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INTRO
to take the offensive in a media reality where 
people are bombarded with messages and of-
ferings everyday2.

Small businesses are founded on calculated risks 
the non profit sector should be allowed to move 
closer to the commercial sector. To get full value 
for your ‘goodness’ your money should be put 
in the hands of talented young people with the 
courage to both make a difference and mistakes. 
We need to realise individualism requires profes-
sionalism when the goal is to change the world.

The Red Cross is based on 7 principles that are 
common around the world:

Humanity - alleviate suffering,ensure respect, 
promote understanding
Impartiality - no discrimination
Neutrality - not taking sides on political, racial, 
religious, ideological issues
Independence - maintain autonomy
Volunteerism - no financial gain
Unity - one national red cross society through-
out country
Universality - equal status, responsibility and 
obligation

1.1 INTRODUCTION
This assignment is for the Danish Red Cross, 
which is part of the world’s largest humanitari-
an and development network of volunteers and 
staff. The vision of the DRC is through voluntary 
action to prevent and ease discrimination, hu-
man suffering and distress. DRC supports Na-
tional Societies policies and programmes aiming 
at reducing risks from potential, recurrent, and 
prolonged hazards in exposed communities, 
while capitalising on the capacity of communi-
ties to cope with disasters1.

There are more than 11.000 accredited non-prof-
it organisations in Denmark and donations can 
be spread thinly fragmenting fundraising efforts. 
Setting new parameters where there is a greater 
degree of meaningful and thoughtful competi-
tion in the charity sector could help to stimulate 
engagement.
The puritan stranglehold needs to be relaxed 
Sec. Gen Jørgen Poulsen suggested that ‘quality 
costs’ even for non profit.
Marketing can be seen as a waste of donations 
but to continue the necessary emphasis needed 
and attract funding for essentials requires or-
ganisations

1 http://www.rodekors.dk/ 2 http://www.ssireview.org/blog/entry/why_do_people_really_give_
to_charity



1.2 CLIENT GOALS
Develop a new digital concept for optimiz-
ing fundraising efforts for the red cross. DRC 
wants to boost the number of donations being 
pledged and improve the quality of engagement 
from users, increasing the conversion rate.

1.3 PROBLEM AREA
In the digital era a far greater number of peo-
ple can be reached through email, social media, 
blogs, websites etc. the downside to this howev-
er is that the quantity of the interaction may be 
increased but the quality is lowered. Many char-
ity organizations are experiencing high numbers 
of like and shares but lower levels of financial 
support. Meaning that people have easy access 
to information but can just as easily navigate 
away before completing the call to action being 
asked of them. This is something that is termed 
‘Slacktivism’ or easy online activism so far there 
is no way to turn ‘likes’ into cash so people 
should like with their money too.

Charities rely on public support and so need to 
find new ways to reach their supporters, poten-
tial donors and volunteers. Demonstrating the 
effects has proved a successful method to gain 
trust or faith in the past. The idea of your contri-
bution helping someone like your mum.

The most supported causes include health & 
medical, children and animals. Organizations 
need to be forthright with campaigns to bring 
focus towards the messages they are sending 
out. The dominant motivational factor is the in-
ternal satisfaction individuals derive from the act 
of giving itself. Humans are hardwired to enjoy 
the act of helping others it is situated within self 
actualization when we look at Maslows hierarchy 
of needs at the very top, appealing to peoples 
moral compass and highlighting the the distinc-
tion the personal needs being fulfilled against 
the needs of the beneficiaries in question3. (see 
fig 1.3)
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Figure 1.3

3 https://www.cafonline.org/PDF/WorldGivingIndex2012WEB.pdf



1.4 PROBLEM FORMULATION
How can we assist DRC to raise the conversion 
rate of potential supporters?  
Through which channels can the target group 
best be reached? 
Which aspects of Danish life affect the younger 
population the most?
How can we motivate them to donate, through a 
digital campaign to the Red Cross?
How can we generate interest or concern to 
make people engage and take action?

1.5 CONSTRAINTS
As the project has to be delivered in a short 
time frame, we decided to prioritize the solution 
phase.
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SEGMENTATION
2.1 SEGMENTATION
Data from the donor survey conducted in eng-
land breaks down the population into 6 digital 
donor profiles this can allow comparison. Eng-
land and Denmark sit close to each other in the 
World Giving Index 2012. A forerunner to this 
the charity review highlights that, while half of 
all charity audiences are now online few charities 
are clear of the crossover between on and of-
fline audiences.

The different types of charity supporters are as 
follows:
Clive: Accounting for 25% a family man between 
30-44  with a long career providing for his fam-
ily. He is comfortable buying products online, 
banking as well as using social media.

Jacqueline: Accounting for 5% A businesswom-
an and mother between 45-59 who commutes 
to the city and is forever trying to find the bal-
ance between work and family and never has 
enough time. She shops online and uses SM to 
stay connected without spending too long.

Margaret: Accounting for 30% The eldest of the 
digital donors between 65-74, growing in confi-
dence online with the help of her adult children. 
She shops online and researches trips she’s plan-
ning. She will log into FB to see the latest photos 
of her grandchildren.

Marie:  Accounting for 20% She is between 30-
44 Married with two children She loves FB and 
Twitter using them to catch up with friends and 
share the latest about children.

Neil: Accounting for 10% A single guy between 
20-29 living in the city spending his money on 
nights out with friends and lots of travelling. He 
spends a lot of his time online always with the 
latest laptop, phone or tablet and often media 
meshing.

Rachel: Accounting for 10% Between 20-29 with 
two children and expecting a third her husband 
is a teacher and she is a stay at home mum. 
The family budget is tight and any extra money 
spent on the family feeling like she cant give as 
much to charity as she’d like. She loves FB and 
feeling connected with her friends.4

This could be seen as somewhat of a benchmark 
of the different donor profiles that exist when 
dissecting the population. 
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4 http://www.giveasyoulive.com/pdf/ddr/ddr.pdf



2.2 TARGETING
Targeting a group spanning from 25-45 would 
seem to be a logical choice as it would capture 
around half of the entire audience. When look-
ing at the likelihood of them donating and how 
often, their online expenditure, digital compe-
tences and preferences; focussing on a younger 
market seems to suggest a higher frequency of 
conversion will occur. These people are very ac-
tive online and are the perfect candidates to act 
as ambassadors who also lead by example do-
nating to causes and starting collections. Shar-
ing success stories and inviting participation. We 
are focussing on 20-35 year olds around a third 
of the overall potential donors these people feel 
most comfortable with secure online purchasing 
music and tickets regularly.

2.3 POSITIONING
Positioning themselves in line with clearing your 
conscience from guilty pleasures. Everybody can 
do their part helping to fortify the philosophy of 
no one being left behind and that both locally 
and globally we can and should support each 
other. Moving a little closer to the commercial 
sector where a more provocative association, 
much closer to home, can be made. Highlighting 
some habits we indulge in daily or weekly and 
that because they aren’t essential are more eas-
ily relinquished, providing some kind of instant 
gratification. It would  align altruism with pleas-
ure and indulgence.

5
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CONCEPT
3.1 SOLUTION
If younger people are to be reached and en-
gaged then a smaller donation amount can help 
with this, and alongside a stimulating campaign 
message; provoke realization of how relatively 
problem free ones life is in Denmark, how simple 
(and secure) the process is and how little you 
need to sacrifice in order to improve the situa-
tion of others who are less fortunate.  

Images of the recipients were used in the past 
but we wish to invert that reflection to look 
back, not at the hardships endured by others, 
but at the luxuries and privileges that we afford 
ourselves. Everyday indulgences that we take for 
granted and consume can be given perspective 
when given relative consideration.

Overall scope of this campaign is to attract 
attention from new target group, young people, 
that seems not to be reacting to the more tradi-
tional charity iconography.  

3.1.1 OFFLINE CAMPAIGN
Our offline media would be a way to draw po-
tential donors attention. 
The way they would make their donation would 
be through sending an sms, or entering our 
Facebook Application, where they can donate 
using their credit card. The poster also give the 
possibility to scan a QR code that would direct 
them to our Facebook page.

3.1.2 ONLINE CAMPAIGN
The Facebook application gives donors have 
the possibility to choose the amount they want 
to donate by choosing what item they want 
to “clean their consciences” from. The amount 
that will be donated is shown as a price of the 
product, and at the same time the text changes, 
addressing the new product, always using a neg-
ative adjective (greasy, sugary, addictive, etc). 
When selecting the button “donate”, the user 
will be redirected to a payment page, where his 
personal information and credit card details can 
be typed in.

3.2 LAUNCH PLAN
With regards to FB strategy each image theme 
should run for from between 2-4 weeks this is 
also mirrored for the print advertisements and 
this also relates to 

To spread the message about “Clean Your Con-
science”, it is important to have a launch plan, 
to create the right visibility for the campaign. 
To start with there will be posters hung up in all 
cities where there are affiliated universities. In 
this way we get hold of our target. The posters 
will be located in city areas where there is public 
transportation, because many young people and 
students use these every day.
It is apparent that having posters on bus shel-
ters and train stations would reap rewards, as it 
is a place people are using their smartphones 
when they wait. This makes it easy for the target 
group to take part in the campaign and it’s quick 
and easy for them to send a text message with a 
donation.
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The second part of the concept is a Facebook 
campaign app. On the page you can read about 
the purpose of the campaign and find relevant 
information. At the same time Facebook a good 
tool to attract attention and distribute the mes-
sage out to the target group. When a person 
has donated an amount through SMS he or she 
will receive a receipt via text message contain-
ing a link to Facebook. By following the link, it 
is possible for the user to post the donation on 
Facebook so friends and family can see it. This 
creates further awareness of the campaign. This 
does not state the amount they have given but 
simply that they have done so.

3.3 AIDAS
In order to sum-up our solution we will use the 
AIDAS model. This model gives a clear overview 
of how we get the target group engaged and 
act to donate and share their activity on Face-
book. To get the target group to donate we will 
ensure that they follow these five steps; atten-
tion, interest, desire, action and share.

Attention: With provocative statements and pic-
tures, we will get the attention from our target 
group.

7
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We are playing on the target groups conscience 
and in that way create some intrigue making 
take a closer look at the campaign posters.

Interest: The campaign utilizes everyday con-
sumables that the target group can relate to 
and which they regularly use. By using these 
products, the campaign will arouse their interest, 
because it gives them a bad conscience making 
them aware of affluent lifestyle.

Desire: Based on their bad conscience, the 
target group would have a desire to justify their 
bad habits. The desire the target group has to 
be seen as having a good moral standing and 
show this off caters to the narcissistic, materi-
alistic young modern individual. This should not 
go into specifics but project general information 
of the act of generosity itself.

Action: To compensate for their bad habits, an 
indulgence should be sacrificed and instead 
the value donated to charity. The donation will 
reduce their bad conscience and help people in 
emergency situations around the globe which 
makes everyone feel good.

Satisfaction/Sharing: After donating money to a 
good cause, the target group should show that 
they have helped to make a difference. Playing 
to their narcissistic traits so they can take the 
moral high ground and share their noble deed 
both in the physical and digital world.

Facebook post
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SUM UP
4.1 PROJECT MANAGEMENT BREAKDOWN
In the beginning of the project, we made a 
group contract. Agreeing on the way we wanted 
to work so as to avoid any misunderstandings. 
When managing a project with little time, it is 
important to ensure that tasks are completed on 
time and deadlines and goals are met. This can 
help to provide a means of keeping track of the 
tasks at hand.
 
We started out brainstorming ideas with ref-
erence to Red Cross. Due to the timeframe we 
decided to conduct a moderate insight phase, 
so that we could move quickly into the concept 
development phase. The point of brainstorm-
ing is to embrace the most out of the box no-
tions, because it will be the key to the solution 
in the end. During the brainstorming we used 
the method ‘De Bonos Hats’. With this tool we 
all tried to have a different ‘hat’ on, and with 
that a different approach to all ideas. Out of the 
six hats we used five: Facts, emotions, critical, 
sunshine (optimistic) and creative. The last hat 
(cool), we thought fitted better into a longer-
term project. 

After the brainstorm we ended up with three 
ideas, and all agreed on one reverse brainstorm-
ing to refine the concept.
During the project we have used both Dropbox 
and Google Docs to share information and give 
feedback about each of the group members’ 
individual tasks. This way we were able to create 
a flow through the report, and a common under-
standing of the content.

4.2 RFLECTION
Looking back at the process we took when 
starting this project, the limited insight that 
we were able to gain meant that we were less 
informed at we began developing conceptual 
ideas. A deeper insight can highlight many more 
avenues to explore both on the positive and 
negative sides of the business. This means that 
you work far less based on assumptions and rely 
on factual data that has been discovered. This 
was a weaker aspect of our approach but was 
rectified somewhat by a lengthy idea generation 
phase working through the feasibility of each 
idea based on merits or faults was determined.



4.3 FUTURE OPPORTUNITIES
The campaign in the beginning will show a lim-
ited amount of everyday consumables, mainly 
within the area of food, groceries and drinks. A 
possible future development would use images 
of expensive goodies such as purses, shoes, etc. 
In this way the campaign can more specifically 
target women or men, or specific sectors within 
our target group. As an example, an expensive 
watch would attract the attention of a man, 
while and expensive purse would definitely ap-
peal more to a woman.
As the campaign both runs on and offline, a 
future possibility would be to extend the printed 
campaign to fabric shopping bags. Very popular 
especially among young females, a “clean your 
conscience” shopping bag would be showing 
that that specific person has donated money to 
charity. 

Directed at a very specific goal the smaller do-
nations effects could document a specific pro-
jects progress. For instance a library could be 
furnished, a buildings progress could be shown 
documenting how far we have come but also 
how far we still have left to go. 
With regard to the longevity of the campaign, 
partnerships could be developed with for exam-
ple Mcdonalds, Just Eat or 7-eleven to attempt 
to integrate altruist acts into everyday life.
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