
February 2026

Philippe Vandekerckhove, Tomé Najdovski

Scaling up VNRD plasma 

supply in Belgium



2

Strength of non-profit VNRD systems in EU

>20 
million donations

>30 
million transfusions

>6 
million recipients

1,300
blood establishments, 

mainly nonprofit/public

• Labile blood components

- VNRD: Voluntary Non-

Remunerated Donations

- 100% self-sufficiency

- High quality & low prices

• Stable blood components

- Past: 100% self-sufficiency VNRD

- Current: 
• Handful (4-6) of companies 

serving EU plasma market valued 

at ~8-9bEUR

• ~100m EU citizens in countries 

without plasma collection

• Need to import plasma from 

outside EU
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In all EU countries, willingness to donate plasma exceeds existing donor base
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Donated in past, and prepared to donate in future

Not donated in past, but prepared to donate in future

Potential 6x 

growth in 

donor base

Source: Eurobarometer 2014

Willingness to donate plasma, %
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Two models to manage donorbase:

Capacity matters, not compensation

VNRD model Market model

• No commodification, donation = act of altruism 

• Low frequency

• Broad donorbase

• Investment in donor centers required, without the 

need for donor payment

• Blood products are goods, donation = transaction

• High frequency

• Narrow donorbase

• Investment in donor centers required, and 

payment of donors essential

Example: dependency of plasma donors on 

payments from private collection centers
Examples: Denmark & Belgium (liters / kilos plasma)

89.906

189.000

141.015

241.219

DK BE

+57%

+28%2019

2024
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Payment is a ‘one-way street’…

Source: Kretschmer et al. (2004)

% change between 2019 and 2020

Note: ‘for-profit’ = volume reported by Plasma Protein Therapeutics Association

(PPTA); ‘nonprofit’ = volume reported by European Blood Alliance (EBA)

North America

(for-profit)

Europe 

(for profit)

Europe

(nonprofit)

-19%

-8%

-3%

+163%

… threatening resilience of supply

Of German donors 

would stop donating if 

they are no longer paid, 

blood donations are a 

transaction, not an act 

of altruism

77%
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More plasma than blood donations expected after 2028 in Belgium
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Improve existing initiatives, and 

validate new ideas (IDPA: idea-

design-pilot-analyse)

Boots on the ground

Develop & test donor journeys

Consult scientific research; "Don’t 

reinvent the wheel", e.g. higher donor 

loyalty when implementing SMS to 

inform about use of blood

Regular internal & external survey 

of (non-)donors

Prioritize initiatives based on:

• Cost per donor presentation

• Scalability 

[1] Identify [2] Implement [3] Measure

[4] Adapt 

accordingly

Quick wins to increase donor 

presentations

High potential initiatives as 

an investment in the donor 

base

Campaign with partners to 

raise awareness of plasma and 

recruit potential donors

Weekly ‘standups’ to 

follow-up the project 

log

Strategy for the Blood and Plasma Collection Plan
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“Plasmarathon”

01/07/2024 – 30/11/2024

Target Group

• Sport clubs (new target group)

• New donors/young and healthy population

Summary

• Innovative Campaign driven by a win/win concept.

• The sport club mobilizes members for plasma 

donation

• Sport clubs earns points for each plasma donation 

made in its name

• Points converted into vouchers for sport equipment. 

Goal

• Awareness of new prospects and recruit new plasma 

donors  

• Visibility -> Outside the usual channels

Example

Recruit new plasma 

donors  in 2024 
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Plasmarathon
Plasma donors recruitment in 2024

Key take-aways

• Result of Plasmarathon

campaign: ≈ 1000 active new 

donors

• Raise of awareness for plasma 

donation in a new population 

of young healthy people

• Collective motivation of sport 

club members

• New donors registered all over 

the regions in 18 different 

donation centers

“Plasmarathon” campaign contributed for 43% of new donors' recruitment in 2024

11%

14%

13%

6%

43%

New plasma donors registration in 2024 (%)

AUGUST SEPTEMBER OCTOBER NOVEMBER Plasmarathon Campain
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Campaign “JAUNE”

2025

Target Group

• New donors/general population

Summary

• Introduce a sense humor instead of heavy emotions, 

difficult emotions.

• Raise awareness on the yellow compartment of 

the blood.

• Provide commodities for making appointments and 

to donate plasma

Goal

• Attract new donors

• Strong visual effect

• Strong impact in general media (at no cost)

Example

While preparing the next 

Plasmarathon campaign 

Growth

• Vs reference year 2017, all campaigns together

• Donor base growth +222%

• Donations growth +190%
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Donation Goal

01/01/2025 – 31/12/2025

Target Group

• All donors who donated in 2024

• New donors/general population

Summary

• Donors indicate how often they want to donate blood 

and/or plasma in the coming year.

• Every month, they receive an update email on 

their progress towards their donation goal.

• Registration is open from end of December to mid 

February.

Goal

• Increase frequency of donors

• Attract new donors

Example

Blood Donor Retention 

Activities
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Donation Goal
Results 2025

Key take-aways

• The graph shows how 

many additional 

plasma donations 

people with a Donation

Goal made in 2025 

compared to 2024

• For plasma, we see a 

monthly increase of 

>600 donations 

1.665

2.030

1.084
955

589
512

587

384 390

-29

-274 -302

jan feb mrt apr mei jun jul aug sep okt nov dec

Additional donations via “Doneerdoel” (Donation Goal) 2025



Investment in donation capacity and data-driven marketing: 

expansion of donor base by ~30%, at ~50% of total costs

Donor base, # active plasma donors (2022=100)

100

131

2022 2025

+31%

Costs, marketing and communication (2022=100)

100

54

2022 2025

-46%
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Not only supply of plasma matters…

IG consumption by country (2014-2020), kg per million inhabitants

107 108

130

93

13

73 77

126

57

200

152

218

174

126

42

111 116

177

81

334

Belgium France Germany Hungary Italy SwedenSpain USAEUAustria

+42%

+102%

+34%

+35%

+223%

+52% +51%

+40%

+42%

+67%

2014

2020

Source: Marketing Research Bureau (2023)



Conclusion

• Blood institutions in Europe are shifting from blood to plasma donations

• VNRD systems in Europe are under pressure

• Self-sufficiency in VNRD plasma is possible but requires a deliberate choice on how to manage the donor 

base: VNRD model vs market model

• For both models: investment in capacity is key

- Without public investment in extra donor centers, the private sector will invest, and introduce payment

- Introducing payment is a one-way street, threatening resilience of supply

• The case of Belgium illustrates that public investment and adequate donor management can significantly 

increase plasma supply 

• In all EU countries, there is margin for growth without abandoning the VNRD model

• Self-sufficiency will not be achieved by only focusing on supply, demand of IG also matters
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Thank you
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