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The Challenge

Goal: Reach 16–35-year-old audience to increase blood cancer 

awareness and garner an additional 2M in funding over the next 24 

months.

The Leukemia & Lymphoma Society (LLS) stands as a beacon of 

hope for those facing a cancer diagnosis, but Millennials and 

Gen Zers aren’t up to speed with the importance of this 

organization.

Through secondary research, we discovered younger Millennials 

and Gen Zers rely heavily on mobile device use, and this 

demographic feels strongly about helping those in need. 

By leveraging these insights, T-Mobile can harness the power 

of mobile gaming on our wireless network to bring the next 

generation more ways to learn about the importance of blood 

cancer awareness and to support life-saving research.

&  T H E  I N S I G H T
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U N C O V E R I N G  A U D I E N C E  B E H A V I O R S .

The 
Background

Gen Z and Millennials are digital natives who feel 

a passion for important causes. They prefer bite-sized 

information that is easily accessible to them, and they are 

heavy mobile device users.

AUDIENCE 

According to Activision Blizzard, the gaming world has 

evolved. Less than 1/3 of video game enthusiasts self-

identify as “gamers,” and a mere 4% self-identify as 

"serious" gamers.

The gaming world is transforming. And the newest 
generation is a group of casual gamers. Mobile gamers.

GAMING INSIGHTS

We need to tap into "casual” on-the-go gamers and excite 

them with a new outlet for giving to important charitable 

causes. By leveraging our mobile expertise and audience 
we are changing the way we do fundraising.

STRATEGY

Only

4%
of players consider themselves 

“serious” gamers

95%
of Gen Z have a smartphone or 

access to one. 
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Let's
Crush Blood Cancer

T-Mobile’s wireless technology has been 

transforming how we game for over a decade, and 

now, we can connect Millennials and Gen Z with 

more ways to play and give than ever before.

That’s why T-Mobile is teaming up with Candy Crush 
Saga to Crush Cancer.

Candy Crush is one of the App Store’s top downloads. 

By leveraging a mobile game everyone already 

knows and loves, we can reach our target audience.

M O B I L E  G A M I N G  S O L U T I O N

(Click banner to enable video content) 

https://youtu.be/kdN_B4jDKg8
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#Crushbloodcancer 
Challenge
B L O O D  C A N C E R  A W A R E N E S S  M O N T H

During Blood Cancer Awareness month, we'll launch 

the #crushbloodcancer challenge, where prospective 

donors can play Candy Crush, a popular puzzle game, 

where players clear rows of candy icons get the highest 

possible score.

Our 3-minute challenge encourages players to learn more 

about blood cancer diagnoses. And, thanks to T-Mobile's 

network, streaming games on the go has never been easier 

or faster.

Participants can then share their high scores for bragging 

rights and nominate three others to do the same, creating a 

viral sensation.

In 2021, U.S. mobile players generated the
highest spend on matching games. 

Source: Statista 2021

STEP 1
Play the 3-minute Crush Blood Cancer 
game. You'll be shocked by just how 
frequently blood cancer is diagnosed.

STEP 2
Earn more points with the Daily Deal 
powerup and donate a portion to LLS.

STEP 3
Share your high score on social media, 
#crushbloodcancer, and challenge 
three friends.
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So many ways to crush it

Social SponsorshipsT-Mobile Tuesday's App Text-to-Donate

To get the attention of our 

young donors, T-Mobile will 

sponsor social media influencers 

to participate in our challenge and 

share with their followers.

The T-Mobile Tuesday's App offers 

us a platform to leverage and 

educate existing customers. To 

date, it has had more than

30 million downloads.

We're expanding beyond T-

Mobile’s customer base. Those 

using other carriers can 

make donations to the Leukemia 

& Lymphoma Society right from 

their fingertips.

Events

T-Mobile flagship stores allow 

visitors to gather and learn 

about LLS through mobile 

experiences while helping 

fund a cure.

Source: Photo 2 by Malte Helmhold on Unsplash

https://unsplash.com/@maltehelmhold?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
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Nearly every three minutes 
someone is diagnosed with 
blood cancer. Together 
with the Leukemia & 
Lymphoma Society, T-
Mobile wants to put a stop 
to cancer. Help us further 
LLS's life-saving research.

Giving Tuesday
L E V E R A G I N G  T H E  T - M O B I L E  T U E S D A Y  A P P  &  
T E X T - T O - D O N A T E

At the start of the holiday and giving season, T-Mobile customers 

can learn more about LLS, and with a click, can donate to the 

organization. At the end of the month, we will match our in-app 

donations up to $250,000.

For donors using other carriers, we will implement a text-to-

donate option in lieu of the T-Mobile Tuesday App.

Driving this call to give will be social engagement, especially on 

Tik-Tok, where we will leverage the trending “Goodies x Work it” 

song and dance, lyrics: “Gimme all your numbers so I can phone 

ya,” to encourage users to pick up their phones and donate.

Link video example. 
In 2021, mobile messages had the highest 
performing fundraising click-through rates.

Source: M+R Benchmarks 2021

T-Mobile Tuesday is 
Giving Tuesday.

Find out more

Tuesdays are for GIVING! 
Help us #Crushbloodcancer 
with the Leukemia 
& Lymphoma society. 
Text back DONATE and we’ll 
get you hooked up!

Donate

Thanks for helping us put a 
stop to blood cancer! Click 
the link below to share
your donation.
t-mobile.com/crushcancer

787878

https://www.youtube.com/watch?v=JctpZk9ihcg
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Events & Activation
I N - P E R S O N  I M P A C T

During Blood Cancer Awareness Month our flagship stores will operate as 

LLS fundraising hotspots. 

Located in the heart of six vibrant cities, we will capitalize on our T-Mobile 

store's popularity with "Cover for a Cure," an optional store entrance 

donation. 100% of the funds raised will benefit LLS.

Once in-store, we'll be leveraging the power of T-Mobile’s network 

to bring Candy Crush to life through interactive VR gaming experience—

available to seasoned gamers and first-time players alike. Thanks to our 

network, users will have top-notch streaming speeds for the ultimate 

gaming experience.

Plus, we're bringing visitors surprise-and-delight opportunities that will 

win their hearts and garner additional donations.

Source: https://twitter.com/CandyCrushSaga/status/1447607930770046976/photo/1, https://studentsoftheyear.org/soy-candidates/

INFLUENCERS

VR EXPERIENCE

BRANDED STEP & REPEAT

INFORMATIVE ACTIVATIONS

CUSTOM REFRESHMENTS 
W/ BROCHURES



8

Team Code: YM-106-005

For competition use only

Sponsorships

T-Mobile will engage in paid partnerships with 

gaming and mobile-tech social media influencers to 

promote our #crushbloodcancer challenge and 

events. By focusing on influencers that meet 

campaign-relevant criteria, we can organically reach 

a large and diverse audience.

Influencer Criteria

• Prominent social following (1M+)

• Has the ability to mobilize fans

• Advocate of charitable organizations

• Mobile game enthusiast

• Age 16-35

PROMOTION BACKED BY YOUNG TALENT
Example Social Content:

..

@LLSusa's #crushbloodcancer
game by @T-Mobile has broken
records as the most played
@Candycrush event ~20M players.

2:20pm TweetDeck9/28/22

Giving back is pretty SWEET. I'm calling 
on you to help me #crushbloodcancer with
@T-Mobile! Download the Candy Crush app
and beat my score for a good cause! #Ad

Paid partnership with T-Mobile
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Channel Strategy
Strategy September-22

Blood Cancer Awareness 
Month

Oct-22 Nov-22
Giving Tuesday

December-22
Holidays

Beyond

Organic 
Social

Bring awareness to current brand enthusiasts.

Paid Social Target local micro-influencers to participate in 
the challenge.

PR Raise awareness of LLS with new donors and 
participants.

Influencer Target engaged social media users and inspire 
them to action.

T-Mobile 
Tuesdays
App

Bring awareness to current brand enthusiasts 
and internal influencers.

SMS Increase reach outside of the T-Mobile 
ecosystem.

T-Mobile 
Stores
(In-person)

Inspire tech enthusiast and mobile gamers to 
action.

Hybrid 
Events

Reach prospective donors in areas where in-
person contact isn't optional.

Organic
Search

Raise awareness of LLS with new donors and 
participants.

Paid
Search

Retargeting and App store placements to 
inspire gaming enthusiasts to take action.
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Measuring Success
I T ’ S  G A M E  O V E R  F O R  B L O O D  C A N C E R .

Net Funds Raised: $17M
Goal: Reach 16–35-year-old audience to increase blood cancer 
awareness and garner an additional 2M in funding over the next 
24 months.

Est. Reach (T-Mobile,  Candy Crush, Other Social Media Audience)  103,840,000

Conversion Rate .067

Avg Donation Per Person $3.00

Total Gross Donations $20,871,840

Paid Social -$405,00

Paid Search & App Store -$575,000

PR & Events -$920,000

Influencer Social and appearances -$1,600,000

Total Media Cost -$3,500,000

Net Fundraising Total $17,371,840

We used our budget on the highest-performing fundraising 

channels aligned to our digital focus to gain the biggest return on 

investment possible.

By creating a viral social media challenge, we can exceed our 
fundraising goal and raise awareness for the next generation of 
donors to continue the fight against blood cancer.

Est Reach: $103M


