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PROBLEM AREA
engagement-upping. Social sharing can do 
amazing things but it doesn’t create actual 
active support to highlight issues and boost 
funding; ‘Likes don’t save lives money does’2 
This raises questions about how to spread 
messages to avoid ‘virtual’ engagement and 
get people to open their wallets. 

Social promoters are just as likely to give mon-
ey as non-social promoters, so liking a cause 
doesn’t mean that’s all you’re doing. There is 
no substitution effect, at worst liking a page 
is harmless and at best helps invigorate citi-
zens, raising awareness.3 This phenomenon is 
termed ‘Slacktivism’ which is non activists tak-
ing symbolic action. They were never activists 
and they are acting in a small way in a sphere 
traditionally closed to the masses.4 

The Danish Red Cross (DRC) is experiencing a 
lack of funding due to low engagement of its 
members and supporters. The many years with 
pictures of starving children with flies in their 
eyes and the general tendency to tell nega-
tive stories about the developing countries 
has backfired, says Christian Balslev Olesen 
of UNICEF. This has a share in the blame for 
why Danes think their assistance doesn’t work. 
Folkekirkens nødhjælp and DRC recognize the 
tendency to push the negative stories rather 
than wake Danish interest in another way.1

In the digital era a far greater number of peo-
ple can be reached through email, social me-
dia, blogs and websites etc. The downside 
to this however is that the quantity of the 
interaction may be increased but the quality 
is lowered. Sharing and liking started as com-
munity-building, awareness-raising or general 

1 http://www.information.dk/241976
2 http://www.cbc.ca/news/yourcommunity/2013/05/unicef-
strikes-back-against-slacktivism-likes-dont-save-lives.html

3 http://firstmonday.org/ojs/index.php/fm/article/view/3336/2767
4http://www.theatlantic.com/international/archive/2013/04/
unicef-sweden-to-slacktivists-dont-like-give-money/275429/ 
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3

PROBLEM 
FORMULATION

Who gives money to charity? 
-Who would be an interesting target group for 
Danish Red Cross?

How can we generate interest or concern 
to make these people engage and take 
action? 

How should Danish Red Cross 
communicate their message? 

Which tone of voice would carry the 
message best? 



4

HOW CAN WE GENERATE INTEREST OR 
CONCERN TO MAKE PEOPLE ENGAGE AND 
TAKE ACTION?

We live in a time with increasing focus on pub-
lic health, where even big Danish companies 
such as Arla Foods, Royal Unibrew, Carlsberg, 
Toms Gruppen etc. make new healthier prod-
ucts. The introduction of the sugar taxes in 
Denmark has increased people’s awareness of 
a healthier lifestyle.7 
 
According to a report made by Envision, good 
intentions of Danish citizens are queuing up to 
become a reality. 54% of Danes with an un-
healthy diet want to live healthier. Danes make 
an attempt to change unhealthy habits, but 
without much success. 57% say they promise 
themselves to live healthier but end up fail-
ing. 62% often feel guilty about not living as 
healthy as they should. 47% feel their nagging 
conscience every week while 17% feel it every 
day. This creates stress that 51% of people feel 
weekly and 20% feel daily.8

WHO GIVES MONEY TO CHARITY?

As shown in the results of a research made by 
“The Guardian” 5, younger generations under 
30 years old are less likely to donate money 
to charity organizations. Important to mention 
is that the overall amount of money donated 
has almost trebled in the past 30 years, but 
the level of generosity among young people 
has decreased. Finding the right way to in-
volve this cut of the population into donations, 
would largely increase the amount of funding 
that Danish Red Cross would receive. 

When looking at the population people who 
are between 20-29 are the most likely to give 
online although they donate to slightly fewer 
charities than older people. They are more 
likely to volunteer or work for the Red Cross. 
Sponsorship and social media communica-
tion is the most likely trigger for them to act, 
favouring causes for health and children. There 
is a clear distinction in the channels our digital 
donors use. Some of the youngest digital do-
nors are most likely to give via text message or 
through social media; they are also least likely 
to send a donation through the post, but are 
prepared to donate the most through SMS. 6

5 http://www.guardian.co.uk/news/datablog/2012/
sep/25/charitable-giving-generation-gap-age
6 Donor_Survey_2012.pdf

7 http://www.business.dk/foedevarer/sundhedsboelgen-
skyller-ind-over-foedevareindustrien
8 http://www.envision.dk/media/18238/envision_Kram-
mer_el_lammer.pdf

INSIGHT
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Studies shows that 70% of Danes use their 
smartphone when they are in the bus or 
waiting for one. The phone is such a big part 
of their everyday life.9 This would open the 
possibility of using bus stops as touch points 
with our target group. A poster on the bus 
stop would be a good idea because people 
already have their phone in their hand, and 
they have time to donate while they are 
waiting for the bus. 

In general we see a growing trend of using 
smartphones in daily life. Especially young 
people are likely to use of portable devices 
for payments - pay for bus tickets through 
SMS etc. At the same time, statistics among 
the Danish population show that social media 
presence and internet usage is indirectly pro-
portional to the age, revealing people under 
35 years old being the largest user group.10 
This would make this target group particularly 
interesting and easy to reach when launching 
an online campaign at the same time with the 
offline.

To create attention from the target group it 
would be an idea to work on a common inter-
est or feeling that a lot of Danish people can 
relate to, such as healthy lifestyle. If people can 
directly relate to the campaign there is a big-
ger chance that they would take action and 
donate. When asked in our survey about which 
bad habits people would like to reduce or stop; 
snacking was the most popular followed by 
smoking, drinking alcohol and shopping. 

We surveyed people between 21-34 years with 
75% being students. At the same time, when 
asked if helping you to stop some of your bad 
habits would be an incentive for you to give 
money to charity, 65% answered Yes. Among 
the people surveyed, 85% would rather do-
nate a smaller amount more often than larger 
amounts less often. (see results at end of report)

HOW SHOULD THEY COMMUNICATE THE 
MESSAGE?

In order to reach the target group in the 
best way possible, the campaign should be 
launched in Danish major cities, where most of 
the universities and educational institutions are 
placed. This would guarantee a higher pres-
ence of young people.

9 http://services.google.com/fh/files/blogs/our_mobile_
planet_denmark_da.pdf
10 http://www.fdim.dk/sites/default/files/mediearkiv/rap-
porter/danskernes_brug_af_internettet_2012_rapport.pdf
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WHICH TONE OF VOICE WOULD CARRY THE 
MESSAGE BEST?

As highlighted in Line Schmeltz’s PhD the-
sis’ findings, “Conflicting Values in Discourses 
of Social Responsibility, 2012”, young people 
seem to favor very explicit communication 
forms and they want more CSR communica-
tion than what they are offered today. In ad-
dition to that, they display favorable attitudes 
towards CSR activities that also benefit them, 
as consumers. 11

The campaign should be promoted in a more 
provocative tone than previous campaigns 
have been. According to the Danish newspaper 
‘Information’, people are getting less affected 
by looking at suffering kids etc.12 Turning the 
message around, so it affects the donor, would 
gain interest because of the differentiation 
from previous campaigns.

11 http://pure.au.dk/portal/files/51883715/Line_
Schmeltz_2012_._Conflicting_Values_in_Discourses_of_
Social_Responsibility._Essays_on_Consumer_Oriented_
CSR_Communication.pdf
12 http://www.information.dk/241976
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SURVEY:

●	 Among young students, stopping bad 
habits would be an incentive to give 
money to charity. (65%)

●	 Most people surveyed would rather 
give a smaller amount of money, more 
often to charity as opposed to a bigger 
amount less often. (85%) 

●	 The most popular bad habit to stop is 
snacking.

INSIGHT:

●	 Pushing negative stories has backfired, 
interest needs to awoken in a different 
way

●	 Young people are least likely to give 
money to charity

●	 People under 35 years old are the 
heaviest users of social media

●	 More than 1/2 of all Danish people want 
to live healthier but struggle with this

●	 They feel guilty about unhealthy choices 
and have a nagging conscience that 
creates stress

●	 More than 2/3 of Danes use their 
smartphone at the bus stop

●	 Younger people are more likely to give 
through SMS and social media

●	 Charities should take more chances and 
show positive stories

●	 Young people seem to favor very 
explicit communication forms

●	 People want to see clear path between 
money and affect to follow progress

KEY FINDINGS
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