and social media to Manship

faculty, students and our own personal networks. After the campaign, we distributed the survey through similar channels, as

well as through our campaign email list. Our pre-campaign survey received 336 responses, and our post-campaign survey

received 130 responses. Our data shows consistent positive differences made in the awareness of our target audience.

 We noticed a dramatic shift in the ratio between students and others, which indicates that students remained engaged with our

campaign throughout the entire implementation period. 

24.7%

73.6% 77.1%

21.3%

35.5%

64.2%
61.5%

37.7%
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Objective 1, strategy 1
tactic materials
In-person presentations 

Paul M. Herbert Law Center
LSU Library
School of Music
Thomas Boyd Hall

Journalism Building
David Boyd Hall
Pleasant Hall
LSU Student Union digital displays

Locations of campaign promotional materials 

Campaign materials

General awareness slide

Himes Hall
Patrick F. Taylor Hall digital displays
Catholic High School digital displays
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Campaign materials (continued)

Campaign flyer Pirate Party flyer

Campaign slide 

Detailed flyerPirate Party information slide No. 1
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Pirate Party information slide No. 3 

Pirate Party flyer

Pirate Party information slide No. 2 

Campaign materials (continued)

Detailed flyer

Thank you note front cover

Promotional Materials Tag
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Campaign materials (continued)

Light House Coffee flyer

General awareness flyer 

Email newsletter content
Feb. 7
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Email newsletter content (continued)

Feb. 11 
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Email newsletter content (continued) Feb. 18
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Email newsletter content (continued) 

Feb. 18
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Email newsletter content (continued) 

Feb. 22 

Feb. 25
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Email newsletter content (continued) 

March 4
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Email newsletter content (continued) 

March 9 
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Email newsletter content (continued) 

March 11
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Email newsletter analytics

Pirate Photo emails 
We sent out participants' Pirate Photos in a total of 27 emails that included their branded picture and information on how they
can learn more about LRF and donate. A few examples of these emails are included below.
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#000000

Crew for a Cure branding guidelines 

Logo

#e51937
Archivo Narrow

abcdefghijklmnopqurstuv
wxyz

123456789!@#$

Bebas Neue Cyrillic
abcdefghijklmnopqurstuv

wxyz
123456789!@#$

Brand imagery

Colors

#ffffff

Typography

#b6e0e9

Linktree analytics

To foster an atmosphere of
lightheartedness that
encourages honest

conversation through a simple-
yet-memorable visual identity

Vision
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Pirate Party information packets 

Staff: one or two volunteers to greet guests and give them the materials needed to enjoy the rest of the event
Materials: 200 copies of the Pirate Scorecard, 200 copies of the Pirate Paper newsletter and 10 copies of the Pirate
Pledge sign-up sheet
Volunteer instructions: Welcome guests and hand them one Pirate Scorecard and a copy of the Pirate Paper. Then, ask
them if they’d like to sign the Pirate Pledge. If so, read the top to them and allow them to fill in their information on the sign
up sheet.

Staff: one or two volunteers to interact with guests, give them informational materials and answer any questions they may
have
Materials: at least 50 copies of each piece of informational material, as well as any giveaway trinkets the sponsor would
like to include (optional)
Volunteer instructions: Greet guests and offer them informational materials and any giveaways at your table. Try to
engage in conversation with them and answer any questions they may have, even if the answer just refers them to a
source that offers more information. Award Pirate Points.
Pirate Points: Give guests one Pirate Point for stopping by the booth.

Staff: two or three volunteers to take the pictures, collect emails and man the props station
Materials: Pirate-themed props, a camera and a sign-up sheet for participants to include their names and emails to receive
their pictures after the event

Pirate Pals/Sign in Booth

Information Booth

Pirate Photo Booth

A24

Volunteer instructions: Greet guests and get them to form a line if necessary. Help guests pick out props. Then, collect the
participant’s email and an identifier on the sheet provided. Explain to guests that their images will be emailed to them
following the event. Allow guests to pose, and take their picture. Award Pirate Points and sanitize props before moving to
the next guest.
Pirate Points: Give guests one Pirate Point for stopping by the booth.

Staff: one volunteer to answer any questions attendees may have during the donation process
Materials: QR codes linked to the general donation and team donation pages and a laptop to display current donation
statistics
Volunteer instructions: Greet guests and ask them if they’d like to donate to the Lymphoma Research Foundation or vote
for a specific team captain. Explain to them that LRF relies on donations to fund research that develops better treatments
and improves the quality of life for lymphoma survivors. If guests choose to donate, help them scan the QR code and
answer any questions they may have on the donation process. Award Pirate Points.
Pirate Points: Give guests one Pirate Point for stopping by the booth.

Staff: one pirate to walk the plank and one referee to manage the game
Materials: three boxes stacked and decorated with three holes cut into the box to provide a target for the contestants; an
8-feet-long “plank” with eight spaces for the pirate to cover before reaching the end of the plank; pickleballs; a bucket; and
water supply
Game rules: Contestants throw three balls into a target. For every throw that goes into the target, they earn one Pirate
Point, and the pirate on the plank moves one space closer to the end. When the pirate reaches the end of the plank, he
gets a bucket of water poured on his head.

Donation/Voting Booth

Pirate Planks

Objective 1, strategy 2 tactic
materials
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Pirate Party information packets (continued)

Pirate Points: Give guests one Pirate Point for each target hit.

Staff: one dealer to distribute cards to contestants and determine if they beat the pirate’s hand
Materials: Six index cards with the different pirate hands printed on them, one deck of cards for the contestants to draw
from and a poster with the rules of which hands are superior in poker
Game rules: We will have six preselected Pirate Poker hands. Contestants will be matched against one of the six by
random draw. Then, contestants are dealt five cards and get one chance to exchange up to five cards for a new hand to
try and beat the pirate’s hand.
Volunteer instructions: Allow volunteers to randomly draw the pirate’s hand. Then, deal them five cards. Ask them how
many cards they would like to exchange, and exchange them. Explain to contestants that just like the random hand they
were dealt, sometimes life deals you a tough hand. This tough hand might include a lymphoma diagnosis. However,
organizations like the Lymphoma Research Foundation help patients trade out their bad cards and improve their chances
to beat the pirate. Then, assess if the contestant beat the pirate’s hand. Award Pirate Points, and move to the next
contestant.
Pirate Points: Give guests one point for participating and an additional point if they win.

Staff: one referee to manage the game and award Pirate Points
Materials: three pickleball paddles, three balls and two traffic cones
Game rules: Three contestants bounce a ball on a pickleball paddle as they complete two laps around the terrace. If the
ball falls off their paddles, then contestants must return to the point of the fumble before getting back into the race. If
contestants don’t maintain a continuous bounce, then they need to return to the point where the ball stopped bouncing
before resuming the race. The first contestant to finish the two laps earns two Pirate Points. The second-place finisher
earns one Pirate Point.
Volunteer instructions: Explain the rules to contestants and answer any questions they may have. Explain to them that
bouncing the ball while running around might be difficult. Connect this to the different tasks a lymphoma patient might
have to “bounce” while they continue treatment. Just like contestants might find it hard to multitask and succeed,
lymphoma patients might find it difficult to balance their social lives, treatment plans, doctor appointments and everything
else. Then, countdown and begin the race. Assess the finishing order, award Pirate Points and sanitize materials before
moving to the next round of contestants.
Pirate Points: Give the first place finisher two Pirate Points and the second place finisher one Pirate Point.

Staff: one referee to manage the game and award Pirate Points
Materials: darts, a dartboard and 200 black squares cut from construction paper
Game rules: Contestants insert a dart through a black square of construction paper and then throw it at a dartboard
covered by a drawing or photo of a pirate’s face.
Volunteer instructions: Welcome contestants and offer them a dart with an “eye patch” stuck on it. Explain to them that
they should aim to pin the patch on the pirate’s eye. Let each contestant have three throws, then invite them inside the
Journalism Building to partake in more games.

Pirate Poker

Pirate Paddles

Pin the Patch on the Pirate

A25

Volunteer instructions: Hand contestants one ball at a time, and tell the pirate to step
forward for each target hit. When the pirate reaches the end of the plank, the contestant
who threw the last successful shot dumps a bucket of water on the pirate’s head. Award
Pirate Points and sanitize the balls before moving to the next contestant.

Staff: one referee to manage the game and award Pirate Points
Materials: a putter, three golf balls and a target
Game rules: Contestants get three chances to putt a golf ball into a target. If they hit into the target on any of the three
attempts, they earn one Pirate Point. For two putts into the target, they get two Pirate Points, and they earn three points for
three putts into the target.

Pirate Putt-Putt
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Lymphoma facts for trifolds

Pirate Ports trifold Pirate Planks trifold 

LRF facts for trifolds

Pirate Party information packets (continued)
Volunteer instructions: Offer contestants the putter and one golf ball at a time. Allow them
to attempt one putt at a time. Explain that just like it might take them a couple of tries to hit
the target, it takes researchers multiple tries to develop new treatments that work. 

Pirate Points: Give contestants one Pirate Point for each target hit.

Staff: one game show host to ask the questions and award points
Materials: a world map and index cards with multiple choice world geography questions
Game rules: Contestants answer trivia questions. Question categories include geography, LRF and lymphoma.
Volunteer instructions: Explain to contestants that there are three potential categories of questions: geography, LRF and

lymphoma. Tell them that the questions are randomized and they may get questions from any category, just like lymphoma

patients may get any one of over 100 subtypes of lymphoma. Ask them three questions from the list. Award Pirate Points

before moving to the next contestant.
Pirate Points: Give contestants one Pirate Point for three correct answers.

Pirate Ports

Donations to organizations like the Lymphoma Research Foundation buy the researchers
more chances to hit a hole-in-one. After contestants have taken three shots, award Pirate
Points and move on to the next player.

Trifold materials 

Non-Hodkin lymphoma facts for trifolds
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LRF research facts for trifolds

Pirate Paddles trifold 

Pirate Ports rules for trifold

Trifold materials (continued)

LRF advocacy facts for trifolds Pirate Planks rules for trifold

LRF research fact trifold

Pirate Putt-Putt rules for trifold
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Pirate Party printouts 

Pirate Party pictures

LSU Student Health Center employees man their booth. A Pirate Party attendee tries

her hand at Pirate Putt-Putt.
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Pirate Party pictures (continued)

Pirate Party attendees visit the information booth.

A party attendee throws a ball at the Pirate Plank target.

Pirate Party volunteers pose at the Pin the Patch on the Pirate booth. 

Mike the Tiger high-fives the Bad Pirate on the terrace. 

Passers-by stop to talk to LRF booth volunteers.

A giveaway winner poses with Mike the Tiger in the photo booth. 

Volunteer dumps water on the Bad Pirate at the Pirate Planks.

Crew member Marie George

mans the Pirate Poker booth. 
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Pirate Party pictures (continued)

Crew member Hannah Moran poses with a volunteer at the Pirate

Ports booth.

Dr. Josh Grimm dumps a bucket of water on the Bad Pirate as

faculty adviser Doug Draper watches. 

An attendee tosses a ball at the target in Pirate Planks.

Louisiana Healthcare Connections water bottles sit in the prize

booth. 

Mike the Tiger cheers on an attendee in Pirate Putt-Putt.

Dr. Grimm, Draper and an LSU student compete in a round of

Pirate Paddles. 

Dr. Jay Saux poses in pirate costume in front of Dr. Grimm's

office. 
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Media materials

Objective 1, strategy 3 tactic
materials
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Media room
We set up an online media room to include when sharing campaign information with traditional
media sources. The media room was also used to distribute information to campaign partners
for them to share with their networks. Content included in our team’s media room is listed below.

News release: campaign
announcement
News advisory: Pirate Party
News release: Pirate Party
30-second radio copy
One-pager
LSU campus flyer
PRSSA Bateman Case Study
Competition brief

Publications
Pirate Party details graphic
Lymphoma fact graphic
“#MakeLymphomaWalkThePlank” graphics
“Join us in our fight!” graphic

Graphics

Media coverage 
WBRZ estimate calculation: According to Statista, 2% of the American public watches ABC evening news shows. As WBRZ is
an ABC-affiliate, we assumed this percentage to be correct in our specific case. Muck Rack data shows WBRZ's total monthly
visits to all outlet domains is approximately 1.4 million people. Combining these two statistics, we estimated 2% of WBRZ's 1.4
million monthly views is approximately 30,000 views.

Team photo
Mike the Tiger photos
Pirate Oncologist photos
Other event photos and videos

Pirate Party photos and videos
Linktree
Website
Facebook
Instagram

Owned media links

WBRZ-TV news story 
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Tiger TV news story 



Social media graphics

Media coverage
(continued) 
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The Reveille "This Week in BR" feature  
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Social media graphics
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Social media graphics (continued)



Social media graphics (continued)

Social media
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Social media (continued)
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Social media (continued)
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Social media (continued)
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Social media (continued)
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Social media (continued)
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Social media (continued)
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Stories of lymphoma survivors
An AYA Lymphoma Diagnosis - Chelsea
McCoy: https://youtu.be/sKBYM39rUKo
The Importance of Awareness - Chelsea

McCoy: https://youtu.be/eJp4K_4G6x4
Why Young People Should be Aware of

AYA Lymphoma - Chelsea McCoy:

 https://youtu.be/kCjdC9jnMvc
Stem Cell Donors Can Save a Life -

Chelsea McCoy:

 https://youtu.be/8hoWNRFHUJg

Objective 3, strategy 1 tactic materials

Social media (continued)
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Stories of lymphoma survivors (continued)
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LRF partnership 
Our team knew that any good PR campaign does not occur in a vacuum separated from the client. We partnered with LRF
to increase the effectiveness of our fundraising efforts and the presence of client branding at our event.

Objective 3, strategy 2 tactic
materials
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Team captain promotional materials
Social Media Caption
I am partnering with @CrewForACure to #MakeLymphomaWalkThePlank! Join me as we
seek to raise awareness and funds for the Lymphoma Research Foundation. More info →
https://secure3.convio.net/lrf/site/TR?fr_id=1751&pg=entry 
Many times, patients who receive a Lymphoma diagnosis feel that they are being made to walk the
plank. We wanted to flip the script and put patients in a position of power over their diagnosis by
making lymphoma walk the plank instead.
As a team captain for this effort, I am competing against others to see who can raise the most donations. Will you join me on

this voyage so that we can #EraseLymphoma everywhere?
Email Template
Dear friend,
I wanted to reach out and let you know that I am partnering with the Crew for a Cure to make lymphoma walk the plank.
The crew seeks to raise awareness for the Lymphoma Research Foundation and its Adolescent and Young Adult Lymphoma
initiative, which is supported by Founding Sponsor The Paul Foundation. 
Many times, patients who receive a Lymphoma diagnosis feel that they are being made to walk the plank. We’re flipping the
script and putting patients in a position of power over their diagnosis by making lymphoma walk the plank instead.
As a team captain for this effort, I am competing against others to see who can raise the most donations. Will you join me on
this voyage?
To donate, visit the campaign website here. You can also follow the campaign @CrewForACure on Instagram and Facebook.
Thanks in advance for your support.
TikTok Script
Did you know that 90,000 adolescents and young adults will be diagnosed with cancer this year? Almost one in five of those
diagnoses will be some form of lymphoma.
I am partnering with the Crew for a Cure to make lymphoma walk the plank by raising awareness for AYA lymphoma and the
Lymphoma Research Foundation.
Find more information about their campaign and how you can support their efforts by following them on Facebook and
Instagram @CrewForACure. You can tell them I sent you.
Other information
Our Slogan: “Make lymphoma walk the plank”

Our goal is to help LRF turn a typically perilous journey into smoother sailing by raising funds to support its efforts. Each dollar
raised for the foundation pushes lymphoma one step closer to the end of the plank.

The Lymphoma Research Foundation equips the patient for their journey by providing them with resources and support. As the
patient embarks on the high seas, LRF continues to fund treatment research and breakthroughs back on the mainland.

Join us on our journey as we push lymphoma overboard. The bounty for our efforts will be plenty.

Our Story: A lymphoma diagnosis can make a patient feel like they are walking the plank through life and could fall off at any

moment. Luckily, the LRF crew is there to put the patient in control and make lymphoma walk the plank instead. 

Team captain buttons for LRF donation page

Team captain social media graphics 


