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Executive Summary
Considerations about the experience economy and its potential connection to fundraising were basis 

for the focus of this thesis. These considerations led to the following research questions;

What  are  the  perceived  effects  of  using  interaction  and  personalization1 within  fundraising?
and How are fundraisers using interaction and personalization?

The method used to answer the research questions, was inspired by Eisenhardt's (1989) “Building 

Theories from Case Study Research”. Four cases were used for the research;

• Merkur Bank  - A Socially concerned bank.
• Kiva             - An internet based micro-credit-organisation.
• Give A Goat - Popular gift-tokens for goats etc. to the Third World.
• Global Contact - A travelling programme that sends out volunteer workers.

The case-research was primarily qualitative and for each case between 1-2 fundraisers and 2-4 donors 

were interviewed. Each case was analyses separately, followed by a cross-case analysis to compare 

them. This culminated in 8 hypotheses, based on the case-findings;

H1: Earmarked and optional donations are inefficient compared to the optimal use of the donations.  
The inefficiency is to some degree relative to the degree of specification of the donation.

H2: The  number  of  options/customizations  within  fundraising  affects  the  number  of  donors  and  
donations positively as the donors' preferences are met.

H3: Donors perceive personalized (i.e. optional and specifically earmarked) donations to be more  
efficient, because of clarity of donation and administration costs.

H4: Fundraising through interaction and personalization attracts relatively low scale donations.
H5: Fundraising through interaction and personalization attracts donor and media attention. This  

can be exploited through secondary effects like branding and further interaction with donors  
(through which a more committed basis is assured).  

H6: Fundraising  through interaction  (as  giving  something  back)  enlarges  the  amount  of  charity  
within the sector (i.e. the charity-pie).

H7: Storytelling can play an active role in fundraising, which is likely to attract donors.
H8: Using interaction within fundraising can be used to remind donors of the charity results, which  

is expected to increase donations.

The  most  novel  and  interesting  findings  lie  within  the  connection  between  them; In  short  it  is 

suggested that fundraising through interaction and personalization is usable to create donor and media 

attention. But as the direct income from it is low and difficult to handle, secondary effects are in focus 

in forms of branding, voluntary work and more committed and non-restricted donations. The findings 

are case based and relatively valid. They give a new understanding of how to use personalization and 

interaction  within  fundraising  which,  if  tested  and  proved  deductively,  can  be  used  for  future 

fundraising. During the research process clear signs appeared of connections between fundraising and 

experience economy. Therefore it is proposed that further research is done on the subject to further 

uncover donors' way of acting and meet their needs.

1 The concepts of interaction (i.e. between donor and receiver) and personalization (i.e. of donor choice) were 
used to make the experience economic focus more tangible and measurable within fundraising.

2



It has taken a lot of effort to write this thesis. And it is important to get to understand the 
market for compassion to be able to exploit it and make a better world. I hope this thesis will 
serve to  inspire  fundraisers,  students  and researchers.  If  you have any questions  or  other 
concerns you are more than welcome to contact me at; Lasse@markus.dk

Like it is the habit of doing when introducing a master piece, this text is introduced by thanks 
and dedications. Decide for yourself if it is a master piece, but it did take longer to research 

and writing than many books and called for numerous favours.

This Master Thesis is dedicated to;

Camilla who held out through a full year of Speciale-sump and
Jørn Bo, may he finish his own

Thanks to;

Hannibal   and   Camilla   for   comments   and   corrections
Kasper for late night layout-ambitions on my behalf

Sofus  for   making  a  fantastic  frontpage
My   study   group   and   Anders

I owe them all a pile of beer
 - and all the best!   

 Not to forget;     
Colette & Morfar for; making me, Indian food, printer facilities and for suport and inspiration

The very helpful people at DanChurchAid, Merkurbank and MS

3



Executive Summary.................................................................2
1. Introduction...........................................................................6

1.1 Problem Statement......................................................................................6
1.2 Research Question......................................................................................8
1.3 Definitions...................................................................................................8
1.4 Delimitations.............................................................................................10

2. Methodology.......................................................................12
2.1 Research Objectives..................................................................................12
2.2 Research Design........................................................................................14

2.2.1 Theoretical Framework..........................................................................................14
2.2.2 Case selection..........................................................................................................15
2.2.3 Approach to Data Analysis.....................................................................................16

2.3 Empirical Framework...............................................................................17
2.3.1 Approach to Primary Data Gathering..................................................................17
2.3.2 Approach to Secondary Data Gathering..............................................................20
2.3.3 Data Description for Cases.....................................................................................20

2.4 Reliability and Validity..............................................................................21
3. Review of the Academic Field...........................................23

3.1 Review of Fundraising..............................................................................23
3.1.1 Historical Outlines..................................................................................................23
3.1.2 Fundraising in a Danish Context...........................................................................24
3.1.3 The Charity World of Today..................................................................................25
3.1.4 Changes in Denmark..............................................................................................25
3.1.5 Literature and Authors..........................................................................................26
3.1.6 Types of Income from Fundraising.......................................................................27
3.1.7 Donor Motivations..................................................................................................28
3.1.8 Summary.................................................................................................................30

3.2 Review of the Experience Economy.........................................................31
3.2.1 Outlining the Experience Economy......................................................................31
3.2.2 Acknowledgement and Relevance of Experience Economy as a Field...............32
3.2.3 Literature Review...................................................................................................34
3.2.4 Experience Economy and Fundraising.................................................................34
3.2.5 Concepts and Theory..............................................................................................35
3.2.6 Summary.................................................................................................................36

3.3 Review of Interaction and Personalization..............................................37
3.3.1 Interaction...............................................................................................................38
3.3.2 Personalization........................................................................................................38
3.3.3 Reflection.................................................................................................................39

3.4 The Knowledge Gap..................................................................................39
4. Case Descriptions..............................................................41

4.1 Case 1: Merkurbank.................................................................................41
4.2 Case 2: Kiva...............................................................................................44
4.3 Case 3: Give A Goat. (GEG).....................................................................47

4



4.4 Case 4: Global Contact.............................................................................50
5. Data Analysis......................................................................54

5.1 Within Case Analyses................................................................................54
5.1.1 Case 1: Merkurbank...............................................................................................54
5.1.2 Case 2: Kiva.............................................................................................................59
5.1.3 Case 3: Give A Goat................................................................................................63
5.1.4 Case 4: Global Contact ..........................................................................................68

5.2 Cross-Case Analysis..................................................................................72
5.2.1 Presenting the Hypotheses.....................................................................................72
5.2.2 Interconnectedness and Reflection on Analyses...................................................78

6. Conclusion..........................................................................80
7. Literature List......................................................................82
8. Appendix.............................................................................87

8.1 Interaction and Personalization within Different Cases.........................87
8.2 Data Description for the Cases.................................................................88

8.2.1 Case 1: Merkurbank...............................................................................................88
8.2.2 Case 2: Kiva ............................................................................................................89
8.2.3 Case 3: Give A Goat (GEG) ..................................................................................91
8.2.4 Case 4: Global Contact...........................................................................................92

8.3 Culture and Creativity within the Experience Economy.........................94
8.4 The Experience Compass .........................................................................95
8.4 Original Citations......................................................................................96

5



1. Introduction
This chapter will  outline the knowledge and background that is needed to understand the 

focus  of  the  thesis.  Initially  the  problem  statement  outlines  the  basic  context  and 

considerations  for  writing  the  thesis.  After  that  the  research  question  explains  the  exact 

purpose of the research. Then the definitions are outlined to secure that the concepts of the 

research are understood correctly. Finally the delimitations secure that the investigation stay 

focussed. Thus, the basic knowledge should be in place, as to outline the thesis' methodology 

followed by reviews of the academic field, case descriptions and finally data analysis and 

conclusion.

1.1 Problem Statement
The field of fundraising in the Western world has seen great changes and developments over 

the last decades. In Denmark the same changes have only recently followed, “helped” by the 

2005 government demands and financing-cuts imposed on NGOs, which forced a new dawn 

down  upon  fundraising  in  Denmark.  Compared  to  the  (even  more)  highly  government-

subsidized organisations of earlier times, the neo-liberal agenda is ruling today. The battle for 

funding has seen the light, bringing with it the best of innovative thinking and the worst of 

intimidating fundraising. Today’s fundraisers are in tough competition with each other to get a 

hold on some of the wealth that the average consumer possesses Thus do-good organisations 

are behaving professionally in a billion-dollar industry, where paid facers2 roam the streets or 

contact you on your private phone (Foroohar 2005; Vestergaard 2008; Heinzel 2004; Nichols 

2004).  But  the  changes  in  fundraising  are  also  influenced  by  general  developments  and 

understanding of the field and by the changes in consumer- demands and -behaviour. And 

consumer preferences are indeed changing. For as people with an average income become 

able to get all the (same) most wanted physical necessities, the focus is changing. Today’s 

purchases need to be customized to fit the individual needs and, if possible, they confirm the 

special identity that is to define the consumer as an individual. In other words, the experience 

economy emerges, with focus on intangible and experiential values like “personal branding” 

and  storytelling.  This  is  a  trend  that  is  increasingly  being  taken  seriously  within  normal 

production, as the branding or extra finesse gives the attractive edge to a product (Jensen 

2006; Lund et al., 2005). The profile and edge to products and production knows many forms 

2 Also known as face-to-face fundraisers, approaching donors on the street for membership or regular 
donations. These fundraisers are often hired and paid for the job (Sargeant & Jay 2004, p.103).
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where one is compassion-based, like CSR3 and other forms of social conscious initiatives that 

are becoming increasingly popular (Jensen 2006).

An important source of inspiration for this thesis was the new and “creative” approach to 

fundraising which has lately appeared in Denmark. For, luckily, not only the traditional and 

the “annoying” types of fundraising have increased. New innovative ideas have come along 

and they are often fun, interactive and somehow suited for the special interests of the donors. 

For  example  gift-tokens  for  goats  to  Malawi4 will  fill  up  under  the  Christmas-trees  next 

Christmas along with a number of other charity-present, for the (not so few) ones who have 

“everything”. And throughout the year Red Cross runs a cocktail bar and numerous more or 

less participatory charity-events take place all the time. In a large part of these new initiatives 

(and some of the old ones5), the consumer - or donor, is able select the donation and thus fit it 

to his or her personal, individual taste and several options are given on how to support a 

cause, and which one to support.  Likewise the donor often gets something in return, be it 

physical, symbolic, or the possibility to communicate or interact with the final receiver. This 

is interesting, as it  seems to be hitting some of the exact personal and experiential values 

mentioned above. But still it seems that there has never really been drawn a line between the 

fields of fundraising and experience economy. For why should consumers, that are attracted 

by  intangible  values  in  material  products  and  use  it  to  strengthen  or  exhibit  their  self-

perception or identity,  not be drawn by donations? It seems that fundraising offers donors 

these exact values while they do a good deed. The issue of donors’ motivations has of course 

been studied, revealing some of the underlying reasons for donating. But with the words of 

Nichols;

"When the paradigms are shifting as dramatically as they are today, it is important to step 

back and understand the 'why' as well as the 'how'. Without that understanding, an 

organisation's gatekeepers - the board, key volunteers and staff - may continue to insist on 

'business as usual' and place the charitable organisation at risk." (Nichols 2004, p.164)

and

“If fundraisers do not understand the environment that individuals inhabit they miss the clues 

that enable them to facilitate that person towards meaningful giving.” (Ibid)

... It seems important to look at the field of fundraising, through the lenses of the experience 

3 Corporate Social Responsibility.
4 Which might be old news in England and USA, but is all new in Denmark.
5 For example the concept of sponsor-children, which is very old.
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economy. And that is what I have set out to do in this master-thesis.

1.2 Research Question

What  are  the  perceived  effects  of  using  interaction  and  personalization  within  
fundraising? And How are fundraisers using interaction and personalization?

As mentioned  a  source  of  inspiration  to  writing  the  thesis  is  to  uncover  the  experience 

economy in relation to fundraising. The concepts of interaction and personalization serve to 

narrow the experience economic focus down and make it  more measurable and usable in 

connection to fundraising. Interaction refers to the connection and communication with the 

donor in relation to a donation, while personalization refers to the meeting of donors personal 

preferences e.g. donor choices. This is further clarified later on in the text. The effects, broadly 

determine the consequences, outcome and usability of using interaction and personalization 

within fundraising. This is for example the power of attraction of donors and donations, to 

what degree donor-motives and needs are met, how efficient the type of fundraising is, as well 

as any unexpected issues. The research question is answered through a method of case based 

research,  which is  primarily inductive and qualitative.  The findings are  interpretative and 

hypothetical rather than final and definite, though the research might be well done and the 

findings convincing. Thus the perceived effects refer to the fact that the findings are primarily 

based on donor- and fundraiser perceptions and my own interpretation thereof. The research 

question  is  answered  through  a  number  of  hypotheses,  which  are  explained  and 

interconnected to make the findings logically comprehensible and easier understandable.

1.3 Definitions
Interaction and Personalization: The understanding of the two expressions derives from the 

field of experience economy. They serve to narrow the field of experience economy down and 

make  manageable  focus-points.  Both  expressions  are  properly  presented in  chapter  3.3. 

Basically  personalization  describes  the  degree  of  customization  of  the  donation,  i.e.  the 

specific nature of the donation and the choices one have within the donation. Interaction focus 

on the communication and obligations that the donor has in attachment to the donation after 

the donation has been made.
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Fundraising and Donations: “Fundraising is all the activity, which an organisation makes  

to communicate a message in such a way to a human being, that the person voluntarily gives  

an amount or other contribution to the organisation” (Døllner 2003, p.9). The contribution 

given is a donation, given by a donor and it can take many forms ranging from donation or 

lending  of  money  and  charity-purchases  to  voluntary  labour  of  different  kinds.  This  is 

important to emphasize as many kinds of fundraising are in focus throughout this thesis, and 

in some cases neither fundraiser nor donor actually think of themselves as fundraising or 

donating (or as fundraiser or donor), for reasons like return of “investment” etc. They are 

however categorized as such because the social benefit is most often the primary function of 

the act they do. Besides of that it makes it less complicated and the specifications are of no 

importance for the thesis and investigation.

Donor and Fundraiser: To get a clear line throughout this thesis, especially when presenting 

the cases, the fundraiser is defined as the one who is in one way or another responsible for the 

programme which receive the funds, services, loans etc. The donors are the ones who donate, 

buy or lend their time or money to the cause. This is irregardless of how any of the case actors 

perceive themselves or the others. When for example Kivas founder writes; “We would call  

our users lenders, not donors” (Flannery 2007, p.38), they are still perceived as donors in this 

thesis.

The Final Receiver: When a donation is given, the fundraising organisation will receive it to 

distribute it to another intermediating organisation or the final receiver. The final receiver is 

the one who is ultimately helped through the donation. This could for example be the woman 

in Malawi receiving a goat.

NGO, NPO and Charity Organisation:  The organisation which is fundraising, collecting 

the  donations  and  distributing  them are  here  referred  to  as  charity  organisations,  simply 

organisations or Non Governmental Organisations (NGOs).6 Though a for-profit bank is used 

as case in the thesis, the primary focus is on the charitable offers it has for the customers. 

Above mentioned phrases are still used for it, though this might not be 100% correct.

Charity Sector: In this thesis, the charity sector encompasses all charitable organisations and 

companies with a strong focus on a social bottom line, rather than the economical bottom line.

6 NPOs: The phrases non for profit organisations (NFPOs) or nonprofit organisations (NPOs) which are 
mostly used in USA, basically means NGO and are not used in this thesis. 

9



1.4 Delimitations
The purpose of this thesis is to uncover tendencies and effects of using personalization and 

interaction  within  fundraising.  This  is  done  through  empirical  case-based  research.  It  is 

primarily of a qualitative character, as the purpose is to reveal the actors perceptions and 

understanding of the fields. Because of the qualitative measurements the findings will, rather 

than  outlining  management-,  marketing-  or  concrete  economical  plans  for  improving 

fundraising, be of an interpretive and suggestive character. Though the findings will be found 

in the cases, quantitatively based research will still need to be done to further validate and 

prove them. Nonetheless the case-based findings of this thesis will hopefully be an eye-opener 

for understanding the influence of the field of experience economy on fundraising. 

The predominant focus of this thesis is on the domestic work that the organisations do in the 

West and the fundraising focus on Western donors. The “closeness” between the donors and 

the final receivers is an important aspect too, but the final receiver is only relevant in relation 

to the fundraising approach and the donor-motivation. The actual impacts of the donations are 

of less importance and are not dealt with. That is not to say that the usability of the funds 

collected  by  the  fundraisers  are  not  important,  but  they  are  important  from  a  strategic 

fundraising  point  of  view.  For  example  it  might  be  important  for  a  fundraising  scheme 

whether the funds received are locked to a purpose or not, as it has different value for the 

organisation. 

Due to the focus on interaction and personalization within fundraising the focus is mainly on 

development  organisations  and the  fundraising  for  their  operational  activities,  opposed to 

advocacy-work and lobby activities (Ministry of Foreign Affairs 2004). The reason is that 

fundraising for these more tangible foci and activities use interaction and personalization the 

most. This is where the new interesting and “creative” types of individual fundraising are 

found, which are in focus in this thesis. For the same reason the type of fundraising in focus is 

pointed towards individual and relatively small scale, private donors, opposed to fundraising 

from corporations or private and public foundations. The focus on “new” types of fundraising 

also leaves out the more “ordinary” types of private, individual fundraising, like door-to-door 

collections,  memberships  etc.  These  are  only briefly  mentioned  when  relevant  to  get  an 

understanding  of  the  field  and  some  of  the  secondary  effects  that  the  more  progressive 

fundraising brings with it.

Throughout the world there are many different understandings of- and views on – charity. 

Many Muslims for example perceive charity or “Zakat” as a percentage of wealth which they 
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are obliged to donate. However the understanding of charity (as well as fundraising) in this 

thesis  is  based  on  the  dominant  popular  understanding  of  charity  in  the  Western  world. 

Namely as voluntary and without significant connection to religion. Still there are differences 

within the Western understanding and the Danish perception is different compared to USA 

and even England and Italy. The Danish welfare state-understanding emphasizes the state's 

responsibility to take care of issues which other countries often see as charitable. For example 

the state takes care of most development and social issues within Denmark, which is why 

charity is more often focused on the Third World (Døllner 2003; GEG-F27; Heinzel 2004; 

Sargeant & Jay 2005). Most often however, there is no need of differentiating, but when there 

are, charity should be understood in a Danish context as the donors interviewed are mainly 

Danish. As the data for the research was collected during the autumn of 2008, it is not affected 

of the by the present financial situation. Though decreasing wealth in the population might 

influence  the  desire  for  intrinsic  purchases,  it  does  not  concern  this  thesis'  research  or 

findings.

7 Interview references in the text: Due to the structure of this thesis and number of interviews, the interview-
references are presented differently than the usual APA-inspired style.  This is  in order to make it  easier 
understandable. Donors and fundraisers were interviewed for each of the four cases. These are; Merkurbank 
(MB), Kiva (Kiva), GiveAGoat (GEG) and Global Contact (GC). The in-text references tell the abbreviation 
of the case-interview (e.g. GC), followed by F for Fundraiser or  D for Donor. Thus GEG-F2 refers to the 
second fundraiser interviewed for the GiveAGoat-case. 
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2. Methodology
The methodology that this thesis' research is based on is outlined in this section. The purpose 

of it is to explain the research approach that is used to answer the research question, and make 

way for assessing the validity, reliability and replicability of the thesis. The methodology is in 

four parts; The research objectives outline the overall methodological approach to answering 

the research question and tell how the result can be used. The research design is the practical 

approach taken to answer the research question. That is the more practical considerations the 

chosen  method  craves,  including  case  selection  and  handling  of  data.  In  the  empirical 

framework-part the approach used for collecting data is outlined, along with a presentation of 

the data found and used for the cases. The final part assesses the overall method - outlining its 

downsides, biases and replicability.

2.1 Research Objectives
In this part the overall scientific approach and method for the investigation is outlined. This 

also covers the purpose of the thesis and the basic considerations on which the rest of the 

thesis-design is build upon.

The aim of this thesis, and the interest that has been the driving force behind it, is to combine 

the  fields  of  experience economy and fundraising  and highlight  the  potential  connections 

between them. This is relevant as that issue has not had much (or any) academic attention, 

though clear  links have appeared within literature from both fields  (Døllner 2003; Jensen 

2006; Sargeant & Jay 2005). Using the knowledge from the field of experience economy 

within the field of fundraising, the hope is that the thesis will awake interest in the academic 

fields of fundraising as well as experience economy, which might lead to further research on 

the subject.

In order to answer the research question,  a method of theory-building based on grounded 

theory is used. This approach is heavily inspired by Eisenhardts' “Building Theories from case 

Study Research” from 1989 which suggests various approaches on how to use case-based 

research to make or suggest new theory. It shall at this point be emphasized that the intent of 

this thesis is not to make a scientifically proven, universally usable theory, but rather suggest a 

number  of hypotheses  on the basis  of case-based research.  The approach of (inductively) 

making of theory rather than (deductively) testing of theory has been chosen because the field 

of interest has not before been investigated, and in my opinion the theory related to the subject 
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does not suffice8.  The more practical approach is the following: From an empirically case-

based  research  a  number  of  hypotheses  are  made,  suggesting  how  interaction  and 

personalization affects fundraising. The hypotheses are supported or questioned by already 

existing theories and research when possible, to expand the understanding of the hypotheses 

to  a context broader  than the observable case-based one.  An inductive approach is  taken, 

meaning that empirically based findings are analysed and from that analysis, hypotheses are 

made (Andersen 2002; Eisenhardt 1989). The hypotheses are findings from the case-studies 

and if a proper research method has been followed they will be relatively valid in that context. 

Still, the method demands a certain degree of interpretation of the findings and though the 

hypotheses might be empirically based, the inductive approach will not enable me to  prove 

them. The deductive process of testing and proving the theory is out of the reach of this thesis, 

but others will be able to trial and test the findings and the suggested hypotheses (Andersen 

2002; Olsen & Petersen1999).

The research takes point of departure both in social constructivism and a critical realism as a 

combination of both points of views is used. The research seeks to limit itself from any pre-

understanding to be able to obtain new understandings without prejudices. Still the inspiration 

for the thesis was that the field of experience economy had opened up for a new way of 

looking at fundraising. In this (critical realistic) way a new point of view is used to look for 

new causal connections within fundraising, which can reveal a new frame of understanding to 

why  donors  support  the  chosen  cases.  The  investigation  uses  the  context  of  experience 

economy to understand the connections and theorize from the findings and make hypotheses 

(Fuglesang & Olsen 2003, Chapter by Jespersen, J.).

The final hypotheses are presented separately and their logical interdependence is explained 

as to  understand their  connection and the context in  which they work.  As the number of 

empirical  and  theoretical  data,  underpinning  the  hypotheses  varies,  these  issues  are 

emphasized to insure an understanding of their separate validity and to make clear which 

findings are new and which are supported by other research. The findings are meant to be an 

academic eye-opener as to see fundraising from an experience economic point of view, but 

hopefully it will also bring new inspiration to the more practical part of fundraising.

8 This was also confirmed while collecting data, as several fundraisers with extensive knowledge of the field, 
showed interest in the thesis' results.
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2.2 Research Design
In this part the used approach is outlined. This will give a better understanding of the more 

practical process that was followed to answer the research question. That is the approach to 

theory and case selection as well as the approach to the final data analysis from which the 

hypotheses are created.

2.2.1 Theoretical Framework
“the theory-building process relies on past literature and empirical observation or experience 

as well as on the insight of the theorist to build incrementally more powerful theories” 

(Eisenhardt 1989, p. 548)

Working inductively to build a theory it is important to aim at being “neutral” and open to all 

inputs and all findings. To be able to think “out-side the box” the research should be detached 

from known theories, hypotheses and prejudices and be open to new inputs (Eisenhardt 1989, 

p.536).  However there needs to be some point of departure and direction in the thesis  to 

secure a useful direction (Eisenhardt 1989). Furthermore it  is  practically impossible to be 

fully  detached  from  presuppositions,  as  one's  mindset  and  assumptions  will  have  some 

influence. For example the focus was already from the beginning pointed at the influence of 

the  experience  economy  on  Non  Governmental  Organisations9 and  a  belief  that  this 

connection existed. But inspired by grounded theory no further specific theory was followed, 

and likewise the two first interviews were conducted with the aim of understanding the field 

and narrow down focus, instead of exploring the cases. Furthermore the process itself was 

aimed at developing the interviews throughout the processes, while gathering new theory, as 

new knowledge and insights opened the doors for areas that needed to be highlighted. 

Though the use of grounded theory means that the primary focus of the research is empirical, 

and the influence of theory in this process should be minimal, theory is still usable and indeed 

necessary for the process. The amount of data gathered from the cases is relatively small and, 

when  possible,  other  material  is  applied  to  add  another  perspective  to  the  case-findings. 

Depending on the “nature” of the secondary literature and existing theory, the case-findings 

can be questioned if they are different from the literature, or the reliability can be improved if 

the data is similar. The new context that the findings are seen in widens the perspective to 

reach beyond the cases and might show other causal connections than the ones the analysis 

has come up with. As the review-parts of this thesis showed, the theory used is found within 

9 That focus has changed quite a bit during the process, but it still illustrates the issue. 
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literature of the fields of experience economy and fundraising. This theory is selected rather 

far  into  the  research-process,  as  to  secure  that  it  is  relevant  for  the  findings. Theory  is 

furthermore used in the presentation and explanation of interaction and personalization, where 

it is used to create a more “solid” point of departure for the investigation.

2.2.2 Case selection
It was deemed as important for the thesis to have enough cases to be able to compare them to 

each  other,  while  still  being  able  to  do  proper  data  collection,  research  and  within-case 

analysis on each one of them. In the end five cases were chosen, whereas one10 was deemed 

too unwilling to help with interviews etc. and was left out. Eisenhardt argues that “random 

selection is neither necessary, nor even preferable” (Eisenhardt 1989, p.537). And the small 

number of cases and the qualitative method used, made it important to choose conscientiously 

as  a  bad  case-selection  could  have  grave  effects  on the  findings.  Therefore  a  number  of 

qualities were used to decide on the cases. To make the case-selection more comprehensible, a 

large number of potential cases and types of fundraising were placed on a graph arranged after 

degree of interaction and personalization.11

The criteria used for the case-selection were:

• A high  degree  of  interaction  and/or  personalization,  to  increase  the  likeliness  of 

interesting findings and to secure that there were something to ask- and look into.

• A high variety, to make sure that the results of the findings did not just cover a small 

very similar type of settings. Very different types of cases were chosen, concerning the 

type of fundraising and donations (banking, voluntary work, micro-credits and buying 

gift-tokens). 

• Cases of some size, success and age. This would secure that there was data on the area 

and make it easier to find interviewees. As the type of fundraising had been running 

some years more experiences and data was likely to have been made on the subject.

• Willingness to cooperate. The last and most important issue was that the gatekeepers 

should wish – and be able - to cooperate. This was to ease the practical research and 

get sufficient material of the necessary validity.  This was crucial for several reasons; 

interviews with the fundraisers were needed along with data on the cases which the 

organisation might have and donors needed to be contacted which was often easiest 
10 EnGodSag.dk
11 The graph can be found in appendix 8.1 where it is also further explained.
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through the organisation itself. Also the motivation is bigger, when the case-contacts 

support the process and find the research, considerations and results interesting.

The cases that were actually used are outlined hereunder.12

Case Type Relevance Country 
Merkurbank13 Socially concerned bank, 

with various personal 
accounts. 

Different personalized accounts, pursues 
interaction and closeness to customers. 

Denmark

Kiva An internet based micro-
credit-organisation.

Person-to-person based, where the donor 
chooses who to support and can follow the 
development of the entrepreneurial project 
until it is paid back.

USA

Give A Goat (GEG)
(By DanChurchAid)

Popular gift-tokens for 
goats etc. to Third World.

Various choices of gifts, giving the token as 
a gift on Christmas.

Denmark

Global Contact 
(By Mellemfolkeligt 
Samvirke (MS))14

Travelling programme that 
sends out volunteer 
workers.

Highly interactive with final receivers 
during the stay and voluntary work after.

Denmark

2.2.3 Approach to Data Analysis
To analyse the data,  a  separate  within-case analysis  was made for each of the four cases 

(Eisenhardt 1989).  To secure an open approach,  which was not coloured by the limits  of 

expectations,  each  case  analysis  was  initiated  by  an  open  coding  walk-through  of  the 

fundraiser-data. From this the most relevant issues were highlighted and discussed. This way 

of  working  secured  a  thorough  analysis  of  the  most  important  data  (Buciek  1996).  The 

findings were used to make a framework of what to look for in the rest of the case-material 

and it eased the process of going through the donor-data. The most relevant arguments, along 

with the quantitative information from the donor-interviews were placed in a table, discussed 

and compared with the first data analysed. The findings were compared to the literature and 

theory to oppose or further validate the findings; Eisenhardt argues of the importance of this 

as;

“linking results to the literature is (…) crucial in theory-building research because the 

findings often rest on a very limited number of cases” (Eisenhardt 1989, p.545) 

…which is, using four cases, indeed true in this thesis. 

The most interesting findings from each of the cases were further analysed in the cross-case 

12 The case description in chapter four will give a more thorough picture of each of them. 
13 Though the bank use the name “Merkur” only, it is referred to as Merkurbank in this thesis for pedagogical 

reasons.
14 Danish Association for International Co-operation, but it goes under the name “MS” abroad as well.
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analysis.  They were compared with each other,  one by one,  to get an overview of which 

findings  were alike  across  the cases.  Each phenomenon was then  discussed separately in 

comparison  with  theory  and  the  other  findings  to  get  a  more  sufficient  picture  and  to 

strengthen the findings. If the findings were interesting enough and deemed to resemble each 

other  sufficiently,  a  hypothesis  was formed to explain the  tendency.  The hypotheses were 

further  compared  to  each  other  and  analysed  to  get  an  understanding  of  potential 

interconnectedness. In this way a more coherent picture was made, to answer the research 

question.

2.3 Empirical Framework
The practical approach used for collecting data is outlined in this part and the data for the 

cases is briefly introduced. This will give a picture of the practical research-process and make 

the basis for judging the validity and reliability of the method.

2.3.1 Approach to Primary Data Gathering
Eisenhardt (1989) argues that the findings and proposed theory stand stronger if multiple data 

collection methods are used.  But  quantitative data  can often say little  of the abstract  and 

intrinsic concepts investigated in this thesis. Therefore the primary data collection was mainly 

qualitative  in  form of  interviews15.  This  method  made  it  possible  to  explore  the  deeper 

understanding of the field and get a picture of how the cases and types of fundraising were 

perceived. Though data collection and data analysis are two different parts of this thesis, it has 

had a tendency of overlapping, which is however quite normal within theory building from 

case studies (Eisenhardt 1989).

“Overlapping data analysis with data collection not only gives the researcher a head start in 

analysis but, more importantly, allows researchers to take advantage of flexible data 

collection. Indeed, a key feature of theory-building case research is the freedom to make 

adjustments during the data collection process.” (Eisenhardt 1989, p.539).

Due to the inductive approach and the aim at making new hypotheses, it was important to 

have an open mind which allowed me to be “surprised” about new angles to the subject. This 

would enable me to make a research without prejudices and to change direction within and 

between the interviews.

15 ...while secondary research-data was used to compensate for the quantitative data.
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“if a new line of thinking emerges during the research, it makes sense to take advantage by 

altering data collection, if such an alteration is likely to better grounded theory or to provide  

theoretical insight.” (Ibid)

Thus, as the interviews were conducted, the questions asked and the way they were asked 

evolved  as  certain  information  affected  the  questions  to  come.16 Thus  the  focus  and 

presuppositions I might have had were challenged and changed continuously throughout the 

research. This is seen as an advantage when forming new theory or hypotheses (Eisenhardt 

1989).

For  each  case  one  or  two  interviews  were  conducted  with  fundraisers  to  get  detailed 

information  about  the  case  and  to  get  material  for  the  analysis.  The  interviewees  were 

contacted by e-mail or phone just as well as my network from university and previous social 

work were used to get the “right” contacts for their purposes and to get goodwill through 

references. Andersen (2002) argues that this is the most effective approach to get easy access 

and it did work well. In each case between two and four donors were interviewed to back up 

or challenge the fundraiser's arguments and to highlight others perspectives.  The interviews 

were semi-structured and thus  not based on free conversation.  They followed prearranged 

themes and open-ended questions, which made it possible to turn the interview in the wanted 

directions (Olsen & Petersen 1999).17 In the interviews with the fundraisers, the interviewee 

was seen as a substitute-observer, who should reveal his or her knowledge and observations 

on the case (Andersen 2002; Olsen & Petersen 1999). In Olsen and Petersen's (1999) words 

these interviews aimed “at understanding the meaning of certain phenomena in the life world  

of individuals”  (Olsen & Petersen 1999, p.28).  The approach to the donor interviews was 

more  to  get  to  know the  donor's  personal  attitude  and  perception  of  the  case  he  or  she 

supported (Olsen & Petersen 1999).

During the actual interviews the interviewee was not to know the more specific purpose of the 

thesis. This approach was taken as to get independent arguments which were not influences 

by my focus  and  what  I  wanted  to  hear.18 The  interviewees  were  told  that  it  concerned 

16 A remarkable example was the interview with interviewee GC-F1 who argued that the GEG-concept was so 
costly that some organisations had had negative bottom lines from it. This of course awoke my interest and 
when talking to interviewee GEG-F2, this issue was questioned. However GEG-F2 explained that the real 
money came secondarily when the GEG-donors were contacted and started a PBS-agreement. This “aha-
experience” again altered the focus on the other cases. The interest for “secondary” donations grew as it 
could be a tendency when fundraising using interaction and personalization.

17 Still  they had  to  be  changed  according  to  each  case  and  interviewee  as  the  context  changed  and  new 
information and understanding was obtained during the process.

18 This strategy were not used for the two first, more informative, interviews (GEG-F1 and GC-F1).
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fundraising and donor-motivations and towards the end of the interview the more precise 

focus  was  revealed.  This  enabled  more  direct  talk  about  the  subject  matter  and  -  when 

interviewing fundraisers – hear their direct  opinion on the thesis'  focus. In the end of the 

interviews with the fundraisers, they were asked for research material on the case and about 

which other fundraisers could be interesting to interview for the case. The approach to the 

donors was also discussed. Several fundraisers assisted with the donor contacts, while others 

suggested how it could be done. In the process it turned out that an informal conversation with 

the interviewee,  after  the actual interview,  concerning the work with the thesis,  its  focus, 

interaction and personalization etc. would often bring about important information. This may 

have  come  from the  more  “loose”,  conversational  atmosphere  which  followed  the  more 

serious and questioning interview. It thus became a deliberate act to let the recorder run after 

the “formal” questions, with great effect.

All in all 15 interviews were conducted. All were recorded digitally, notes were written during 

the interviews and they were transcribed on a computer as soon as possible.19 To save time 

during transcription and when reading and analysing, and to avoid overload of data, longer 

non-important  parts  were  not  transcribed.20 Two  interview-recordings  were  lost  due  to 

technical failures. These were written down from notes and memory as soon as I found out 

that  an error  had occurred.21 The most  important  details  were saved,  but  some important 

comments may have been lost. No quotations are used from these interviews.

2.3.2 Approach to Secondary Data Gathering
The approach to gathering secondary material, started from a very broad library and internet 

search, to get an overview of the issues of experience economy and NGOs which was initially 

the focus of interest. But as the focus narrowed down, so did the search for literature. For the 

fields of fundraising and experience economy,  the main authors and theoretical  directions 

were reviewed, to secure the basic understanding and directions within the fields. The validity 

of this material has been confirmed from its popularity and number of references in Google 

scholar and various data-bases. The uncovering of fundraising in Denmark came from more 

differentiated material e.g. reports from the Foreign Ministry and CBS-reports. Furthermore it 

was necessary to  use articles from Danida's monthly magazine "Udvikling" and newspaper 

19 Due to the large number of pages, the transcriptions do not appear in the appendix of this thesis. 
Transcriptions and sound recordings can be obtained from the author of this thesis.

20 Some things were irrelevant, either because the interviewees were unstoppable, or because certain issues 
turned out to be irrelevant. Still more than 2/3 was transcribed.

21 Which was immediately after, and the next day. The failure is noted in the interview-presentations below. 
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articles, as many issues had not been dealt with thoroughly in academic articles and books. 

When less credible sources like newspaper articles have been used as reference in the thesis, 

an endeavour has been made to cross check the information to secure their validity and not to 

use it for information of controversial character. Furthermore material from several magazines 

(on non-profit marketing etc.) has been used, as they had articles based on qualitative and 

quantitative  research.  This  became particularly useful  when comparing  and adding  to  the 

findings  of  the  cases.  Most  often  no  academic  material  existed  about  the  specific  cases. 

However the homepages of the case-organisations contained a lot of practical information for 

background information and they often contained usable yearly reports and statistics. Several 

newspaper articles were found for each case, adding an outside perspective to it.

2.3.3 Data Description for Cases
The data collected for the cases is important as a major part of the analyses is based on it. This 

especially goes for the primary data gathered. All in all 15 interviews were made and two 

questionnaires were filled out. It was not possible to get an interview with a Kiva-fundraiser. 

Instead a thorough report by the founder of Kiva was used as it explained a lot of the issues 

that the fundraiser-interviews came around. The interviews for the cases are outlined below.

Case Interviews Type
Merkurbank Fundraiser (Managing Director) (MB-F)

Merkurbank Donor  1(MB-D1)
Merkurbank Donor 2 (MB-D2) (2 persons)
Merkurbank Donor 3 (MB-D3) (2 persons)
Merkurbank Donor 4 (MB-D4)

Personal 45 min
Personal 10 min
Personal 10 min
Personal 10 min
Personal 25 min

Kiva Kiva Informer – Professor Robert Austin
Kiva Donor1 (KivaD1)
Kiva Donor2 (KivaD2)

Personal 30 min
Personal 20 min
Personal 45 min

Kiva Donor3 (KivaD3)
Kiva Donor4 (KivaD4)

Questionnaires: Open qualitative 
questions and answers.

Give A Goat (GEG) GEG Fundraiser1(GEG-F1)
GEG Fundraiser2(GEG-F2)
GEG Donor 1      (GEG-D1) (Technical error)
GEG Donor 2      (GEG-D2)

Personal 45 min
Personal 45 min
Personal 20 min
Personal 40 min

Global Contact GC Fundraiser 1 (GC-F1)
GC Fundraiser 2 (GC-F2)
GC Donor 1        (GC-D1)
GC Donor 2        (GC-D2)  (Technical error)

Personal 45 min
Personal 45 min
Personal 45 min
Personal 30 min

As the four cases vary a lot so does the data collection. Therefore a more thorough walk-

through of the data collected for the cases has been made. However it is not essential for the 

understanding of the thesis and the findings, which is why it can be found in appendix 8.2. It 
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gives a more thorough understanding of the basis for the findings. The appendix outlines the 

reasoning behind the different interviews, the approach to finding the fundraisers and donors 

and the context in which the interviews were conducted. Furthermore the secondary material 

both from within the cases (for further knowledge) and outside the cases (to see the case from 

other points of views) is presented. Lastly a critical reflection is made on the data collection 

for the cases, and the approach is reconsidered.

2.4 Reliability and Validity
Having outlined the methodology used for this thesis' research, an assessment of it is relevant 

to determine how reliable it is. The question is; if somebody else followed the same method, 

would the results found then be replicated 100 percent or would the results look completely 

different? As explained this thesis never aimed at making a universally applicable and proven 

theory, but rather suggest causal connections, primarily based on the case research. As the 

primary data gathered is mostly qualitative, interpretation has been necessary to propose the 

hypotheses. Clearly others might interpret the information differently and the outcome would 

vary,  depending  on  their  focus  and  background.  But  another  research,  using  the  same 

objectivity  and  approach  to  analysing  the  data,  would  most  probably  confirm  the 

understandings and generalizations.  All  research is  based on the contextual  relations.  The 

context of this thesis is experience economically inspired and the interviews were done at 

certain hours and dates in a time of growing financial crisis. Some of these factors are hardly 

replicable. The interviewees' individual understanding affects the picture, but the number of 

interviews and the within- and cross-case analyses should secure a degree of alignment. Thus 

an interviewee with extreme perceptions will not dominate the picture and hypotheses22, but 

dominating opinions from a range of interviewees will. Furthermore secondary literature and 

theory is used to get a second opinion and alternative views on the subjects. The hypotheses 

vary in validity, depending on the degree of common understanding from the interviews and 

secondary literature. But one should also bear in mind that the field explored is new, and if no 

theory suggests the same as the hypotheses, it does not disprove them. The hypotheses with a 

strong base in the case-data but no theory to prove them should be seen as a suggestion of a 

new theoretical understanding which is even more interesting (though not yet proven).

To secure the highest replicability, the data collection for the cases should only be finished 

when new information and details become scarce and are improving little to their purposes, as 

22 Still interesting comments are noticed and used, if deemed important.
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the different points of views have been uncovered (Eisenhardt 1989). This is largely the case 

of  the  fundraiser  interviews,  which  often  confirmed  each  other's  perceptions  and  were 

thorough enough to  get  around the relevant  aspects.  For  various  reasons  the context  and 

number of donor-interviews for each case varied a lot and the donors' frames of understanding 

changed from case to case. But looking at the overall understanding of the donors' opinions, 

without focussing on the specific cases, a relatively identical picture appears, suggesting how 

donors act and perceive. Clearly priorities have been made within the research and a more 

thorough research on the cases and a larger quantitative side to it would improve the validity 

of the findings. More time and resources would also allow for more cases to be represented, 

but  then  again  the  risk  of  “death  by  data  asphyxiation” (Pettigrew  1988,  as  cited  in 

Eisenhardt 1989 p.540) could jeopardize the focus of the findings. 

All in all the method used for the research is somewhat valid. Others can test the hypotheses 

made, to verify them or prove them wrong. In that case the hypotheses presented have the 

advantage of being empirically based and they have already been tested repeatedly during the 

cross-case analysis which suggests that they are at least valid within the cases from which 

they are made (Eisenhardt 1989).
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3. Review of the Academic Field
It  is  crucial  to have a  good understanding of the most  important  fields that  this  thesis  is 

concerned with. The purpose of this chapter is to provide a review of the academic field, the 

major directions and discussions and the most important and useful literature and theories 

which will provide a solid basis for the further reading.

3.1 Review of Fundraising
The field of fundraising is a fundamental part of this thesis as it is basis for understanding the 

analysis. This part present the fundraising history and literature, and theory used. This will 

give an understanding of the cases and of the context of the analysis.

3.1.1 Historical Outlines
The practises of charity and fundraising literally go thousands of years back in history. In the 

Western world it  was developed on a religious basis  in  the middle ages (Sargeant & Jay 

2005). Around 1900 AD the increase in the general prosperity of the population caused the 

field  of  fundraising  to  expand  from concerning  the  few  rich  to  the  average  population. 

Throughout the 20th century the field grew complicated with newspaper- and, later, television-

advertising. Through the last decades of the century it became an academic field, and the 

computer technology was exploited, first on one-to-many basis, but recently with the internet-

possibilities the specialized one-to-one fundraising has taking over (Ibid). 

The charity sector primarily consists of private initiatives working outside the control of the 

state, as NGOs. They work to improve specific social concerns ranging from environment and 

animal protection, to development of specific sectors in specific countries. This can happen in 

the different ways of operational activities or advocacy (Ministry of Foreign Affairs 2004). 

Governments  in  many countries  have  used  NGOs to  canalize  the  government-funds  into 

different cause-areas and let them implement them, as this was the NGO's special areas. In 

this  way many NGOs are  heavily  funded  by governments  (Heinzel  2004).  In  the  period 

starting in the 1970s, the popular belief in the political and societal authorities fell due to 

mistrust  in  their  handling  of  e.g.  environmental  issues.  While  the  strength  of  the  formal 

political actors fell, the trust in informal actors like NGOs rose and so did their numbers and 

degree of influence (Foroohar 2005;  Grolin 2000; Horne 2002;  Vestergaard 2008).  At the 

same  time  the  neo-liberal  agenda  within  politics  in  the  Western  world  had  a  hard  time 

accepting the large government funding of the NGOs. And with the general pressure on the 
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public sector by these governments, the subsidies of the NGOs started declining too (Heinzel 

2004;  Muehrcke  &  Laverty  2003;  Vestergaard  2008).  Along  with  this  development,  the 

growing  number  of  NGOs  caused  them  to  compete  for  public  attention,  donations  and 

government subsidies (Nichols 2004; Vestergaard 2008). This led to a so far unseen change of 

direction into traditional market behaviour.

3.1.2 Fundraising in a Danish Context
Denmark is known for its large number of organisations and the public engagement in them. 

During the second half of the 20th century many NGOs could be seen as “social institutions” 

of the state that were considered to be a part of the natural education/cultural development of 

the population of Denmark. In a way NGOs told the population how and why it was important 

and necessary to support certain causes, as this was their area of expertise (Døllner 2003). The 

biggest  development  organisations23 are  supported  through  Danida's24 framework-

agreements25. This means that they are directly, and almost completely, funded through the 

Danish  national  budget  and,  until  recently,  they  did  not  need  to  pay  much  attention  to 

fundraising (Seifert 2008; Ministry of Foreign Affairs 2004). But as the 1990s introduced 

increased individualism, the problem of securing the public support and participation grew 

larger. Especially concerning the memberships to the organisations. This had so far been a 

natural  part  of  many organisations  but  now the numbers  were falling dramatically as  the 

"zapper-culture" caused people to shift between organisations according to their immediate 

needs (Grolin 2000; Ministry of Foreign Affairs 2004; Nichols 2004). Along with the neo-

liberal wave this caused some to start worrying for the NGOs actual public manifestation and 

support which legitimized them as they received tax-payers' money. Apart from that there was 

the  question of  the organisations'  independence,  for  "…how can they on the one side  be 

entrepreneurs  for Danida and at  the same time do lobby-work towards  the organisation" 

(Kirsten Larsen, UNDP, as cited in Rasmussen 2001; Heinzel 2004; Kjar 2007; Ministry of 

Foreign Affairs 2004; Seifert 2008). For these reasons the liberal-conservative government 

downsized  the  foreign  aid  and  took  away  some  25  %  of  the  funding  for  the  charity-

organisations. Moreover it set up new demands for membership and public manifestation and 

demanded that organisations justified themselves through auto-financing by popular support, 

like  it  happened  in  Norway  and  Sweden26 (Broberg  2006;  Jensen  2006;  Seifert  2008; 

23 Hereunder two of this thesis' case organisations, MS and DanChurchAid.
24  “DANish International Development Assistance” under the Danish foreign ministry.
25 In Danish; "Rammeaftaler"
26 Both Nations had a 10% minimum for self-financing (Seifert 2008).
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Muehrcke & Laverty 2003). Thus the organisations should collect 5% of their budget in 2006 

and 10% in 2007, which would then become the standard (Kjar 2007; Seifert 2008). Today it 

is largely accepted that it is important to have some degree of independence from government 

funds; both to secure political independence and to be able to work "neutrally" without being 

placed in the same box as the country and its government. Thus NGOs are increasingly trying 

to raise money without involving the government (Foroohar 2005; Kjar 2007).

3.1.3 The Charity World of Today
The organisations  within the charity-sector  of today are  far  from the blue-eyed,  soft,  do-

gooders that people have had a tendency of seeing them as. And in the overall picture NGOs 

increasingly behave like businesses. They compete for market shares and adopt "professional" 

methods with firm hierarchical structures where the staff work full time and is paid "real" 

money and people are often hired, not for their ideology, but for their skills in the market 

(Foroohar  2005;  Heinzel  2004;  Kjar  2007;  Nichols  2004;  Vestergaard  2008).  In  the 

competition for donations many NGOs brand themselves to strengthen their profiles towards 

competitors and NGOs are increasingly considered to be "super-brands" (Stride & Lee 2007, 

p.117;  Vestergaard 2008,  p.4).  Today the  charity-sector  is  big  business  with  billion-dollar 

budgets in the area of the rapid growing "moral economy" which Rolf Jensen has described 

(Foroohar 2005; Jensen 2006; Muehrcke & Laverty 2003; Vestergaard 2008). Nichols (2004) 

sums up some of the most important changes that has happened (Nichols 2004, p.164).27

3.1.4 Changes in Denmark
"The demand (…) for self-financing, has forced the organisation into (…) a fundraising-

competition"  (Kjær 2008).

Major changes have happened within fundraising in Denmark the last couple of years too. It is 

difficult to say what is caused by the pressure from governmental demands (Kjær 2008; GC-

F1) or the individualization of a demanding population (Grolin 2000; Nichols 2004) and how 

much  is  incremental  developments  of  the  fundraising  tools  from fundraising-experiences 

(GEG-F1).  But  the  fact  is  that  well  paid  "facers”  occupy the  streets,  donor-goats  can  be 

27 The Pre/post Second World War paradigm describes that most adults are born after the Second World War. 
The latter are more engaged and donate more that the ones born earlier on (Nichols 2004).
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bought as presents, and deposit on returnable bottles can be donated to an organisation with a 

click in the store etc. (Coop.dk;  Givenged.dk). The competition for donations has increased 

dramatically and the communication from the organisations has largely gone from informing 

the citizens about  their  work,  to  communication to  raise money (Seifert  2008).  Overall  it 

seems that fundraising has become more systematized and professionalized (Heinzel 2004; 

Kjar 2007; Seifert 2008) and organisations are faster and "sharper" when explaining about the 

causes and needs. From a fundraising point of view this new practice has borne fruit, in the 

sense  that  the  amount  of  donations  has  increased  and  e.g.  DanChurchAid  expects  self-

financing of between 15-20% (Kjar 2007; Seifert 2008). In a way the new rules cut off the 

organisations' usual push-based contact to the population and instead they needed to pull or 

attract  the consumers, through irresistible offers and arguments.  In other words they have 

changed from a reactive to pro-active approach to fundraising (Nichols 2004).

3.1.5 Literature and Authors
When reviewing the academic field of fundraising, one inevitable runs into Mal Warwick and 

Adrian Sargeant. The latter being professor of non-profit marketing, has written several books 

and articles on the subjects of non-profit organisations, marketing etc. and the references to 

him by other sources are overwhelming. His books (especially “Fundraising management”), 

work  as  more  practical  basis  literature on  fundraising  and  theory.  Other  more  specific 

information, background, considerations and theory are found in specialized journals.

Due to the very different context and perception of fundraising in Danish, compared to USA 

and England (Døllner 2003; Heinzel 2004) it is necessary to focus on Danish fundraising in 

specific as well. However, Denmark is a small nation with no strong tradition of fundraising. 

Throughout  the  literature  I  was  only  able  to  find  “serious”  literature  on  (non-volunteer, 

-company  or  -CSR)  fundraising  from  one  single  author,  Tom  Døllner.  This  was  very 

surprising,  but  also confirmed the  suspicion  that  there  is  indeed a  need for  research  into 

fundraising of all kinds in Denmark. To cover the Danish debate and fundraising history a 

variety of material was used, from Ministry of Foreign Affairs' publications over academic 

papers on other subjects to newspaper articles which pieced together the big picture described 

above. Especially Grolin (2000) from CBS, gave an understanding of the public tendencies 

which has caused the changes, and help understand the link between this field and experience 

economy.
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3.1.6 Types of Income from Fundraising
Having given a basic understanding of the field of fundraising, the turn comes to look at the 

more theoretical part of it. The following sections of the thesis will look into different aspects 

of fundraising that  will  give a better  understanding of the field  and is  used as secondary 

perspectives on the cases, analysis and findings.

First of all there are three main sources of income from fundraising are outlined, as to give an 

understanding of the choice of direction of this thesis; 

Three Sources of Income from Fundraising 

• Individuals – Which is the activities that we, as citizens, experience when approached 
by fundraisers. It is also the focus of this thesis (Sargeant 1999).

• Corporate Organizations – Cooperation, endorsements etc. (Sargeant 1999).

• Grant-making trusts – Either from rich do-gooders or philanthropists, charity funds 
or the state. These are often big one-off grants (Heinzel 2004 p116; Kingston & Bolton 
2004; Sargeant 1999). 

Within private/individual fundraising there are furthermore various types of income which are 

relevant in this thesis as to understand that a donation has different value depending on the 

context in which it is given. These types of income are; 

Restricted and Non-restricted Funds: This tells whether the money is collected for a special 

purpose, or for the general work of the organisation. Once the funds are restricted, they have 

to  be  used  for  that  specific  purpose  and  cannot  be  used  for  administrative  work  in  the 

organisation (Sargeant  & Jay 2005,  p.70).  Restricted  funds  have  many forms and names, 

depending on type of fundraising. It is also referred to as specific- or earmarked donations and 

person-to-person (donor-receiver) donations are the most restricted. Furthermore it is related 

to personalization of donations as the restriction can be suited to the donors which.

Committed and Uncommitted Giving: This defines if a donation is one-off or on a regular 

basis  (e.g.  monthly  payment).  Door  to  door  collections,  purchases  and  cheques  are 

uncommitted, where as membership and PBS-payment28 are committed. Committed funds are 

easier to use, because it is possible to plan on a long-term basis (Ibid).

A Question  of  Pie:  When  fundraising,  the  money donated  has  to  come from 

somewhere. Either the donors' money is just canalized from one piece of charity to 

another which is cannibalizing, or it comes from outside the charity sector. The latter enlarge 

28 PBS (Pengeinstitutternes BetalingsService) is automatic collection directly from bank-account (Døllner 
2003)
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the amount given to charity, or enlarging the charity pie that the sector is splitting.

Derived Effects: Furthermore it is not always a question of money earned, as many types of 

fundraising are also (or even more) focused on the derived effects e.g. bringing attention to a 

cause or the organisation itself, to secure the public manifestation (Heinzel 2004).

Volunteers: As the definition of fundraising explained, fundraising does not only cover the 

direct income gathered. It can also consist of non-monetary donations, or voluntary labour 

(Døllner 2003). Apart from the obvious advantages of volunteer workers, a US -survey shows 

that volunteers are more “ethical” minded concerning their normal work and purchases They 

far more often purchase products that support causes (Cone Millennial Cause Study 2006) and 

they are both more generous and more often donate (Warwick 1995).

3.1.7 Donor Motivations
As the success of a fundraising-scheme is often depending on attracting donors and donations, 

exploiting  donor-motivations  is  an  essential  issue,  which  has  been  researched  quite  a  lot 

(Sargeant & Jay 2005). This part of the thesis outline a number of understandings of some of 

the most relevant donor perceptions and understandings that were found in the literature. As 

this is done to get a second perspective on the case-findings, the issues highlighted are chosen 

with that in mind.

Payback Brings  New Donors: Webber's  (2004)  research  shows that  fundraising  through 

events where donors are participating can be useful to reach outside the group of regular 

donors  believing  in  the  charity's  mission.  Grace  and Griffin's  (2006)  look  into  donations 

which are made from the desire to project one's ego into society and find the same tendencies 

(Grace & Griffin 2006). Both articles show that the egoistic intrinsic and extrinsic incentives 

of reflecting one's status (i.e. identity), attracts donors which might not normally donate, thus 

enlarging the charity pie. This desire can be encountered by offering the possibilities to show 

off e.g. through charity ribbons or -events.

Donor Scepticism: Donors want to know where their money ends. Charity organisations are 

extremely vulnerable to criticism, due to their nature of do-good watch-dogs, which receive 

money instead of earning it.  Nichols (2004) argue that today  “Fewer individuals consider 

nonprofits to be authority figures” (Nichols 2004, p.166). It seems that the field still suffers 

from the general  perception that it  is  driven by do-good volunteers.  Therefore issues like 

administration costs, high wages and corrupted and failed projects, can be critical for charity 
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organisations, as people are afraid of donating their hard earned money for the wrong things 

(Døllner 2003; Sargeant & Jay 2005). Higgins and Lauzons (2003) research shows, that 46% 

of Canadians doubt the efficiency of the use of the money raised.29 The bottom line is that 

donors want to see what their money is actually used for and are rather sceptical (Higgins & 

Lauzons 2003).

People Give to People: Døllner (2003) argues that potential donors need to have a relational 

connection to the receivers, before they choose to support a case. They need to believe in and 

understand the outcome of the donation (Heinzel 2004; GC-F1; GEG-F1; GEG-F2). Døllner 

argues that successful fundraising should take into account that: 

“People give to people! And if they give to animals, it is the human features about the animal,  

they give to. And if they give to bricks, it is because they have been told, that the bricks are to  

benefit people” (Døllner 2003, p. 56).

He  further  argues  that  it  also  has  to  be  feasible,  personal  and  action  oriented,  which 

paradoxically means that the perspective of helping a 1000 children is less attractive than 

helping one (Døllner 2003).

Outlining the Reasons for Donating

Sargeant and Jay (2005) outline a number of interesting reasons for the donors to donate, 

which for some parts are confirmed by Døllner (2003) and Grolin's (2000) less thorough focus 

on the subject. Most often donors have several reasons for donating and they might not be 

aware of them all. The most important are mentioned here, they are chosen for their relation to 

the findings from the cases.

First of all there are a number of reasons to donate, based on self-interest;

Self-esteem:  The donation makes the donor feel better about him or herself. This includes 

Atonement for sins (Døllner 2003; Sargeant & Jay 2005).

Recognition:  One wants to send a signal through a donation, in the hope that family and 

friends,  the community and the organisations  surrounding etc.  appreciate  and recognize it 

(Ibid). This can be related to Grolin's “self-expression” where the act supports or emphasize 

the identity of the person (Grolin 2000).

Benefit from the Cause: Benefit either for one self, for friends and family or in memoriam. 

This could for example be donating to cancer treatment, or in relation to supporting one's 
29 Though it is a Canadian survey, it emphasize the dilemma of running a sound organisation, while pretending 

it is without expenses. 
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preferred holiday community (Døllner 2003; Sargeant & Jay 2005).

Tax: In many countries donations - above a certain amount and to approved organisations - 

are tax-deductible. Especially in Denmark where the tax-rate is around 50%, depending on 

income, this makes the donation seem “cheap” (Ibid).

Altruism: Is  donating  for  the  pure  good of  others.  The  issue  of  the  existence  of  purely 

altruistic  donations is  highly debated and all  giving can be argued to  have some kind of 

benefit  for one self  e.g.  intrinsic.  It  is  a  question of intention and belief,  and will  not be 

discussed further in this thesis (Grolin 2003; Sargeant & Jay 2005).

Empathy  and  Sympathy: Empathic  “donors  are  motivated  to  give  because  they  are 

themselves distressed by the suffering endured by others”.  Sympathetic donors give “if they  

believe it is inappropriate for the beneficiaries to be suffering in the manner depicted in the  

fundraising  communication” (Sargeant  &  Jay  2005,  p.101).  Both  level  of  empathy  and 

Sympathy is relative to level of donations.

Social Justice: These donors believe in restoring a just world and the donations are given to 

the ones which did not play a role in their own misery30. Donors motivated by social justice 

prefer to give to narrow focused projects with and short duration of need (Sargeant & Jay 

2005).

Norms: Trying to conform to social norms, the donor will support the cause if others from the 

same “group” i.e. alike individuals, donate. Sargeant and Jay remark that “individuals tend to 

support other individuals perceived as similar to themselves” (Sargeant & Jay 2005, p.102) 

which makes it interesting to fundraisers to understand their group-membership.

Social  Engagement:  Lastly  both  Døllner  (2003)  and  Grolin  (2000)  highlight  social 

engagement as being important. Motivation through enjoyment of participation in a social 

connection is mostly interesting within more active donations, e.g. participating in charity 

events and voluntary work. But the social connection of giving a charity-goat for Christmas 

should not be underestimated (Døllner 2003; Grolin 2000).

3.1.8 Summary
The charity sector and thus fundraising has changed a lot during the last decades, not least in 

Denmark,  where  the  ”institutionalized”  mindset  has  to  some  degree  been  replaced  by  a 

business-like behaviour. Competition, marketing and more professional ways of working are 

30 E.g. they would be more motivated to donate to genetic caused breast-cancer research instead of smoking-
related lung-cancer research (Sargeant & Jay 2005, p.102).

30



seen  and new types  of  fundraising  have  appeared  which  try  to  understand  and  meet  the 

donors' need. To be able to judge the effects of interaction and personalization, different types 

of income from fundraising were outlined. For all donations are not financial and all financial 

income does not have the same value for the organisation. As donor-behaviour is essential for 

the research, the chapter also outlined the most relevant donor-motivations.

 ...The  following chapter  will  look further  into  what  attracts  consumers  according  to  the 

understanding of the experience economy.

3.2 Review of the Experience Economy
“Experience economy is an economical value creation based on experiences, where 

experiences in smaller or larger degree are parts of the product or service.” 

(Proposal for a definition of Experience Economy, Wikipedia1)

3.2.1 Outlining the Experience Economy
Things change! As the globalisation gets more and more notable in everyday life, the market 

becomes more dominant and the consumer of the Western world gets wealthier and changes 

preferences. The consumers of the earlier days were eager to obtain their material needs, to 

copy and look like others and be normal. However these needs have largely been met and the 

focus of the consumers is starting to turn towards Maslow's highest steps of emotional needs 

and self-realization (Jensen 2006, p.15). They want to be special, unique and to get “personal” 

commodities. In other words they want experiences and this is where the experience economy 

comes to its right (Jensen 2006).

Today many Third World countries are able to compete with “classical” Western industries. 

And so it becomes necessary to reconsider how Western industries can claim their share of the 

market  and  look  into  their  own  possibilities,  advantages  and  weaknesses.  One  of  the 

consequences of this is the growth of experience based industries like media, sports, tourism 

and other kinds of amusement that are based on creativity and culture. These are “classical” 

industries of the experience economy and they are getting larger and larger shares of the 

Western markets and they are today considered to be(come) of great important in the future to 

come (Jensen 2006; Kulturministeriet 2003; Lund et al. 2005, p.55-56; Pine & Gilmore 1999). 

However, the experience economy is also influencing other industries which are not usually 

considered  to  be  producing  Experiences  (Experienceeconomy.dk;  Jensen  2006;  Pine  & 
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Gilmore 1999). There are numerous ways to integrate experiences into their  products and 

services. According to Lund et al;  "Some use experiences to create an emotional relation to  

the  customer,  increase  customer  loyalty  and  clarify  their  values,  for  example  through 

branding and storytelling. Others use different elements of experiences to make a profile as  

something more than a traditional company, for example by arranging events. Others yet  

integrate experiences directly into the product, e.g. by making the customer co-producer or  

offer  experiences  in  prolongation  of  the  product  in  shape  of  special  arrangements  or 

membership of an exclusive club" (Lund et al. 2005, p.29). As the population of the Western 

world has to a large extend become able to buy all  the commodities it  needs, it  becomes 

necessary  for  companies  to  differentiate  their  products  from the  similar  products  of  the 

competitors.  In  this  process  they  observe  what  the  modern  consumer  want,  namely  the 

intangible features mentioned above, and thus make an effort to “personalize” the ordinary 

products. And what could be more personal than products and services that are “extended” to 

provide an experience or a story?

“The experience has become an issue in the competition, which is used actively to create 

increased customer loyalty, strengthen the company’s brand or just create a better service 

experience.” (Lund et al. 2005 p.53).

Instead of the commodity itself being the main asset of value, it is the intangible part, the 

story to tell on and the “identity” it brings to the consumer, that is being paid for, the more 

personal and unique, the better (Jensen 2006, pp.16-18 & p.45).

3.2.2 Acknowledgement and Relevance of Experience Economy as a Field
One can discuss if the phenomenon of experience based commodities, has not been on the 

market for centuries.31 Experiences are no new “invention” and in a sense all products have 

some sort of experiential value.32 Still it is beyond doubt that the number of people and the 

extent to which they want experience goods, has increased remarkably and companies are 

using it more actively. In previous times it was merely nobles that could afford to care much 

about purchasing experiences. Later on most experiences consisted of expensive goods that 

showed status. In the Western 21st century it is becoming every person’s privilege to purchase 

31 Sports and tourism is not a new invention, and though culture has undoubtedly become more experience 
based and consumer oriented the last century, the purpose of a concert has always been to amuse and 
entertain. 

32 For example a girl wearing an expensive Louis Vuitton handbag has at all times been aware of the symbol 
she sends and told the story about the store in Paris in which she bought it. Furthermore even basic consumer 
goods often have added value through branding and the place they are bought.
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the “right” goods and services containing the right experience, which makes a large part of the 

market ripe for focusing on experiences (Jensen 2006). The experience economy somehow 

signifies that  experiential  issues are  no longer  in  the periphery of industry and consumer 

desire.  The focus on intangible values stretch beyond design,  fashion and amusement and 

becomes critical to new industries (maybe including the charity sector). 

“There is a great need for experiences and other industries than the creative’s are starting to 

discover it” (Lund et al. 2005, p.56)

Intangible  values  and  emotional  purchases  and  needs  are  concepts  which  are  difficult  to 

measure and prove. The field of experience economy is full of buzzwords. And it is definitely 

arguable that the focus on experience economy is “hyped” up. Everybody wants to be a part 

of  it,  though many do not  even understand the  concept.  And what  will  happen with  the 

emotional oriented needs and purchases if the Western wealth starts to decrease as it might be 

happening at the present? Still intangible needs are real, emotional purchases are increasing 

and the experience economy introduce new concepts and views at the market (Jensen 2006; 

Lund et al. 2005; Torben Hansen of the Department of Marketing at CBS as cited in Tuxen 

2008).  The  data  for  the  thesis  was  gathered  before  most  people  were  concerned  about 

financial crisis. And thus it seems relevant to look into fundraising from within the experience 

economy. 

Experience  economy  is  taken  very  seriously,  not  least  in  Denmark.  The  government 

publication; “Denmark in the Culture and Experience Economy – 5 new steps” (2003) join the 

belief that a greater part of the future market in Denmark will be based in the experience 

economy (Kulturministeriet  2003;  Lund et  al.  2005).  The  same trend can  be  seen in  the 

academic field. Three of the biggest universities in Denmark offer specific master degrees 

within the subject of experience economy or subjects closely related to. And they are backed 

up by different centres of experience economy.33

33 Roskilde University Center (RUC) offers a Master degree in management and development of Experience 
producing companies (MOL) and a centre for culture – and experience economy, Copenhagen Business 
School offers a master programme in Management of Creative Business Processes (CBP) and houses 
Imagine..Creative Industries Research Centre, the University of Aarhus started a Master degree in Experience 
Economy in 2007 at CBS and Centre for Experience Economy at RUC.
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3.2.3 Literature Review
Experience economy became a known phenomenon 

when  B.  Joseph  Pine  II  and  James  H.  Gilmore 

published the book of the same name in 1999. In it 

they introduced the experience economy as being the 

next step after the service economy (as pictured in 

the diagram) and they argued for businesses' need to add value to their products in the form of 

memorable events, or experiences (Pine & Gilmore 1999, Lund et al. 2005). However the idea 

of the experience economy had already been though of a number of years before. Amongst 

others  Rolf  Jensen  from  “Copenhagen  Institute  for  Futures  Studies34”,  described  the 

phenomenon and named it  the “Dream Society”  in  his  popular  book in  1999. In the last 

decade the theory of The Experience Economy has become widely accepted and has grown in 

importance  with  the  focus  on  creativity  and  the  creative  class  as  important  factors.  The 

“Gurus” of the creative field are mainly Richard Florida and Richard Caves; however the 

creative part of the field is of little importance for this thesis35. The Experience Compass36 by 

Lund  et  al.  (2005)  illustrates  how  very  different  products  are  more  or  less  based  on 

experiences. This is in line with the perception of experience economy used in this thesis as it 

highlights the more intangible values and consumer appreciations (e.g. identity-making and 

storytelling).  These issues have already briefly been mentioned and they are basis for the 

central  concepts  of  interaction  and  personalization  which  are  properly  introduced  in  the 

following chapter. The literature used for theorizing from the experience economy-perspective 

is  primarily  Rolf  Jensen’s  2006-update  of  “Dream  Society”,  and  Lund  et  al.’s 

“Følelsesfabrikken” (2005). Both of them have interesting and relevant point of views which 

are used in the later analysis. 

3.2.4 Experience Economy and Fundraising
One motivation for writing this thesis was to open the field of experience economy to the field 

of  individual  fundraising,  thereby  revealing  some  of  the  effects  that  it  might  have  on 

fundraising performance. In this way it may help to open up for further research on the area 

that can be of value within fundraising. Lund et al (2005) agree that this can be a prosperous 

34 Cifs.dk
35 Appendix 8.3; Culture and Creativity Within The Experience Economy, gives brief introduction to this part of 

the field.
36 In Appendix 8.4; The Experience Compass, the compass is depicted and further explained.
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road to follow:

"the experience (…) becomes a strategic tool with the same potential value as marketing, 

price differentiation and PR" (Lund et al. 2005, p.22)

As the intangible values begin to play a bigger part in society, Jensen argues that "the market 

for compassion" will boom. The market for compassion consists of “companies” which are 

based on compassion, care and aid. Charity organisations, like the Red Cross, possess exactly 

the  values  that  the  individuals  of  the  market  for  compassion  want  (Jensen  2006,  p.59). 

Therefore charity organisations have an advantage towards consumers, as they so to speak 

provide the compassion and feelings that consumers value (Jensen 2006). This can possibly 

be exploited through fundraising of different kinds. 

3.2.5 Concepts and Theory
This part outlines a number of relevant perspectives within the experience economy. These are 

used when outlining interaction and personalization and as second perspective on cases and 

analysis.

Self-made Individuals:  According to Lund et al. (2005, pp.55-56) the society has changed 

from one where a birth-given fate, e.g. as blacksmith or schoolteacher, was the norm, to the 

present where one's role is not decided from birth, but rather created throughout one’s life. 

The choices people make form them and they have to answer- or “be responsible” for who 

they are. This “self-making”, Lund et al. (2005) argue, is the basis for people’s demands and 

buying behaviour, as it is a part of their road to become the individual they are or want to be. 

They demand products which suit  their  image.  For example unique products  with unique 

experiences  that  will  form the identity of the consumers,  so  they can become "self-made 

individuals"37.  Therefore  niche-orientation  and  uniqueness  are  essential  factors  in  the 

experience economy (Lund et al. 2005). Companies that try to exploit these tendencies for 

example do it through making consumers co-producers.

Other Perspectives on Experience Economy

Lund et al. (2005) present 8 perspectives, which they find to be the most dominant in the 

Danish debate about the experience economy. The ones which are most suitable and relevant 

for this thesis are presented hereunder and used as analytic tools within the later analysis.

Creation of Identity: This subject has already briefly been touched upon. The point of it is, 

37 Translated from "selvskabende individ"
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citing Lund et al., “that you are not just what you eat, but also what you read, where you shop  

and what music you listen to.”(Lund et al.  2005, p.26). The point is that both one's self-

perception as well as others' perception of you, are made through the acts one does. Thus the 

purchase of fair-trade coffee will project an image of social awareness, quality concern etc., 

but the preferred identity differ between people (Lund et al. 2005). Organisations can actively 

brand  and  design  their  products  to  enable  them  to  represent  a  wanted  image  for  the 

consumers. 

Self-realization and Community:  In connection to the social side of an experience, self-

realization and community is becoming more important. People do not just pay for the fancy 

cafe latte; they are also drawn to the social environments, drinking coffee with and among 

other people. In this thesis, the focus is mostly on the community part and the way that a 

purchase can create the framework for socializing with others (Lund et al. 2005). 

Storytelling: 

“Members of Greenpeace are involved in the story (…) because the story about saving the 

planet is strong enough” (Jensen 2006, p.19) 

Lund et al. (2005) describe storytelling as a way to add value to a product or an organisation 

by connecting it  to a story,  in the same way as branding does38.  Through storytelling the 

consumer is able to identify with the product and the values it represents (Lund et al. 2005, 

p.27). There are different sides to storytelling. One is the focus on the story told to sell the 

product and brand the organisation. The other is the frames that a product provides, for the 

consumer to re-tell the story. An example of storytelling can be a charitable product, which is 

produced by -  and supports  -  a  specific  African  tribe.  This  story might  add value to  the 

product and can make way for the donor to tell a touching story or start a discussion about it 

with friends and family.

3.2.6 Summary
The experience economy is a fairly new concept. It builds on the intangible, feeling-based 

needs  of  the  Western  consumers,  which  are  increasingly  being  met  by  experience  based 

products.  In  this  part  of  the  thesis  a  number  of  relevant  concepts  from  the  experience 

economy have been introduced. They were mostly concerned with consumer demands and 

will be used in the later analysis. Having outlined both the field of fundraising and experience 

38 Compared to branding storytelling is often attached to the stories of a product, like Coca Cola being the first 
of its kind, or being invented for medicinal use etc.  

36



economy, the foundation has been laid for understanding the central concepts of interaction 

and personalization. These concepts are introduced in the following chapter.

3.3 Review of Interaction and Personalization
Interaction and personalization are two of the most important concepts in this research. They 

are used for methodological reasons, to ensure a comprehensible and focused research. The 

reason is, that experience economy as a concept is both too broad and unfocussed to use in the 

case-research. This was realized during the initial process of collecting data as it became clear 

that it was difficult to follow, and even explain, the thesis' focus. Furthermore concepts like 

identity and storytelling were too esoteric. Interaction and personalization are used to ensure a 

more precise focus within the experience economy. In this way the concepts cover the most 

relevant perspectives of the field and they can be directly related to fundraising and the cases. 

Interaction and personalization also ease the case-selection and comparability between the 

cases  and  work  as  more  “tangible”  focal  points  for  the  research.  For  example  during 

interviews. 

The  selection  of  interaction  and  personalization  was  inspired  by  the  newer  push-based 

fundraising approach, mentioned in the fundraising review. Therefore the issue of attracting 

donors  through  interesting  and  “customized”  fundraising  was  in  focus,  along  with  the 

possibility for donors to “participate” or otherwise get something back from the donation.

Concept Interaction Personalization
Meaning: Donor participation in connection to donation. Donors' ability to choose within donation.

Time: After (or as consequence of ) the donation. Before and during the donation.

Types: • Physical return (e.g. gift-token)
• Psychological return (e.g.  

communication and connection to 
receiver).

Interaction with fundraising organisation, final 
receiver or in private connections.

Receiver of donation being;
− An Organisation as a whole.
− A specific purpose.
− A specific person (person-to-person).

Donor chosen or organisation chosen donation.

Attached  to 
concepts 
like:

Feedback, self-realization and community, 
memorable events, storytelling. Recognition, 
benefit from the cause, social engagement, 
volunteer work and unique experiences.

Creation of identity, personal-branding, self-
made individuals, feeling special/unique, 
storytelling. Self-esteem, sympathy, restricted 
funds, niche-orientation and unique purchase.

The concepts of interaction and personalization are both seen within the experience economy. 

But the precise understanding of them, and the way they are used in this thesis are new to the 

field as they are used in a fundraising context. Though both interaction and personalization are 
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individual concepts, focussing on each their niches, they cannot be separated entirely and can 

overlap depending on the situation in which they are used.

3.3.1 Interaction
Interaction  refers  to  what  the  donor  gets  back.  In  short  it  concerns  the  degree  of 

communication and obligation that the donor has as a consequence of a donation. It both 

concerns the way the donor can be involved after the donation and what the donor gets back. 

This can for example be occasional updates on how a project supported is going and how ones 

money is helping or a gift-token for a micro loan or a nice 5 km walk for charity. There is 

both a tangible and intangible side to interaction. Where communicative feedback satisfies the 

intangible needs, a volunteer travel or a Christmas gift is probably more to the tangible side. 

Again  there  are  degrees  of  interaction;  Where  a  one-off  donation  with  no  further 

communication is at the low end of the interaction-scale, the active “sponsorship” of a Third 

World child is highly participatory and interactive. 

Interaction is nothing new within fundraising. The adoption scheme for example is old news 

already. But with new technology and more personalized donations the area has developed 

which  Kiva  and  its  personal  feedback-oriented  micro-credits  is  a  great  example  of. 

Considering  the  experience  economy,  interaction  is  connected  to  it  through  the  desire  of 

“community”,  communication  and  entertainment  in  the  hunt  for  memorable  events. 

Interaction  can  create  a  strong  relation  between  the  donor  and  the  organization  or  final 

receiver, which can be nurtured through regular feedback. Furthermore interaction can create 

unique experiences in relation to the donation,  e.g.  through communication and volunteer 

work.  

3.3.2 Personalization
Personalization is closely connected to individualization and can be described as the degree of 

choice one have when donating. On a scale anonymous donations for a non-specific purpose 

are little personalized while a special fabricated donation to a very specific purpose is highly 

personalized. This is not to say that a donation has to be suited to one person. An efficient 

branding of the organisations' purpose is also a step in the personalization-direction. So when 

DanChurchAid  brands  itself  on  “hunger-relief”  (GEG-F1)  they  increase  the  degree  of 

personalization within  donations  for  the organisation.  This  happens  as  donors  are  able  to 

choose  if  hunger-relief  is  a  cause  they  are  interested  in  supporting.  Personalization  of 

38



fundraising has grown for the past few years. Probably because fundraisers have realized that 

it  has  positive  effects  on  donations,  and  definitely  because  new  computer  and  internet 

technology has made some types of personalization possible without too high costs (GEG-

F1). When looking at personalization from the point of view of the experience economy, the 

phenomenon helps fulfil the need of the consumer to feel special and unique. The choice of 

donation makes it suited for the donors' personal preferences. And through the donors' control 

over the donation and the feeling of co-producing it, it helps create or cultivate the donors' 

own identity. In this way the donation becomes personal and supports the identity that one 

wants to posses or show to others (Austin 2008, interview). In other words it offers personal 

branding  and  nurture  the  self-made  individual (Jensen  2006;  Lund  et  al.  2005,  p.19). 

Furthermore the more personal donation gives a feeling of personal engagement in the cause.

3.3.3 Reflection
As mentioned it  is  not possible  to  separate interaction and personalization totally as they 

interconnect in many ways. For example a personal donation is also very attractive because of 

the  felt  connection  with  the  receiver.  And  the  continued  interaction  through  a  donation 

becomes a part of one's identity. This is considered during the analysis. As mentioned the 

concepts  of interaction and personalization were also used to  decide the usability for the 

research of the variety of cases that were considered for the thesis. A graph presenting them 

can be found in appendix 8.1. 

Storytelling: As the analysis will show, storytelling turned out to be appearing throughout the 

case-research and be relevant for the overall findings, which is why it is relevant to mention it 

here. Rather than being used as an independent concept, storytelling is seen as a mixture of 

personalization  and  interaction.  The  personal  choice  of  donation  and the  interaction  as  a 

consequence of the donation, create a personal and unique experience, which is told on.

Having presented the methodology used,  reviewed the basic  fields  and outlined the most 

important expressions and understandings within the thesis, it is possible to move on to the 

more  practical  research  and  analysis.  Still  argumentation  lack,  on  why  this  research  is 

important for the fields. Based on the reviews the following chapter does that.
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3.4 The Knowledge Gap
When reviewing the fields of fundraising and experience economy separately, it seems they 

have a lot in common. This especially goes for the increased focus on attracting donors and 

when considering donor-motivations (Grolin 2000; Nichols 2004; Sargeant 2005 and more). 

Books and articles on fundraising and donor-motivations even use some of the same phrases 

that  are  essential  in  experience  economy,  e.g.  identity.  From  the  experience  economy-

perspective Jensen (2006) argues that the compassion-industry thrives and for the attractive 

power of NGOs and charity industry.  But he does so without getting deeper into how the 

fields can work together. In contrast  to other studies on fundraising,  this thesis departures 

from a full picture of experience economy, as a framework of understanding. In this way the 

tools and research from the experience economy might easier  be used within the field of 

fundraising. This is different from previous studies, as they are often fragmented in different 

fields, e.g. trying to grasp all donor-motivations. This thesis will only bring an understanding 

of a part of fundraising and donor-motivations. However, the angle and field of understanding 

is well defined, and will thus be useful.
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4. Case Descriptions
Before the analyses, it is necessary to get a thorough understanding of each of the four cases. 

This part of the thesis will outline the background and history of the cases and explain the 

context in which they work. The case-features that relate to interaction and personalization are 

also outlined with arguments about why the cases are relevant and were chosen. 

4.1 Case 1: Merkurbank
Merkurbank is a social concerned bank. It is based in Denmark and is experiencing a rapid 

growth (MB Årsrapport 2007, p.5). 

“The bank is dedicated to making an impact on the development of society in a more 

sustainable way with regard to the environment and human development” (MB Article1, p.1).

It does this by financing a variety of institutions and projects and culture and environment etc. 

(Merkur 25 år, p.8).

Background

Social banking is a phenomenon in rapid growth and it can be seen as a part of an effort to 

ensure a  more responsible  financial  sector.  The fair  trade movement  and corporate  social 

responsibility can  be said to  be  other  moves  in  the same direction,  though they work in 

different ways. Opposed to ordinary banks, ethical banks are also concerned with the social 

bottom line and maybe the environmental bottom line as well. The bank's money is invested 

according to the norms of the bank, i.e. no weapons, dictator states etc. and investments that 

support social projects are prioritized. Apart from Merkurbank, Oikos39 is probably the best 

know socially focussed bank in Denmark and larger international ethical  banks are found 

abroad (Wikipedia2).

Outlining Merkurbank

Merkurbank had its very beginning in 1982 where it was created as a credit union, inspired by 

the German “Gemeinschaftsbank” (MB Article1; Merkur 25 år 2007). The  opening of the 

bank  was  a  reaction  on  Danish  banks'  unwillingness  and  lack  of  interests  in  supporting 

progressive and socially concerned projects, like organic production. Furthermore the money 

in the bank-accounts was invested in everything from nuclear power to weapons production if 

39 Oikos was established in 1994. It is Danish of origin and is more focussed on poverty and micro-credits than 
Merkurbank (Retrieved January 4, 2009 from: http://oikos.dk/idd144.asp; http://oikos.dk/idd2.asp).
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it was deemed to be a good investment. In the beginning 15 members had placed some DDK 

200,000 in the bank and it was driven on voluntary basis (MB-F; Merkur 25 år 2007). Since 

then it has become a “real” bank with departments in the four biggest cities in Denmark. It 

offers most of the services ordinary banks do, and a range of services which ordinary banks 

do not. It has more than 11,000 customers and is growing rapidly. The 40 (paid) employees in 

Merkurbank administrate about DDK 1 billion (Merkurbank.dk; Merkurbank 25 år 2007).

One  of  the  things  which  make  this  case  atypical  compared  to  the  other  cases,  is  that 

Merkurbank is for profit (MB-F). Still the social aspect of running Merkurbank is obvious as 

it aims at getting a fair surplus rather than the highest possible surplus. And at two occasions 

the bank has granted the Merkur-foundation DKR 250,000 (MB Article1; MB-F; Merkur 25 

år 2007, p.27). Apart from the social focus on outwards results i.e. the external bottom line, 

Merkurbank focus on the internal bottom line. This is for example regarding its own pollution 

and  CO2  -emission  which  Merkurbank  tries  to  reduce.  Though  ordinary  banks  invest 

“unethically” to gain as much money as possible, Merkurbank's social focus has not harmed 

its investments. Indeed it is a healthy business with a large growth rate (MB-F). MB-F argues 

that most people use Merkurbank as an ordinary bank, though the customers are more than 

average idealistic and probably choose the bank for its social concerns (MB-F). 

Relevance of Merkurbank

Merkurbank was attractive to use as case for this thesis, both for its social profile and its 

interaction and personalization-based offers. For example it has a number of special accounts 

through which one can support a variety of causes in different ways (see below). Merkurbank 

aims at making the banking-business down-to-earth in a way that makes it transparent and 

possible for normal customers to follow. Furthermore Merkurbank focus on the possibility for 

customers to be able to engage and “participate” in the bank. For example members of the 

bank can participate and vote at the general assemblies in which there are seminars and other 

relevant  things  (MB-F).  One  can  question  to  what  degree  customers  are  donors  when 

choosing Merkurbank, however some of the special accounts are very charity oriented and 

some of Merkurbank's “normal” bank-offers are not as good as they are in other banks.40

To get  a  picture  of  why Merkurbank is  interesting  to  use as  case,  its  relevant  offers  are 

outlined hereunder.  This will  be useful for understanding of the analysis  in the following 

chapter. 

40 For example Merkurbank's interest rate on cash credit-accounts, is higher than in most ordinary banks.
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Special Accounts and Offers by Merkurbank

Support Account. A certain percentage of the interests goes to a specific organization.

Earmarked Deposits.  Through which one is  able  to  decide to which sector/project  one's 
money should be lend out to. From a list one can choose to support one or all of them.

Denouncement of Interests. This will allow entrepreneurs to borrow for social projects at a 
lower interest-rate.

World Trade Account. The deposit serves to support fair-trade.

Operation  Dagsværk41-account.  This  is  an  account  for  youths  below  24  years  of  age. 
Merkurbank  supports  Operation  Dagsværk  with  DDK  100/year/account  (MB  Årsrapport 
2007; Merkurbank.dk).

Others Issues of Interest

Pengevirke. This is Merkurbank's magazine that customers receive 4 times a year. It contains 
information about the bank, and its social doings.

Merkur Foundation. One  can  place  money  in  the  Merkur  Foundation.  The  foundation 
supports a variety of social initiatives. Merkurbank has at two occasions placed money in it.

General Assembly. All customers are invited to the general assembly, with seminars.

Tours. Merkurbank plan to invite customers on tours to see the actual projects supported.

Recommend Merkurbank. By recommending the bank to a friend and Merkurbank will buy 
100m2 Rainforest in one's name.

Car Loans. Furthermore the bank offers loans for cars. The better the class of car concerning 
fuel-consumption, the cheaper the loan is.

Visibility. It is an aim of Merkurbanks that the transactions made by it are transparent and 
visible for the customers, and they can follow the transactions on their net-bank-account (MB 
Årsrapport 2007; Merkurbank.dk).

From a strategic point of view, Merkurbank focus on involving the donors in the banking 

affairs  through  visibility  and  various  offers.  This  is  done  through  Pengevirke,  general 

assemblies  and transparency.  Merkurbank also aims  at  enabling  the  donors  to  follow the 

banking business on a down to earth basis, thus trying to secure loyalty and commitment. As 

Merkurbank is for-profit it is often not seen as being charitable. Most probably people using 

Merkurbank do not  stop  donating  elsewhere.  This  means  that  the  gathered  social  benefit 

grows larger as people join the bank. Thus the charity-pie grows as the money that was placed 

in ordinary banks start serving social beneficial purposes.

41 Operation Dagsværk is a student organizations which makes awareness campaigns and work to gather money 
for the worlds poor (www.od.dk).
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4.2 Case 2: Kiva
”The perspective in microloans is that all investors can become their own ”Bono”” 

(Tim Vang, MYC4, as cited in Iversen & Pedersen 2008, p.51)

Kiva is a newly founded non-profit organisation that facilitates person-to-person micro-loans 

to  entrepreneurs  in  the  Third  World.  Via  the  Kiva-homepage,  one  can  choose  between 

thousands  of  different  entrepreneurial  businesses  to  support,  all  presented  with  a  picture, 

description and amount desired. When loans are given it is possible to follow them and the 

businesses of the borrowing entrepreneurs through regular mails and Kiva's homepage. One 

can lend down to US$25. Other Kiva-donors will then lend to the same entrepreneur until the 

amount the entrepreneur needs is reached. After 6-18 months the loan will be paid back to the 

donor that most often reinvested the money.

Background

“the philosophy behind microcredits is to lend out small amounts to poor people”
(Rubin 2007, p.3)

The philosophy of microcredits and microloans was introduced seriously to the world by the 

economist Muhammad Yunus, who in 2006 received the Nobel Peace-Prize for his model on 

micro-lending. Yunus is the founder of Grameen bank, which is settled in Bangladesh. It is a 

bank for the poor that is owned by the borrowers. 97 percent of the 7.6 millions borrowers are 

women and the bank has, since its start in 1976, disbursed US$ 7.43 billion with a recovery 

rate of around 98 percent and an interest rate between 0-20 percent (Grameen Bank 2008). 

The idea of micro-credits is to enable poor people to borrow smaller amounts of money. They 

are not able to borrow through regular banks as they live in the country side and are not 

deemed credit-worthy. They are not able to pay the interests that regular banks charge, which 

can be several hundred percent in their local areas (Flannery 2007; Iversen & Pedersen 2008). 

From  a  developmental  point  of  view,  micro-credits  enhance  the  entrepreneurship. 

Furthermore the interests and demand that the money is paid back increase the borrowers' 

ownership, responsibility and self sufficiency.

Grameen Bank has been a source of inspiration for others than Kiva, and numerous micro-

lending projects  are  in  business.  The  Danish initiative  MYC4 facilitates  micro-lending  in 

similar ways as Kiva, however it offers (up to 20%) interest-rates for the lender and it is seen 

as a business42.  DanChurchAid and Aidsfondet.dk offer micro-loans  where no interests  or 

42 Which made it less interesting as a case as donors, not investors, are the focus of this thesis.
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money is paid back thereby working 100% as donations. They do not have the person-to-

person aspect. Kiva is somewhere in the middle, without charging interests for the donor and 

all the money is paid to the donor (Iversen & Pedersen 2008; Preisler 2008). Merkurbank 

considers introducing microloans as well, like Oikos does.  

History of Kiva

Kiva means “unity” or “agreement” in Swahili. It was launched in 2005 by an enthusiastic 

American couple who were inspired by the “pulling at heartstrings” (Flannery 2007, p.55) of 

child sponsorships and the micro-finances of Grameen Bank (Flannery 2007; O'brien 2008; 

Preisler  2008; Rubin 2007). In the beginning Kivas development was based on the Kiva-

founders' friends' and networks' willingness to support and diffuse the news of Kiva. Since 

then it has grown with an amazing speed and today millions of dollars have been lend out, and 

a loan is made every 2743 second (Flannery 2007).

Day to Day Working, Services and Problems

Kiva has two sources of revenue, namely; floats (which are the interests of the money in the 

time between receiving and distributing and vice versa) and donations or lenders fees (as 7 of 

10 choose to donate 10% on top of their loans, to run Kiva). Furthermore Kiva is supported 

by eBay and PayPal which makes the transaction-cost free of charge (Flannery 2007). Kiva 

works with a number of Micro Finance Institutions (MFIs). They are the contacts to the final 

receivers of the loans. Kiva chooses and evaluates the MFIs which again choose and evaluate 

the entrepreneurs,  thus securing the reliability of  the entrepreneurs.  When lending money 

there is a certain risk of losing it if the business goes wrong etc. That risk is on the donor, but 

it is very small and 98,67 % actually manage to pay back the loans (Flannery 2007). The 

entrepreneurs or receivers of the Kiva-loan do not pay interests to Kiva, but pay a fee or 

interest to the local MFI for administration etc. (Rubin 2008). Since the start of Kiva more 

than US$ 50 million has been raised for more than 70,000 loans in 155 countries.44 And the 

growth and flow of money is so large that Kiva occasionally runs out of entrepreneurs to 

support (KivaD1; Kivafriends.org).

From a donor point of view all contact with Kiva happens online, on an automatic basis. The 

donors have to start a Kiva-account from which the loans are made and where information 

concerning present  and previous loans  is  presented.  When choosing whom to support  the 

43 Figure was retrieved from Kiva.org on January 5, 2009, but it changes constantly. 
44 Figure were retrieved from Kivafriends.org on January 5, 2009, but they change constantly.
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entrepreneurs are presented with full presentations of what the money will be used for. The 

entrepreneurs are presented with pictures, stories, country, amount required and repayment 

time etc. In this way Kiva takes full advantage of the personal relational effects of attracting 

donations (Døllner 2002). When donations have been made, the donor receives regular news-

mails about how the entrepreneurial project and repayment is going. When it is fully or partly 

paid back money ticks into the Kiva-account and can be reused or taken out. The diagram 

below illustrates this cycle. 

All in all the contact to the donors is very professional and Kiva often sends out mails with 

updates on Kivas work, successes and news. Kiva also offers gift-tokens for microloans. They 

can  be  printed  or  mailed  as  a  present,  with  the  amount  chosen,  somewhat  resembling 

"GiveAGoat". Another feature that is fairly new is the Kiva-communities, where donors can 

join or start Kiva-teams. There are presently 3,893 teams with different names and interests 

ranging from the biggest ("Team Obama" with 1,881 members, 5,343 loans and US$150,625 

lend out) to the weirdest ("Miracle Noodle Team" with 8 members, 84 loans and US$2,625 

lend out).45 The Kiva-teams makes it possible for its donors get their needs for socialization 

and community fulfilled. As they are placed in order of loan-size a competitive edge is added 

to it and donors can seek recognition through the groups' doings (Døllner 2003; Lund et al. 

2005, Sargeant & Jay 2005).  From a strategic point  of view Kivas income-base is  rather 

narrow and thus vulnerable too critique and distrust if Kiva receive to much bad publicity. 

Flannery (2007) acknowledges this  problem, which is  why transparency is  crucial  for the 

organisation, to secure that no skeletons are hidden in the cupboard and thus avoid donor 

scepticism (Døllner 2003; Flannery 2007; Sargeant & Jay 2005).

Relevance of Kiva

Kiva was an obvious case as it is the absolutely most personalization-based concept on the 

market  that  I  could  find.  It  is completely  up  to  the  donor  which  individual  to  support, 

categorized in countries, industries etc.  and one can even see names and family relations. 
45 Figures were retrieved from: kiva.org/community on December 30th 2008, but they change constantly.
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Interaction  through informing about  the  different  loans  and how they are  going  -through 

emails- is essential to the Kiva concept, and whenever enough is paid back, the donor goes 

“shopping” again.  Kiva lays weight on the unique and individual story of each loan,  and 

theoretically it is possible to go down and visit one's “investments” as one journalist actually 

did (Flannery 2007; Rubin 2007).  The normal loans through Kiva are restricted as donors 

decide precisely where it should go. On the other hand the donations for Kiva can be used for 

administrative purposes. While the loans are theoretically one offs they are not committed. 

But as the majority of the donors let the money flow within Kiva and the whole concept is 

build on reusing the funds, it can be seen as committed donations.

4.3 Case 3: Give A Goat. (GEG)
In 2006 DanChurchAid adopted a new type of fundraising, which swept Denmark for a whole 

Christmas and caused immense debate about the seriousness and effectiveness of this new 

type of fundraising. Through DanChurchAid's “Give A Goat” (GEG) one can buy a goat, a 

chicken or even a mine-sweeping team46 for somebody in need of it in the Third World. The 

donor  on  his  or  her  part  receives  a  gift-token  that  can  be  given  on  as  a  present  (e.g. 

Congratulations here is a goat for a family in Mali).

Background

Even though this way of buying a charity present for others is fairly new, the animal giving is 

indeed old. In 1944 Heifer International shipped 14 Heifers47 from USA to Puerto Rico with 

the purpose of giving the locals the means to becoming self sufficient through the milk and 

the breeding of calves (Heifer.org). Since then the concept has developed. It has taken the 

form of gift-tokens48 and expanded beyond animal-donations. Today donations are purchased 

in  the  country  in  which  they  are  donated  and  numerous  organisations  use  the  concept 

(Gardner,  1998).  After  having  proved its  success  in  England and Norway amongst  other 

countries, the concept was introduced in Denmark in 2005, this time internet-based (GEG-F1; 

GEG-F2; GC-F1). Today several organisations use the concept, and many have specialized 

the gifts to the organisations'  values and goals e.g. school books in an education-focussed 

organisation.

46 The list of things that can be bought contains many more gifts (GivEnGed.dk).
47 Young cows
48 Already during the 1990s the Heifer Project send out gift-catalogues.
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DanChurchAid

The organisation behind GEG is called DanChurchAid. It was established in 1922, but 

only got its present name and form in 1953. Since the very beginning the organisation has had 

base in  the Christian belief  and amongst  other  things  used the church base for gathering 

money for humanitarian relief. Today the organisation still has a yearly parish-collection. In 

the 1970s DanChurchAid changed its focus from catastrophe orientation to the present focus, 

which covers development and preventing catastrophes rather than just  helping afterwards 

(Bollman  2001,  as  cited  in  Noedhjaelp.dk).  The  organisation  has  a  formidable  way  of 

branding itself, e.g. through the slogan “We believe in a life before death” which helps easing 

the minds of the not too religious Denmark. 

Today DanChurchAid is a huge organisation with a yearly net income of more than DDK 400 

millions (GEG Annual Report 2007-2008). Compared to organisations like Ibis and MS, it 

gathers a lot of its own finances (GEG-F1; Kjar 2007; Seifert 2008).

DanChurchAid “offers” the largest span of Donor-possibilities of any Danish organisation.49 It 

has  a  National  Collection,  runs  114 second-hand shops,  collect  returnable  bottles  for two 

festivals and offer to “adopt” a group of elderly in Kyrgyzstan to mention a few. And then 

there is the “normal” fundraising like facing, telemarketing, bequests, SMS-payment, PBS-

arrangement etc. (GEG Annual Report 2007-8; GEG-F1).

Outlining GEG

DanChurchAid  and  Ibis  were  the  first  organisations  to  introduce  the  GEG-concept  in 

Denmark in 2006 inspired by its success in England and Norway (GEG-F1; GEG-F2). The 

campaign was an instant success. It showed a “positive” side to donations and gave back a 

gift-token as a tax-deductible present  which might have attracted all new donors (GEG-F2; 

49 According to this thesis' research at least.
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 Income of DanChurchAid DKK
 PRIVATE DONATIONS 141,858,290
   Gifts, collections etc. 104,614,490
   Second-hand shops, profits   15,989,804
   Special collections    21,253,996
 DANIDA GRANTS 178,953,429
 EU GRANTS   55,870,260
 INTERNATIONAL DONORS   43,067,678
 OTHER INCOME     3,214,320
 TOTAL 422,963,977
 (annual Report 2007-8)



Grace & Griffin 2006; Webber 2004). During the first year it was only possible to buy a goat 

(GEG-D1),  however  the  number  of  animals  and  other  things  one  can  buy has  increased 

dramatically since then. Today GEG offers 2150  items ranging from 200 condoms, over fish', 

goats, trees, loans, lawyer assistance, toilets, a kitchen garden and even 10 m2 of mine-swept 

ground “to secure lives and limbs in Albania”. The price range is between DDK 80 for a 

football to DDK 1500 for a cow. All are presented with a short description of the present and 

its  usage  (Givenged.dk).  Lately  DanChurchAid  has  started  directing  its  GEG-campaign 

towards  the  business  world  as  well, with  focus  on  company presents  for  employees  and 

business-partners.  “GEG-business'”  offers  range  from  individual  gift-tokens  for  various 

animals  to  a  windmill  with  irrigation  for  DDK 175,000,  including  50  gift-tokens  with  a 

picture of the present. During 2006 at least 1,200 companies bought these for employees or 

business connections (GEG Årsfolder 2006). Most often the donation also provides services 

to the final receiver like lessons on handling the donation, vaccinations for animals etc. to 

ensure a proper integration into the society (Givenged.dk).

GEG earned about DDK 9 million the first year, however already the year after the concept 

was introduced by numerous other organizations to compete for the money. The turnover fell 

to around DKK 6 million, while the turnover of the concept as a whole rose to some 13-16 

millions  (GEG-F1).  However  the  experiences  from  Norway  and  England  show  that  the 

turnover from GEG is likely to fall, as the news-value and fun and gimmick about it decrease 

(GEG-F1; GEG-F2). DanChurchAid is trying to keep up the news value by presenting new 

gift-tokens and developing GEG-business in different ways.  Compared to DanChurchAid's 

total  income from fundraising, GEG's income of a few millions is a very small  part  (See 

“Income  of  DanChurchAid”-table  above).  Yet  GEG  is  widely  known  and  is  very  often 

debated51 and described in the media52 which suggests large gains in terms of branding. 

GEG is fairly expensive to run. It is costly in advertising and the cost lays around 50% of the 

direct income. However as GEG-F2 explained, GEG also aim at other more important goals 

than selling gift-tokens; It is in itself a branding-campaign and a research shows that 92% of 

all Danes knows about GEG (Raadam & Pilgaard 2007). This might affect the knowledge of 

DanChurchAid and,  one can imagine,  the amount  of donations  given to the organisation. 

Furthermore, whenever people buy a goat etc., they are asked if DanChurchAid can contact 

50 December 30th 2008 (Givenged.dk)
51 The unforeseen boom in gift-tokens the first year, meant loads of goats were sent to Malawi. It was debated 

whether Malawi could cope with the amount of goats and whether the goat ate the grass leading to erosion 
(Kjar 2007; Villadsen 2007). Today's media attention is largely positive.

52 Infomedia found 339 articles on “giv en ged” alone.
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them, which the telemarketing section does at a later point. Thus a lot of GEG-donors become 

PBS-donors, paying a monthly fee which, depending on the calculated period, gives as much 

as the campaign itself.  In this way the very restricted and non-committed primary income 

from GEG (i.e. gift-tokens) can often lead to non-restricted and committed donations.

Relevance of GEG

Along  with  Kiva,  GEG  is  the  case  which  is  most  obviously  related  to  interaction  and 

personalization. The concept is personal in the sense that one has a large number of choices of 

what to buy. This makes it possible to find something which one self or the person that it is 

intended for, can relate to in one way or another. All the presents are depicted, and many of 

them have country-destination which helps connect the donor to the present or final receiver. 

This  plays  on  the  relational  and  emotional  fundraising  and  support  the  wanted  identity 

(Døllner  2003;  Lund  et  al.  2005).  GEG is  directly  interactive  in  two  ways;  through  the 

connection to the receiver of the gift-token and through the concrete item, (i.e. the gift-token) 

which the donor receives. In sense of the latter, GEG can actually be seen as a purchase of a 

present for someone, who the donor might have had to buy a present for anyways. Purchasing 

through GEG saves time and effort, and when purchasing in this way it is even tax-deductible 

and does good – a true win-win situation. In giving the gift-token as a present GEG gives the 

donors a chance to show that they, themselves, have a certain social attitude. In this way GEG 

is  attractive through the possibility of socializing (i.e.  community)  while confirming ones 

identify  and  be  recognized  for  the  deed.  The  GEG-concept  also  uses  storytelling.  When 

looking at the picture of the present on the Internet, there is a small catch-phrase-story about 

each of them, and a direct link to the expanded story of how the specific present has helped 

and will help. If the donors allow it they furthermore receive a mail with a story of the effect 

of that type of present (GEG-F2; Givenged.dk). Thus the gift-token can also be used as a way 

to discuss a more serious matter during Christmas Eve.

4.4 Case 4: Global Contact
Global Contact offer voluntary work-travels, which primarily focus on youths. Beside of the 

work, the travels include a one month compulsory stay at a folk high-school abroad and home 

stay  with  local  families.  It  is  set  in  various  countries  and  offers  volunteer  work  within 

different fields. Global Contact emphasizes the possibility of working voluntarily for MS after 

returning to Denmark.
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MS - Global Contact's Mother-organisation

MS53 was created in 1944 with the purpose of helping the rebuilding and reconciliation of 

post-World War II Europe. However it soon expanded its work to reach beyond Europe. In 

1974  it  became  a  member-based  organisation,  which  has  been  an  essential  part  of  the 

organisation ever since (Ministry of Foreign Affairs 2004; MS.dk1). The dominating focus of 

MS is to support poor people and help them to help themselves. Thus in-stead of offering 

relief aid etc, MS focus on empowerment and the strengths' of the poor which they support 

through  “training, education, self organisation and exchange of experiences” (MS.dk; GC-

F1). MS lays weight on international cooperation between north and south and an important 

part of its work is to send out development workers which are working professionally with the 

MS partners in the south (Ministry of Foreign Affairs 2004).

MS  was  hit  hard  by  the  government  cutbacks  and  demands  for  self-financing  and  the 

organisation had only focussed little on fundraising and other income sources than the public 

ones (GC-F1). Though reaching the government demands on self-financing through a higher 

priority  of  fundraising  the  cuts  in  the  governments  funding  have  shrunk the  organisation 

considerably e.g.  loosing office space.  2007-8 did however  bring surplus  and increase in 

growth  in  the  organisations  own  capital  and  the  yearly  report  was  optimistic  (MS 

Årsberetning 2008). The focus point of MS' fundraising, is that it has to be directly relevant 

for the actual work the organisation is doing. If possible, money should come from selling 

goods  rather  than  receiving  purely  altruistic  donations.  Opposite  many  development 

organisations MS tries to attract donors through the message of development and politics, 

rather than poverty and emergency relief, even though it is more difficult to get for donors for, 

as the other issues are more emotionally attractive (GC-F1).

There are numerous ways to support MS. Besides of the ordinary membership, monthly PBS-

payments  etc.,  merchandise  can  be  bought  in  MS'  stores  or  through  the  organisations' 

homepage (MS.dk). Of the more “exotic” activities MS had stores at Roskilde Festival 2007 

53 Danish Association for International Co-operation. In Danish Mellemfolkeligt Samvirke, or just MS. 
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MS finances 2007
Other public fundings      0.3%
Membership income and donations      0.7%
National collections       1.2%
Other fundraising       5.5%
Own operation activities       6.3%
Other fundings from Foreign Ministry11.6%
Framework fundings      74.4%
(MS Årsberetning 2007)



and 2008 and it runs a fair trade festival in a park in Copenhagen for a weekend each year 

(GC-F1;  MS.dk).  Furthermore  MS can  be  supported  through  voluntary  work  and Global 

Contact-travels, which is in focus in this thesis.

Day to Day Working of Global Contact

Global Contact has a range of offers. Amongst these are: 

• Work camps all over the world; age 18-100 years; duration 2-3 weeks, 4-6 hours 
work a day.

• Adult stays  - voluntary stays; age 30-75; duration 1-2 months; includes compulsory 
preparation course and home coming weekend.  

• Global  Platform -  folk  high  school;  age  18-26  years;  duration  1  month,  places; 
Zanzibar in Tanzania, Goa in India or Suchitoto in El Salvador where they are taught 
about development, understanding of culture, language and project design.  

However, the primary focus of this thesis is on;

•  Longer stays - for youths between 18-26 years of age (GlobalContact.dk).

The longer stays last 3 months plus one compulsory month at one of the above mentioned folk 

high schools under the Global Platform programmes (GEG-F2). The price for this type of stay 

is typically DKK 30,700-33,700. This includes air plane ticket and home stay with a local 

family, the folk high school and compulsory preparation course. Upon return a home coming 

weekend is arranged where the travels are evaluated, experiences are shared and the youths 

are introduced to the possibility of future work in Global Contact and MS (GlobalContact.dk). 

It is possible to go with Global Contact to a variety of countries and regions where MS has 

partner-organisations.  The  options  of  voluntary  work  depend  on  the  MS-partner  but  the 

creativity  and initiative  of  the  youth  can  influence  a  lot  on it.  There  are  no demands  of 

education from Denmark. Often the volunteers work at an orphanage, as a teacher or perform 

manual labour (GlobalContact.dk).

History of Global Contact

Global Contact is to some degree a pendent to the professional development workers (GC-

F1).  Global  Contact  was  earlier  known  as  MS-travel,  but  due  to  a  dropping  number  of 

volunteers and lack of focus, changes were made in 2006 where it got its present name and 

appearance  (GC-F2;  GlobalContact.dk).  The  changes  that  have  happened  are  a  clearer 

structure within the programme and an increasing focus on keeping the volunteers in MS after 

the travel.  This happens through follow-up meetings and offers of voluntary work for the 

organisation after returning (GC-F2). When involved in the organisation they can for example 
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do  fundraising  and  campaigns  (MS  Medlemsstrategi  2007).  The  increasing  number  of 

engaged volunteers brings renewed energy and possibilities to the organisation. Today Global 

Contact  is  developing  rapidly  and  it  is  very  popular  (MS  Årsberetning  2008).  New 

programmes are opened, and MS is trying to integrate the folk high-schools in all the Global 

Contact-programmes. In 2007, 372 volunteers attended a longer stay and the total number of 

travels with Global Contact was more than 700. So far 2008 seems to increase these numbers 

considerably (MS Årsberetning 2008). Though GC-F1 and GC-F2 insist that Global Contact 

is not a fundraising programme, but more campaign-political it actually made a surplus of 

between  1  and  1½ million  in  2007.  This  is  a  lot  considering  that  the  last  two  national 

collections only gave 5 million all in all (MS Årsberetning 2008; GC-F1; GC-F2).

Relevance of Global Contact

Global  Contact  differs  from the  other  cases  used  as  it  does  not  just  concern  economic 

donations  but  rather  voluntary  work.  The  voluntary  work  after  returning  is  of  major 

importance to MS as an organisation and according to Warwick (1995) the volunteers might 

also  increase  their  donations.  Moreover  Global  Contact  “diffuses”  social  awareness  and 

cultural exchange to the travelling volunteers and they share their experiences with the ones 

they are in contact with after the travel (GC-F2). These are all aspects of fundraising, which 

are interesting to look into, and make the case relevant. Global Contact is without a doubt the 

case which has the highest degree of interaction, as the volunteers work directly with the final 

“receivers” and literally live in their houses. Other types of interaction within Global Contact 

are; the week long preparation course, the evaluation weekend and the chance of voluntary 

work within MS afterwards. This expands the dimensions, from being a single donation or 

travel-experience, to become long-term involving and opening new possibilities of donating 

ones  time.  Thus,  the  community value  is  obvious,  it  is  authentic  to  the  extreme  and the 

outcome of the involvement is very much up to the donors'  own initiative (i.e.  self-made 

individuals). Some of the activities that are offered after return are a “Reggaeton Festival” 

and “Global Storytelling” where stories from the travels are told and the socially concerned 

messages  are  spread  (GC-F2;  GlobalContact.dk).  The  personalization  part  is  a  little  less 

obvious but it is there. The donors are offered a number of places to go travelling and what to 

work with. Furthermore the range of offers upon return is to some degree suited to attract the 

volunteers.
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5. Data Analysis
The data collected is analysed in this part. Initially each case is analysed separately. The most 

interesting and corresponding findings are further analysed and compared in the cross-case 

analysis, in which a number of hypotheses are suggested. Lastly the context and connections 

between the hypotheses are outlined.

5.1 Within Case Analyses.
“there are probably as many approaches (red. to within case analysis) as researchers. 

However the overall idea is to become intimately familiar with each case as a stand-alone 

entity” (Eisenhardt 1989, p. 540)

The within case analyses  follow this  line of  thought.  Its  purpose is  to analyse  each case 

separately. The setup of the within-case analysis is the following for each case: Initially the 

perspective of the fundraisers/the case itself is outlined54. The dominant findings are presented 

in a table which sums up the interesting focuses of the case. A second table “of donor data and 

focuses  of  interest”  depicts  the  donor-data  and  opinions.  The  donor-data  is  analysed  and 

continuously compared to fundraiser perceptions and secondary material. Finally a conclusion 

is made on the case. The findings in the within case analysis serve as basis for the following 

cross-case analysis. A thorough introduction to the case-data and interviews can be found in 

appendix 8.2; “Data Description for the Cases”.

5.1.1 Case 1: Merkurbank

Fundraiser and Merkurbank Point of View

As expected, MB-F did not see Merkurbank as a charity organisation, himself as a fundraiser 

nor the customers as donors. Rather he saw his customers as socially concerned people with 

the urge to invest their money in a manner which were more in line with their values, than the 

highly anonymous banks. Merkurbank was seen as a medium that provides that service.

Personalization  within  Merkurbank  was  primarily  thought  to  be  present  in  the  special 

accounts. But surprisingly MB-F did not lay very much weight in these accounts. It turned out 

that the support accounts were mostly promoted from the supported organisations' side. The 

organisations encouraged their members to make a support-account, which then paid back to 

54 The information outlined in the case descriptions is used in the within case analyses. Most often this 
information is not repeated, even though the knowledge is discussed and concluded on.
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the  organisation  while  Merkurbank got  another  customer,  in  a  win-win situation  (MB-F). 

Regarding the possibility of earmarking one's deposit,  this  did not turn out to be of great 

importance either,  as  the people choosing this  option had actually fallen from 12.2 % to 

10.3% (MB  Årsrapport  2007).  Furthermore  less  than  10  % choose  to  earmark  anything 

specific (they choose the “donate to all“-option) because, as the fundraiser said, “people are 

more concerned about our general lending policy,” (MB-F; MB Årsrapport 2007). MB-F was 

actually happy that no more donors specify their deposit, as it would be impossible to handle 

if all did it. MB-F argued that the choices were only important as to illustrate what the bank 

actually did, and because people liked the offer. He also argued that too restricted earmarking 

would be difficult to deal with. Furthermore he feared that too personal earmarks, like Kiva's, 

could make what he called an unhealthy power-relationship between donor and receiver. For 

example donors could go visit the investment or final receivers, thus invading their privacy.55 

And the receiver would somehow owe the donor. For the same reasons, Merkurbank only use 

sector-specific earmarks.

Turning towards the issue of interaction, continuously illustrating the doings of the bank was 

deemed to be important. This is why Merkurbank does an effort to make donors see where the 

money actually go, through examples in Pengevirke and the ability to follow one's money and 

investments on the internet.  This was also expected to make more donors denounce their 

interests for good purposes (MB-F; MB Årsrapport, p.22). MB-F argued that it was important 

for the customers to experience what happens with the money and to see the social projects 

and gains that the bank supports as he was convinced that the average customer is interested 

in the doings of the bank. MB-F also laid weight on the establishment of relations to the 

customers through communication and “engaging” offers, like seminars. MB-F argued that 

Merkurbank use transparency to connect to the donors too. In showing the money flow and 

the social doings of the bank, Merkurbank tries to make the investments seem as earth-bound 

as possible, and the social investments seem as “real” as possible for the donors.

Summing Up Interesting Focuses of Merkurbank

Variable: Brings How:
Interaction: - Transparency

- Show social gains (which 
customers like)

Follow transactions, follow what is going on.

55 Though this argument was meant hypothetically, it actually turned out to have some hold in reality. After the 
interview, I coincidentally found an article by a journalist (Rubin 2007) who had visited a candy-salesman 
whom he had supported through Kiva. 
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- More denunciation-
donations. 

Transparency and information about results.

- Creates relation to 
customers.

Newsletters, Pengevirke, general assembly, seminars, 
bus-trips.

Personalization: - Derived effects.
- Good as illustration/ 
intentional focus.

Donors like the offers of earmarking, but do not use 
them specifically. It brings new donors.

- Unhealthy power-
relationship.

Risk of over/underdog-relations and intimidating 
privacy.

- Difficult to deal with. Impossible to use effectively in reality. The demands 
cannot be fulfilled, if it is too specific or too many use 
it.

Interaction and 
Personalization:

- Is easier today Renewed possibilities with it-technology. Donors can 
follow transactions and choose on the internet.

Table of Donor Data and Focuses of Interest

Data\Interviewee MB-D1 MB-D2 
(2 persons)

MB-D3 
(2 Persons)

MB-D4

Age 40 31 and 27 30 and 32 51

Gender Male Male Male Male

Work Pedagogue Artist and student Film and TV Educated 
Architect

Time at Merkurbank 6-7 years All new 2 years All new

Account Type Normal Company Company Organisation

Other Donations Sponsor-child, 
doorbells. 

All sorts, PBS, door-
to-door. DDK 1000/ 
month!

PBS N/A56

Know about Merkurbank 
Through.

Friends Friends Friends Friends

Reason for changing to 
Merkurbank

Do not like other 
banks, wanted to 
change for long.

Wanted to change for 
long, but it was 
difficult. Company 
account led to a 
Merkurbank account.

Looked social
(sceptical about 
changing).

Practical and 
ideological 
reasons (has 
more banks 
because he is 
sceptical)

Social Conscious Choice to 
use Merkurbank

Yes Yes Yes Yes 

Expense to use 
Merkurbank compared to 
other banks

N/A Yes! Merkurbank 
was most 
important!

No.

Read Pengevirke Skim-read. Have read. But will 
probably not.

In a to-do pile. No (Pile of to-do 
Merkurbank-
info)

56 Abbreviation of “Not Available” 
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Basic Donor Perceptions

The overall information from the Merkurbank donors is marked by the short time in which the 

interviews were made. Furthermore none of them had “special” accounts, which is where 

personalization would have been most present.

All donors had chosen the Merkurbank, for somewhat ideological reasons, however neither of 

them were especially interested in getting deeper involved in it. As MB-D3 expressed it, the 

material  and  offers  could  be  relevant  in  time  (as  in  “no”).  But  his  personal  “effort”  in 

Merkurbank was to secure that his money did well “and when that is done one might have a 

tendency of being a little lazy” (MB-D3). This was a tendency that could be recognized in all 

the interviews. The magazine Pengevirke was briefly skimmed by one donor who argued that 

it was not important (MB-D1), while the others placed it in a to-do pile. However the to-do-

pile  might  be seen as  a  sign of  interest  in  the  bank and its  doings.  Like something  you 

want/ought to do, because it has a real interest. It also corresponds with the tendency that 

most donors had had of having wanted to change to Merkurbank for a longer period of time, 

but not pulling one together to actually change bank.

The fact that all donors knew about Merkurbank from friends, probably means that donors 

generally talk about it, which MB-D2 confirmed;”when you talk about the bank and act on it  

and start an account, it affects one's social circles and others consider it too” (MB-D2). MB-

D2's argument that Merkurbank “becomes a part of the collected identity of all the things one  

does” (MB-D2) further shows that choosing Merkurbank meets some intangible values. For 

example it seems they use Merkurbank to confirm their identity towards others as they are 

aware of their choice and tell about it (Jensen 2003; Lund et al. 2005. And the values can of 

course be nurtured. Merkurbank does this by using interaction to show results and remind the 

donors of the social gains through the bank, as this brings customers (MB-F). Thus donor 

might also be attracted to Merkurbank by the recognition and self-esteem it can give (Døllner 

2003; Sargeant & Jay 2005).

As only one customer had a regular personal account, the issue of special accounts became 

more or less irrelevant and when asking, none of them had really considered it. MB-D1 also 

expressed  his  belief  in  the  bank to  deal  with  his  money in  a  proper  social  manner,  and 

therefore did not need to use special accounts to secure social gains. This statement is in line 

with  the  arguments  of  MB-F.  Overall  the  donors  did  not  choose  Merkurbank  from  an 

economical perspective, but an idealistic perspective, but they did not see the choice of bank 

as a donation. Even though MB-D2 thought another bank would be better for his economic 
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possibilities.

Conclusion on Merkurbank

The fundraiser and donor interviews did not directly confirm or reject many of each others 

arguments.  Still  there  are  relevant  coherences  as  well  as  individual  comments  worth 

concluding  on.  Concerning  Merkurbanks  use  of  personalization,  MB-F  argued  that 

earmarking is largely ineffective. And Merkurbank's use of personalized accounts was mostly 

made  for  their  derived  effects  i.e.  new  donors  and  illustration  of  the  banks  doings. 

Merkurbank used interaction to  create  relations  to  the customers  thereby hoping to  bring 

direct social benefits in form of denunciation-donations. Whether it worked or not was not 

revealed by the donors. But they all seemed to have certain interests in the social side of the 

bank.  Though  not  too  clearly  cut,  it  is  arguable  that  creation  of  identity  and  especially 

storytelling is attracting customers to Merkurbank. The reason is, that all donors knew about 

the bank from friends, which also suggest that norms play an attractive role like Sargeant and 

Jay (2005)  suggest.  It  makes  good  sense  that  Merkurbank nurtures  these  values  through 

interaction and transparency as the message of the banks doings is spread by the donors. Apart 

from bringing the  banking-business  “down to earth” Merkurbank's  transparency can have 

helped redeeming the donor scepticism that is often seen within fundraising.57

5.1.2 Case 2: Kiva

(Flannery 2007, p.40)

57 At least  MB-D1 trusted the banks doings.
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Fundraiser and Kiva Point of View

As Kiva’s  Product  Philosophy clearly  shows,  it  values  a  lot  of  the  same  issues  that  are 

investigated in this thesis. Flannery (2007) argues that the stories of the businesses presented 

on the homepage “are at the heart of Kiva’s goal and strategy”  (Flannery 2007, p.31).  In 

other words  Kiva lives of telling the stories, as they attract donors (or lenders as he calls 

them) and thus capital. He also argues that donors have “a sustained mental and emotional  

connection” (Flannery 2007, p.43) to the entrepreneurs, which makes the donors diffuse their 

knowledge about Kiva.58 Looking at personalization’s' effect within Kiva, Flannery (2007) 

argues  that  the  loans  have  a  tendency  of  being  chosen  on  emotional  grounds  based  on 

“pictures,  stories,  and  MFI  repayment  history”  (Flannery  2007,  p.53).  This  create  a 

competition between the entrepreneurs where the African fruit seller gets a loan far faster than 

the Bulgarian taxi driver, as the taxi driver touch people’s hearts less than the fruit seller.

“Lenders showed unambiguous preferences according to region, gender, and business type:  

Africans first, women first, and agriculture first” (Flannery 2007, p. 50)

Thus people are looking at the “emotional” returns rather than the financial return, making it 

less effective as less “sexy” loans will  take longer to finance. Flannery argues that if  the 

donors are paid interests for their loans, this will change, along with, what he sees as, an 

unhealthy donor-receiver-relationship, instead of a business relationship. However due to tax-

issues this has not yet been possible.59

Transparency and a “data-rich experience” is a big issue in Kiva and the Kiva “model thrives  

on information, not marketing” (Flannery 2007, p. 56). The open person-to-person style gives 

the donors better grounds to choose donations on and the stories and information are shared 

outside  Kiva  as  well.  But  also  within  the  organisation  transparency  is  used.  Sharing 

information  and  creating  transparency  within  the  huge  network  of  MFIs  and  lenders,  is 

emphasized to secure the organisation from fraud and other compromising issues that will 

eventually appear, thus trying to meet potential donor-scepticism.

The stories that Flannery (2007) finds to be essential to the Kiva model and donor-capital, I 

see as being important both to interaction and personalization. First as the stories introduce 

the entrepreneurs that can be supported (i.e. personalization), and secondly when the donor 

follow the investments and their development and get the loan paid back, which so to speak 

58 Though Flannery refer this experience, from the Kivas' beginning, it is likely to be a tendency.
59 However, Kiva with interests would somewhat clone MYC4. Furthermore it might have negative 

consequences as 50% donors would not use Kiva if it was for profit, according to Kivas own research 
(Flannery 2007, p.36). This confirm the donation-aspect in the loans. 
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tells the story of a successfully established business-adventure (i.e. interaction). That “things 

are always changing” on Kivas homepage secures donor-attachment to the organisation. A 

constant  flow  of  stories  and  feedback  Kiva  increase  the  interaction  with  the  donors  by 

securing their curiosity and attached to Kiva.

Table Summing Up Interesting Focuses from Kiva.

Variable Brings How
Personalization - Less effectiveness Donations are chosen on an emotional-, rather than 

financial and practical basis.

- Unhealthy donor-
receiver relationship.

As nothing is given back. And people resent 
benefactors.

- Donations A large number of choices are likely to ensure that 
the donor finds the “right” ones to support.

Interaction - Attachment to Kiva
- Philanthropic 
“addiction” and thus more 
donations.

Constantly changing homepage.
Loads of Information about donations.
Storytelling.

Interaction and 
Personalization

- New donors and capital. 
-“a sustained mental and 
emotional connection”.

Through connections between lenders and 
borrowers. Amongst other things through stories.

- Meet donor scepticism. Through transparency

- Is easier today Actually Kiva could not exist without the internet.

Table of Donor Data and Focuses of Interest

Data\Interview KivaD1 KivaD2 KivaD360 KivaD4
Interview-style Personal Personal Written Written

Country Denmark Denmark Norway Iceland

Age 27 40+ 26 35

Gender Female Female Male Male

Work Student Copenhagen 
University

Runs bureau making courses. Software 
developer

Import and duty-
treatment.

Know about 
Kiva through

Newspaper Newspaper article on Grameen 
Bank led to Kiva

Newspaper Newspaper

Reason for using 
Kiva

-Cheap due to cooperation
-Free service for all. 
-Different than aid (which 
she supports elsewhere)

- Cheap 
- Self-help
- Can read about, and follow, 
the entrepreneur.
- No interests.
- Solo-donations

-Self-help
-Kiva is 
sustainable 
(reloans)

-Micro-credits 
-Kiva is a 
respectable 
organisation

60 Data from KivaD3 and KivaD4 came from open questionnaires which makes it less comprehensive and less 
to the point regarding interaction and personalization. Less weight is put on that data.
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Donations - Volunteer Door-to-door. 
- BPS to Amnesty 
International. 
-Kiva is on top of that, 
because Kiva is not seen 
as a donation! 

- Volunteer and donate to door-
to-door.
- Wishing well, GEG
- Kiva money on top, but is 
lost, as it is long-run, not 
spontaneous. 

Volunteer 
work. 
(maximum 
$70/year)

$125 (in 9 
months)

Importance of 
response 

No. Does not read mails, 
as she can make no 
difference. Read Kiva-
info-mails. 

Yes. It is important. But does 
not read them. The information 
ensures her trust in the 
organisation.

Yes. To see 
that 
something is 
happening.

Yes. Does not 
read responses, 
but gets 
reminded.

Importance of 
Personalization/ 
microloans

Yes. Easy to understand 
faces and personal info. It 
brings sympathy.

Yes. Important that one judges 
and chooses. Choices are 
emotionally based.

Yes. Yes. Direct to the 
needy (anti-
bureaucracy)

Mistrust in 
other 
organisations

N/A Yes! (too much for 
administration)

Yes. 
Bureaucratic 
no self-help.

Yes.

Future Will reloan and add more! Will reloan, and add more and 
other projects.

N/A N/A

Basic Donor Perceptions

Several issues and opinions were repeated in all donor-data. For example all of the donors had 

heard  of  Kiva  through  newspapers,  which  makes  sense  as  it  has  no  (or  few)  marketing 

campaigns. It indicates that the automatic diffusion of Kiva through donor-network might not 

be effective in Europe,  where Kiva is  smaller  than in the USA. But European media has 

caught hold on it and spread the news.

It was surprising to find out that donor scepticism played a big role in donations for Kiva; 

some  donors  simply  did  not  trust  bigger  “classical”  organisations'  ability  to  use  their 

donations  and thus  preferred to  do it  “themselves” through Kiva.  KivaD4 found it  to  be 

important that the money goes directly to the needy. And like Flannery (2007), KivaD2 and 

KivaD3 highlighted the importance of the local initiative and self-help which most “Large 

"old school" organizations (institutions)” do not use according to KivaD3. KivaD3 argued 

that  he  “...usually  doesn't  give  other  donations  since  so  much  is  lost  in  administration,  

corruption,  politics  and  bureaucracy”.  KivaD2  agreed  that “so  much  is  used  on  

administration, and here (in Kiva) I can see who it is. That 100% goes to help this specific  

person and (I) get feedback about them“. In this way, Kivas use of transparency, interaction 

and personalization help ensure the trust in the donation, which is in line with Flannery’s 

(2007) arguments.

KivaD1  and  KivaD2  both  showed  a  sense  of  emotional  connection  to  the  entrepreneurs 

donated to, confirming Flannery's (2007) argument. Comparing Kiva to a giro-card donation, 
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KivaD1argued, “it is difficult not to think you know these people and you really easily take a 

liking to them” (KivaD1). So the choices were not so much based on efficiency, as on gender, 

age, children, geography etc. KivaD1 even managed to donate to one who had the same name 

as  herself  “because I  thought  it  was  such a nice  name”. 3  of  the 4 donors  liked to  get 

feedback on their loans which lead to trust and proof of success for KivaD2 and KivaD3. All 

donors reinvested their loans and the feedback helped remind them of Kiva and to reinvest 

and maybe donate extra.

Conclusion on Kiva

The opinions of the fundraiser and donors of Kiva are to a large extend reconfirming. The 

findings indicate that the personal choices of donations for Kiva are highly emotional and 

made on basis of sympathy and a perceived personal connection with the entrepreneurs. The 

vast  personalized  information-flow attracts  donors  through  choices,  sympathy  and 

storytelling.  Both Kiva and the donors emphasized the sustainable aspect in entrepreneurs 

paying back the loans. This suggests that “social justice” attracts donors to the organisation 

too (Sargeant & Jay 2005). The social justice attitude may be linked to the outspoken donor 

scepticism  to  big  charity  organisation.  Donors  believed  their  own  transparent  personal 

donations to be more effective, than non-restricted donations, seemingly avoiding bureaucracy 

and  administration.  However  Flannery  (2007)  argued  that  the  emotional  choices  are 

ineffective. And the bureaucracy is well hidden e.g. in the MFIs interest-charges. Kiva's use of 

personalization and interaction seems to attract donors for a variety of sensible reasons. But 

when donors believe the personalization and interaction to be more effective, it is wrong. 

5.1.3 Case 3: Give A Goat

Fundraisers and GEG Point of View

Two fundraisers were interviewed for GEG. GEG-F2 emphasized the secondary effects of 

GEG. He argued that the novelty of the concept, the fun of it, the present and the win-win-

situation attracts new donors that would not otherwise donate to DanChurchAid (GEG-F2).

”I see it (GEG) as an extra source of income and as a tool to get more donors in to the big  

fundraising-circle” (GEG-F2).

The fundraising circle refers to the possibility of working with the new donors' mail-addresses 

e.g. show them results of the presents and get them enrolled in a PBS-arrangement which in 

average gives DDK 70 a month (GEG-F2). GEG also has a branding and informative value in 
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itself,  through media  coverage  and donors  talking  about  it  on  Christmas  Eve  (GEG-F2). 

However  the  image  report  (Raadam  &  Pilgaard  2007)  shows  that  while  84  %  of  the 

population knows of GEG, only 17 % know who is behind it. This suggests a relatively low 

branding value for DanChurchAid. Still GEG might benefit the charity-sector as a whole, as it 

highlights  charity  in  connection  to  Christmas  and  the  over-flood  of  presents  and  brings 

awareness on the world we live in (GEG-F2).  GEG-F2 further argued that the income from 

GEG is not taken from other donations as donors do not stop other donations when buying 

gift-tokens.  When other  organisations  took on  the  concept,  the  surplus  also  grew for  all, 

though it fell a little for DanChurchAid. Thus GEG seems to enlarge the charity-pie.

Even though GEG-donations are earmarked it turned out that DanChurchAid actually tries to 

avoid earmarked fundraising because it is difficult to deal with (GEG-F1; GEG-F2).61 The 

problem is that donors do not know what and how it is best to donate and DanChurchAid has 

professional people who know what is most important to do.

”There are projects which are not so ”sexy”, not so easy to explain, (....) it is difficult to show 

happy pictures from lawyer assistance (...), or a self-help group (or) prevention of corruption 

(...) and we need to work with these things too, because the things are joined together”

 (GEG-F1)

The issue of earmarking (i.e. Personalizing) donations do not just concern multi-donation-

choices  like GEG. DanChurchAid's  national  collections  are  also directed towards  specific 

purposes e.g. AIDS. But the restricted funds can be problematic for DanChurchAid to handle, 

and thus less effective (GEG-F1).62 GEG-F2 saw the dilemma of a trend where donors like to 

earmark donations, while DanChurchAid tries to avoid it.  The reasons for earmarking are 

several; Earmarks give a feeling of closer relations to the receiver and of control over the 

donations; the information about what the donation is for makes it easier to understand and 

the donor do not “just” donate for an organisation (GEG-F2). This was in line with GEG-F1's 

argument that it is important to show the donors examples of what happens. Both to remind 

them of their donations and to show that something happens, which also motivates the donors 

to make further donations.

Apart from the more obvious reasons for buying a gift-token, the signals one sends play a 

61 So does MS, which is why the organisation does not use the GEG-concept. The organisation basically argues 
that instead of buying goats, one should hand the organisation the money, as it knows how to use it best. MS 
actually made a video-sketch on GEG saying just that. It can be found at: ms.inforce.dk/sw92418.asp

62  Another example is the Tsunami of 2004. Some organisations gathered too much money for a specific cause 
or area and have not yet been able to use it (GEG-F1).
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role. The donor ”sends a signal about who I am and I get to affect the person to whom I give 

it” (GEG-F1). In other words it is used to emphasize ones identity within and toward others. 

GEG-F2 argues that it enforces social relations as well:

“people buy the (GEG-)concept because it, in one way or another, plays with their own 

perception of themselves, their own story, identity. (...) (and) it supports a social community 

(...) with the ones you give the gift-token, the ones you tell that you have given/bought the gift-

token and of course some kind of community with the ones who receive the goat.” (GEG-F2).

And people do relate to what they buy as they suit it to professions or hobbies in real life 

(GEG-F2). In this way GEG attracts donors through the personalized choices and socializing 

interaction. 

Table Summing Up Interesting Focuses

Variable Brings How
Interaction - Certainty/trust. Examples of the effects.

- New donors. Physical present and win-win-situation.

- New PBS -donors. Feedback brings trust, belief and involvement.

Personalization - Is wanted by the donors. Perceived donor-receiver -relation. 
Donors understand what the donation goes for. 
Control over donation.
Donor gets something back (a story).

- More donations. Donors choose something that they can relate too.
They get to show identity. (Creation of identity) 

- Less efficiency. Donors do not have the necessary knowledge to 
donate efficient.
Boundaries to using funds most effectively.
Unable to show off “un-sexy” projects.

Interaction and 
Personalization

- All new donors. 
- Enlarge charity pie.

Because of new concept and present idea. This 
attracts new segments.

- Little money. Compared to national collections

- Diverted effects.
 

Funny, PR, branding of organisation
Novelty brings new donors.
New Contacts bring more donations and PBS.

- Meet intrinsic values. Community, creation of identity, Self-made 
individuals, storytelling.

- Information about work. Through PR and branding for organisation

GEG: - Short “life” of this type of 
fundraising.

Boredom and Gimmick style.
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Table of Donor Data and Focuses of Interest

Data\Interviewee GEG-D1 GEG-D2
Age 25-30 40+

Gender Male Female

Work Marketing Manager CEO and owner of bureau.

Knowledge of 
GEG

Got a goat himself N/A

Other Donations - No membership of DanChurchAid.
- Child sponsorships, Amnesty International
- Donate to door-to-door.

- No membership of DanChurchAid
- Volunteer and donate to door-to-door.
- Kiva.

GEG-donation - Gave several different gift-tokens.
- Extra donation! Present-money + a little. 

- Two Goats.

Reason for using 
GEG

- Funny
- The community that the present give (they 
are together about it).
- It inspires and engages both himself and 
the receiver which might give one next year.
- Gets something for himself, it is not just 
an anonymous donation!

- Funny
- Community. A serious perspective and 
topic to discuss on Christmas Eve.  
- Could have been any organisation.
- Concrete, specific and real (closeness to 
receiver of goat).
- Non-committed donation.

Importance of 
feedback

No. No. Believe that the goat has “landed”
(though she wanted feedback from Kiva!)

Importance of 
Personalization

Yes! Chose what fitted the receiver in terms 
of object and price.

Yes. But only a little 

Believed 
efficiency

- Yes. Big administration but even more 
donations, thus efficient.

- Yes! More money for purpose.
- Big administration but even more 
donations, thus more efficient. 
- Avoid high pay-checks in organisations.

Future donations GEG N/A

Basic Donor Perceptions

It was a little surprising that both interviewees emphasized community and the issue of some 

seriousness during the stream of presents on Christmas Eve. Especially GEG-D1 found it 

important to engage and inspire through the gift-tokens. This has an obvious connection to 

GEG-F1's argument of GEG attracting through social community. It can, I believe, be linked 

to the need of emphasizing one's identity through sending signals about who you are. GEG 

brings a good story to talk about, along with the present. When asked, both donors agreed 

that there is a lot of advertising and administration-expenses within GEG. However GEG-D1 

meant that it was the necessary investment to get far more back, and like GEG-D2 he did not 

seem to find it less efficient to donate through GEG. On the question on whether she thought 

it to be less efficient than supporting DanChurchAid directly GEG-D2 replied;
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“it is not that form (of donating to DanChurchAid) I like, because I think that (...) there are 

too many high wages, and too many people sitting here and there (...) and that is what I don't 

like.” (GEG-D2)

She further argued that it is important that it is a specific and direct donation; “(there was) a  

goat, and these people who got it.” (GEG-D2). This distrust oppose the argument of GEG-F1 

and the Image Report (Raadam & Pilgaard 2007), which states, that people in general trust 

DanChurchAid (Raadam & Pilgaard 2007, p. 35 & 38). However it could be that the donors 

interviewed falls within the 21% of the organisations' members and donors that find that “It is  

difficult to comprehend what the money goes for” (Raadam & Pilgaard 2007, p.38). Anyway 

GEG is easy to comprehend and it seems to attract donors.

Regarding funds for the gift-token, GEG-D1 used the normal present-money for it and then 

added a bit for the good cause. He also hoped that the receiver of the gift-token would be 

inspired to use GEG himself next year, like he had been himself. This suggests that donor-

motivation to GEG is affected by norms and recognition (Sargeant & Jay 2005). GEG-D2 did 

not comment on this, but her earlier answers suggest the same, which is in line with GEG-F2's 

arguments. Though claiming it to be of little importance GEG-D1 used the variety in prices 

and types of presents when deciding on a gift-token. GEG-D2 did not choose as carefully, but 

choice was essential, for example she did not want to give a gift-token of 200 condoms to her 

children. Thus, the donor behaviour suggests that they are attracted by the variety of choices.

Conclusion on GEG

GEG showed that restricted donations like gift-tokens are a relative ineffective income for the 

DanChurchAid. Still donors see it to be at least as effective as other donations. It seems that 

personalization through earmarking attracted donors and there are indications that the number 

of choices is to some degree relative to the number of donations.

Concerning interaction, GEG as a concept where one get a physical present, is likely to attract 

all new donors, while existing donors spend their present-money on the gift-tokens. This is in 

line with the findings in  the fundraising literature  (Grace & Griffin;  Webber  2004).  Both 

findings are signs that GEG increasing the charity pie. The community value turned out to be 

important  for  the  donors,  like  the  fundraisers  had  expected.  The  donors  used  it  to  make 

Christmas Eve more serious and engage others. Thus the GEG-donors seem to be attracted by 

the social norms and probably the recognition and confirmation of their identity. Furthermore 

GEG serves a secondary purpose of getting donors enrolled in the organisation, which it is 
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good at even though none of the donors interviewed did so. While the donations through gift-

tokens  are  restricted  and  uncommitted,  a  possible  derived  PBS-arrangement  is  both 

committed and non-restricted, and thus preferred by DanChurchAid.

5.1.4 Case 4: Global Contact 

Fundraisers and Global Contact Point of View

Surprisingly MS' main benefits from Global Contact are neither the actual voluntary work 

during the stay63 or the surplus it gains. Rather it is the derived effect of voluntary work in 

Denmark and the social conscience the travels bring the volunteers (GC-F2).

GC-F1 emphasized the importance of fundraising and programmes within MS to be effective 

and “real”. In the case of Global Contact, this means that for example people returning from a 

travel cannot collect money for a specific school or kindergarten, which they worked in, or for 

a well in some community through MS. Instead, he argued, it  is important to support the 

organisation that they worked with, which is a more “structural” way of helping where it is 

needed.  For  the  same  reason  MS  does  not  use  some  popular  fundraising,  like  child-

sponsorship, as they privatize the help, are expensive, they do not help structurally and only 

the  “cutest”  children  might  be  helped  (GC-F1).  Translated  into  the  jargon of  this  thesis, 

personalization in the form of specification, choice and earmarking of donations is largely 

ineffective concerning Third World value for the money. This also shines through in Global 

Contact, where the local Third World organisations' needs make the basis for the volunteer 

work. According to GC-F2 the “customization”  of Global Contact is under prioritized, to 

strengthen a smaller number of programmes which work well and suit the local Third World 

needs. Therefore they do not suit or increase the variety of offers to attract donors. This is 

both due to the above mentioned focus on “real” and serious focus, and because the list of 

youths enlisted for travels is long. 

Turning  to  the  derived  effects  of  Global  Contact,  these  were  seen  as  critical  for  the 

programme.  GC-F2  argued  that;  for  the  donors,  the  “far  most  important  task  is  to  (...)  

experience this cultural meeting and (that they) get stories (...) (which they) can bring back 

home and help break the stereotypical picture of Africa and developing countries in general” 

(GC-F2). Global Contact uses this in the aim of making the volunteers MS' ambassadors in 

Denmark. Thus when returning they are offered to be integrated into the MS-network and 

63 As GEG-F2 explained; “we tell them (i.e. the volunteers) that they are not going there to save the world” 
meaning that the societal value of the travel only show in the long run. They become aware of other cultures 
and social concerns and what they can do to change the world, and they spread the word to their networks.
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work voluntarily, doing lectures about the trips and participating in campaigns and fundraising 

for the organisation. This was emphasized as being very (not to say the most) important for 

Global Contact by both fundraisers (GC-F1; GC-F2; GC-F1, as cited in Rasmussen 2008a). 

All  that have been travelling with Global Contact automatically become members of MS, 

which increase income and membership count which is demanded by government (GC-F2; 

Ministry of Foreign Affairs 2004). 

GC-F2 did  not  think  that  the  post-travel  engagement  in  MS influenced the  donors  when 

deciding whether to go, as they only get to decide if they want to work voluntary afterwards. 

It is however expected from MS' side (GC-F2). The funds to pay the Global Contact-travels 

were not expected to go instead of other donations as donors receive a travel.  In Høj 2008 

GC-F1 outline  what  he  thinks  attract  donors  to  Global  Contact;  He argues  that  it  is  the 

authenticity,  this  type  of  travel  offers,  compared  to  “normal”  tourist  trips,  as  well  as 

combining social  work and a  personal experience (Høj  2008).  In this  way the interaction 

experienced during the trip helps attract donors to the programme.

Table Summing Up Interesting Focuses

Variable Brings How 
Interaction - Derived effects Engagement, volunteer work, membership

- Enlarge charity-pie Through new committed volunteers and donors.
Surplus from Global Contact does not come instead 
of other donations.

Interaction with Third World 
population

- Commitment
- More donors

Engagement in further volunteer work.
Authentic and personal experiences.

Personalization - Ineffectiveness “Private” single focussed donations.
Instability for the receivers 
Does not help structural problems.
Expensive to deal with.

- More donors A variety of countries offered.

Table of Donor Data and Focuses of Interest

Data\Interviewee GC-D1 GC-D2
Age 21 21

Gender Male Female

Work Student Student 

Knew about Global Contact from Internet Father 

Expense to use Global Contact, 
compared to other travels

Yes No
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Reason for using Global Contact - ”Saving the world”.
- Travel with content other than 
tourism.
- Continuity in work.
- Did not require qualifications.

- Inspired by fathers trip with 
MS.
- Travel with content other 
than tourism.
- Safety through MS.

Importance of personalization, in 
the sense of priorities needed to 
be fulfilled?

- No. But did not want manual labour. 
- The offer, not MS, was important.
- Global Contact was the only one 
who did not demand special 
qualifications. 

- Yes! Wanted to go to Africa.
- The offer, not MS, was 
important. 

Volunteer work after travel Yes! A lot for MS Yes! A lot for MS.

Think he/she would volunteer 
afterwards

No No

Donations before vs. after travel The same, but more volunteer work! The same, but more volunteer 
work!

Expected future donations Want to go with MS to Africa. NA

Basic Donor Perceptions

Though it was not expected to be of considerable importance, it turned out that both donors 

had  preferences  for  where  and  how  to  go,  and  did  not  blindly  accept  the  volunteer 

programme. GC-D2 had decided to go to Africa and GC-D1 did not want to do manual labour, 

like  building  schools,  “That,  they  are  able  to  do  by  themselves”  (GC-D1).  Therefore 

personalization or customization of offers seems to have played a significant role for the two 

donors.  At the moment, however, Global Contacts priority is to make a stable programme and 

not overload the administrative system and the local partners, with too many volunteers (GC-

F2). None of the donors planned to be volunteers afterwards when going travelling, but both 

ended up volunteering afterwards:

”I had not, before I went travelling, thought that it would ”stick” to me to such a degree that  

I would become an active volunteer in MS.” (GC-D2).

This means that the issue of volunteering afterwards did not affect the planning or deciding of 

whether to go or not. However, the interaction during and after the stay, affected the donors to 

become volunteers.  The amount of volunteer work that the donors did had also increased 

significantly after the return, thus adding new labour and funds to the charity sector. However, 

economically both donors claimed no to be contributing more than before volunteering, thus 

not confirming the statistics of Warwick (2005) and  Cone Millennial Cause Study (2006). 

However both donors are students and it might change in the years to come. 

GC-D2 show signs of being normatively motivated as she followed her father’s footsteps and 
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both were encouraged by the story of “saving the world”.  Furthermore both donors were 

motivated by the possibility of travelling with a meaningful content instead of travelling as 

“ordinary”  tourists.  This  is  in  line  with  the  arguments  of  GC-F1  that  the  authentic  and 

meaningful experience is attracting donors to Global Contact.  In the article by Rasmussen 

(2008a) a number of academics and a consultant comment on Global Contact. Amongst other 

things  it  is  argued  that  the  individualized  consumption-pattern  attracts  donors  to  Global 

Contact  through the unique travel-experiences  and stories  it  gives.  The  donors  create  the 

travel experience themselves. Furthermore it somehow legitimizes the travel to work socially 

during the stay. Both donors could confirm that they wanted more of the travel than plain 

tourism and to “save the world” like GC-D1 argued.

Conclusion on Global Contact

The findings in the case of Global Contact are very coherent. First of all Global Contact's 

derived effects seems to be the primary benefit for Global Contact as well as the field of 

charity in general and MS in particular. Through interaction during travel and at home, Global 

Contact  creates  a  mass  of  enthusiastic,  engaged  volunteers  that  work  practically  through 

fundraising and campaigns and function as ambassadors for MS. They create value for the 

organisation  directly  (donations  and  volunteer  work)  or  indirectly  (ambassadorship).  All 

income from Global Contact is likely to expand the charity pie. 

It is arguable that the donors were attracted by the relevance and authenticity of the travel and 

this again link to the creation of identity. Also storytelling was used actively to spread the 

word and attract donors. Thus the interactive travel seems to have attracted donors, while the 

plans of working voluntarily afterwards did not attract them, because they did not think they 

would do it. Global Contact attracts donors for voluntary work at upon return, through the 

social engagement, norms and community with the other volunteers.

The range of offers that Global Contact has seems to be more important for the donors than 

the  fundraiser's  thought.  And  a  tendency appears  of  personalization  (i.e.  range  of  offers) 

leading to more donations, if Global Contact had had the capacity and will for it. Like in the 

other cases personalization in form of earmarking was deemed ineffective.
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5.2 Cross-Case Analysis
The within case analysis have lead to a number of findings or categories on how interaction 

and personalization is effecting fundraising. These categories have been compared to the other 

cases to see if they had similar findings or they were one off's or even oppose each other. This 

gave a full picture of which findings corresponded throughout the cases. These findings have 

been used as basis for suggesting a number of hypotheses. In the following part the logical 

argumentation leading to each hypothesis is outlined and they are reflected upon. Afterwards 

the hypotheses are put into context and compared and connected to the other hypotheses, as to 

get a coherent understanding of the findings and their possible interconnectedness.

5.2.1 Presenting the Hypotheses

Hypothesis 1: Earmarked donations are inefficient

One of the most apparent and continuous findings in the within case analyses was the aspect 

of donor choices/restrictions being ineffective. This was pointed out by fundraisers from all 

four cases. Kiva and GEG emphasize the donors' irrational and “unprofessional” behaviour 

and Global Contact argue the same and reason that more structural (non-personal) donations 

are more effective. Merkurbank's argument that specific earmarking is difficult to deal with, I 

take it, means that they limit Merkurbank's effectiveness in sense of freedom to invest freely 

and optimally. All in all the cases suggest that the overview of how to deal with the funds lies 

within the professional and practical knowledge of the organisations. Restrictions on these 

skills,  (for  example  through  donor-decisions)  harm the  outcome  and  overall  gain  of  the 

distribution  of  funds  and  donations.  This  inefficiency  has  many forms;  from bottle-neck 

problems of too many goats in Malawi and thus difficulty satisfying the donors' “demands”, to 

emotional and irrational donations securing that the “lovable” rather than the needy get the 

help. Furthermore the money cannot be used for the inevitable administration that lies behind 

the  actual  field  work.  The  cases  suggest  that  the  inefficiency  is  relative  to  degree  of 

specification within the choices. This makes good sense as it restricts the use of the funds. 

However the case of the Tsunami-collection shows that also broad fundraiser-chosen earmarks 

can be problematic.

Hypothesis1: Earmarked and optional donations are inefficient compared to the optimal use  

of the donations. The inefficiency is to some degree relative to the degree of specification of  

the donation.
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No literature used, concern or discuss the efficiency of earmarked funds. Still hypothesis 1 is 

logical  and  it  is  an  implicit  understanding  that  unrestricted  funds  are  better  usable  than 

restricted, like committed giving is preferable to uncommitted giving (Sargeant & Jay 2005). 

This also seemed to be the fundraisers' opinion.

Hypothesis 2: Donations increase with number of options

Even though the findings should be based on little presuppositions, it was already early on 

expected that there would be some correlation between the number of choices and number of 

donations  due to  normal  buying  behaviour.  However  the tendency was less  obvious  than 

expected. Especially within Merkurbank where the number of customers choosing specifically 

within the earmarked accounts is actually decreasing. Merkurbank mostly use it to illustrate 

the banks doings and intentions, thereby attracting customers. And fundraisers in GEG and 

Global Contact argued that customization mattered little. However the actual donations show 

another picture. For all interviewed donors in GEG, Global Contact and Kiva had actively 

chosen between the options offered. And it is clear that several of their donations would not 

have  been  made,  had the  offers  not  fulfilled  the  donors’ wishes.  Furthermore  the  donors 

showed no loyalty to the organisations they supported and if another organisation had had a 

better  offer,  the donors would have taken that  instead.  Therefore it  is  arguable  that  more 

donations are to some extend relative to the number of choices. This is logical as the increased 

number offers will  meet  more preferences.  In fundraising like GEG and Kiva donors  are 

likely to be attracted by sympathy and personally recognized features. These are likely to be 

met by the options. Still the variety of offers and “light” nature of organisations like Kiva and 

GEG suggest that donors would not go “surfing” for other organisations. 

Hypothesis2: The number of options/customizations within fundraising affects the number of  

donors and donations positively as the donors' preferences are met.

No literature used came into the subject of hypothesis 2. Still one can question if the findings 

present a new understanding. Though the hypothesis is based on the findings more research 

would increase the understanding and validity of it.
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Hypothesis 3: Donors perceive earmarked donations to be more efficient

Hypothesis 3 is a paradox to the previous findings as donors believed that the most effective 

donations were their personally chosen, earmarked ones. They even seemed to think that these 

donations would bypass the obstacles of (too high) wages and (unnecessary) bureaucracy, 

because the donors could follow the donations to the end. On the fundraisers' side, a certain 

degree of “healthy donor-scepticism” was acknowledged, which they tried to meet through 

branding, feedback, exemplifications and transparency. But some of the case-examples show 

a distrust that seems to be deeper than what the fundraisers believed it to be. Distrust is not 

evident in either Merkurbank or Global Contact, but that seems logical. Merkurbank is  for 

profit and a bank which people often trust and donations are secondary. Global Contact is 

seen to sell a travel not a donation and the donors actually pay for letting Global Contact take  

the responsibility. Within GEG it is different, as the value of the gift-token is the donation and 

implementation. And Kiva's donors expect the entrepreneurs to be able to pay back the loan. It 

is difficult to judge just how consistent the donor-distrust is, from a handful of interviews. 

And the fact is that some of the same “distrusting” donors gave unrestricted or organisation-

based donations as well. So it does not influence all of their donations. Still there seems to be 

a remarkable miss-match between the donors' understanding of which donations are effective, 

compared to the fundraising organisations' understanding of hypothesis1.

Hypothesis3: Donors  perceive  personalized  (i.e.  optional  and  specifically  earmarked)  

donations to be more efficient, because of clarity of donation and administration costs. 

Different  theory  confirms  parts  of  this  hypothesis.  For  example  various  authors  have 

presented different sides of donor-scepticism along with motivation-factors like social justice 

and understanding the cause (Døllner 2003; Nichols 2004; Sargeant & Jay 2005). But the 

finding of donor-belief in efficiency of personalized donations is likely to be new to the field.

Hypothesis 4&5: Fundraising for low scale donation/Exploiting through secondary effects

Two unexpected phenomena which appeared in the case-analyses are the secondary or derived 

effects of the fundraising, and the relative low direct economic performance of the cases; 

• GEG's  DDK  6  million  turnover  is  not  a  lot  compared  to  the  DDK  141  million 
DanChurchAid received in private donations in 2007.

• Merkurbank's  special  accounts  are  of  no  significant  economic  importance  to  the 
bank.

• Global Contact  gains around DKK 1 million a year, plus the voluntary work made 
abroad. This is good, but of less importance for MS in the big picture.
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• Kiva is  a big organisation with 365,000 lenders and loans of all  together  US$ 50 
million so far and a truly impressive press-record. But this is world-wide, over 2½ 
years and includes re-loans. In comparison, Grameen bank disbursed US$ 874 million 
in 2008, in Bangladesh alone.

All together the cases suggest that fundraising based on personal choice and/or interaction, 

wakes a lot of interest in the public and the media and is easy to brand. But compared to more 

traditional methods of fundraising the income is relatively small. In all cases except of Kiva, 

the  secondary  effects  are  highlighted  as  the  more  important.64 This  is  both  according  to 

branding,  public  attention  on  various  causes  and  incorporating  new  donors  into  the 

organisation on a more committed basis and giving unrestricted funds. There are no obvious 

secondary  effects  within  Kiva,  though  the  organisation  present  donations  as  loans  while 

expecting the funds to be re-lend and added to in a “philanthropic addiction”.

Hypothesis4: Fundraising  through interaction  and personalization  attracts  relatively  low  

scale donations.

Hypothesis5: Fundraising through interaction and personalization attracts donor and media  

attention.  This  can  be  exploited  through  secondary  effects  like  branding  and  further  

interaction with donors (through which a more committed basis is assured). 

No literature confirmed hypothesis 4. Still it is logical. Interactive and personalized donations 

often demand for one-to-one communication and selling of physical  items. Furthermore it 

seems that it made to attract uncommitted and restricted funds. Thus, it is resource-demanding 

and expensive to deal with and a lot of loans or gift-tokens are needed to match the income of 

a  continuing  membership.  Hypothesis  5  is  partly  backed  up  by  hypothesis  2  and  it  is 

understandable why the easy comprehensible  fundraising attracts  media attention.  Still  no 

literature dealt with the issue. As three case-organisations used the “strategy” of hypothesis 4 

& 5 it might be logical and implicit understood within the field of fundraising.

64 Merkurbanks earmark-accounts are attractive and illustrative. But neither bank nor customers seem to use it 
or want it to be used too much. The idea behind the “support account” is to “lure” customers into the bank.
Global Contacts primary income is the least important. The secondary effects are overwhelming and the 
focus on it is ever increasing. The travelling programme also serves the purpose of being an important part of 
MS' identity.
GEG is both cost-benefit- and money-wise not very effective in itself. The secondary effects of contact to 
new donors and the marketing value, legitimize the running of the programme.

74



Hypothesis 6: Interaction increase the charity-pie

In  none  of  the  cases  did  donors  perceive  their  donations  as  actual  donations  but  rather 

purchases; GEG was financed with present-money, Global Contact was selling a travel, Kiva 

a loan and Merkurbank a (more social) bank. In line with the fundraisers' expectations this 

means that donations are added on to the donors' usual donations and enlarge the charity pie. 

At least this goes for the larger part of the income, as the alternative to Merkurbank could 

have been Oikos, and the other cases have similar competing types of arrangements. But as 

the donor-responses suggested, the field of charity as a whole probably gains from the four 

cases. The common denominator for the donors is that they all felt that they got something 

back and did not see the donation as an extra expense.

Hypothesis6: Fundraising  through  interaction  (as  giving  something  back)  enlarges  the  

amount of charity within the sector (i.e. the charity-pie).

This hypothesis' is to some degree in line with the findings of Webber (2004) and Grace and 

Griffin (2006) though they were more focussed on charity events and projection of ego. Still 

the analysis also shows plenty of signs of donors projecting their identity into society through 

their interactive donations. The mentioned theory further suggests that  all new donors are 

attracted in this way. GEG-F2 confirms that this is the case for GEG, and Kiva sells similar 

gift-tokens.

Hypothesis 7: Storytelling attracts donors

It  was  surprising  to  notice  that  several  fundraisers  used  expressions  connected  to  the 

experience  economy  in  their  reflections.  Though  using  it  in  different  ways  all  but 

Merkurbank's  fundraisers  specifically mentioned storytelling.  Still  Merkurbank's  efforts  to 

showing off the bank's social results probably increase the word of mouth which attracted the 

donors to Merkurbank. Stories can be seen as a way of communicating about ones identity 

which was seen several times throughout the cases as an important motivation-factor for the 

donors.  The  different  contexts  in  which  storytelling  was  used  within  the  cases  makes  it 

difficult to tell what the effects of it are. Global Contact's planned storytelling, and GEGs 

donors' interest in a “serious” Christmas gift, both help increase social awareness. Kiva both 

used storytelling to diffuse the knowledge of the organisation and to keep the donors interest 

through  continuous  information  and  interaction.  In  short  storytelling  was  used  to  attract 

donors through creating sympathy and a relation to the final receivers and to diffuse social 

awareness and knowledge about the organisations.
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Hypothesis7: Storytelling can play an active role in fundraising, which is likely to attract  

donors.

The hypothesis  confirms  this  thesis'  belief  that  storytelling  is  usable  outside  “traditional” 

product market, which Jensen (2006) had also suggested. Still the conscious and active ways 

that the organisations used it was surprising. 

Hypothesis 8: Reminding donors of results increase donations

Transparency and feedback about results was seen as important in several cases. GEG, Kiva 

and Merkurbank communicated with the donors, to remind them of what social difference 

their engagement or donation had made. Merkurbank and Kiva further used communication to 

increase the transparency of all the organisations' doings. GEG's feedback-examples of happy 

chicken-receivers increase the actual transparency very little, but donors might not see it that 

way.  Common to  all  three  cases  is  that  they use  feedback in  expectancy to  increase  the 

amount of donations.65 It can be presumed that the result-feedback meet the apparent donor-

scepticism, observed in GEG and Kiva, as well. In Global Contact the donors see the changes 

for themselves and it would be fruitless to use energy on further feedback.

Hypothesis8:  Using interaction  within  fundraising  can  be  used  to  remind  donors  of  the  

charity results, which is expected to increase donations.

The hypothesis  supports  the literature  on widespread donor scepticism,  which argues that 

donors need to see what their money goes for. Though data suggests that donors appreciate 

the feedback and transparency, it is difficult to say just how great the effect of it is in terms of 

attracting donors and donations.

5.2.2 Interconnectedness and Reflection on Analyses
As the fields of experience economy and fundraising have not before been connected, most of 

the  proposed  hypotheses  did  not  appear  in  the  literature  used.  But  different  parts  of  the 

hypotheses  could  relate  to  terms  and  understandings  from the  fields  of  fundraising  and 

experience economy. Many of the findings do not come as a big surprise. They are logical and 

may be understood implicitly and thus be considered when fundraising. Still it is interesting to 

put words on the already known. And several hypotheses were indeed new and surprising for 

this research. Especially when connecting them, as to get the full picture of what they mean 

and how they are used. The combined understanding of them is both interesting and logical. 

65 Through GEG-membership, Kiva-new loans and Merkurbank-denunciations.
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And it is to the best of my knowledge valid and relevant for understanding the use and effects 

of personalization and interaction within fundraising.

Like  GEG-F2  said  it  is  a  paradox  that  donors  prefer  personalized  donations  for  several 

reasons  (H2&3) while  this  way of fundraising obviously has many drawbacks  and is  not 

preferable  (H1).  Presumably  donors  and  organisations  share  the  same  goal  of  using  the 

donated funds in a way that benefits the final receiver in the best way possibly. And indeed, 

some  donors  believe  that  personal  donations  are  more  effective,  “magically”  avoiding 

bureaucracy or fraud (H3). What justifies the inefficiency (H1) as well as the relatively low 

income (H4) from this type of fundraising is the further exploitation (H5) of the attractive 

interaction  and  personalization-based  fundraising  (H2,  3&7).  The  fundraising  can  be 

exploited through the media's attention and diverted income from the attracted donors (H5). 

Once within the organisations' system, the donors' initial uncommitted and restricted donation 

can be followed by more committed and non-restricted donations. That is, if the organisations' 

are  able  to  convince  the  donor  through  the  newly  made  “bond”  (H5&8).  The  use  of 

interaction and personalization makes an ideal environment for telling good, personal stories. 

The stories are likely to attract media and public attention as well as increasing the number of 

donations (H5&7).

As pointed out earlier, this thesis does not aim at making a full-fletched description of how 

and why to use interaction and personalization. Still it is important to reflect on the findings in 

a more practical fundraising context. The cases show strong signs of a number of positive 

effects of personalizing fundraising (H2, 3, 5&6), though this is largely ineffective (H1). The 

cases  also  suggest  that  the  tendency  is  somewhat  relative  and  brings  up  a  fundraising-

dilemma. The question is where to place fundraising; between fundraising for restricted and 

uncommitted funds which donors seem to prefer,  on the one side.  And on the other side; 

fundraising for committed and non-restricted donations which brings the best value of the 

donation, but is less attractive for donors. One answer seems to have been using secondary 

effects  of  personalized  fundraising  (H5).  Still  it  does  not  solve  the  problem  of  donors 

distrusting the organisations, which some donor-interviews suggested (H3). Personalization of 

fundraising makes the donation easier  to comprehend for the donor, to tell on compared to 

donating  to  big  “incomprehensible”  organisations,  on  which  “dirt”  regularly  appear. 

DanChurchAid  (GEG)  and  MS  (Global  Contact)  try  to  make  their  organisations  more 

comprehensible by branding them to a certain cause66. From the case-findings this seems to be 

66 DanChurchAid does hunger relief and MS support the strong and capable to develop and grow. 
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a good idea, especially if the organisations interact and communicate with the donors and 

show them results  of  donations.  However  it  does  not  change  the  fact  that  an  extremely 

personalized  and  earmarked  donation  with  “personal”  feedback  probably  has  a  greater 

experiential value, is unique and offers a better story (H7), than a structural or organisation-

based donation does.
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6. Conclusion
This thesis looked at fundraising through the lenses of the experience economy. Though the 

fields seem to have a lot in common, little or no research has previously been made in this 

area. Therefore the focus of the subject was likely to bring new knowledge about how donors 

are  attracted  through fundraising.  By using  terminology and  understanding  of  experience 

economy,  certain relations between the fields were uncovered by answering the following 

research questions;

What are the perceived effects of using interaction and personalization within fundraising? 

and How are fundraisers using interaction and personalization?

A method of  theory-building from case study research was used for the investigation. Four 

cases were chosen for the research, which primarily build on qualitative data. From this 8 

hypotheses were suggested, outlining the most relevant and coherent findings;

H1: Earmarked and optional donations are inefficient compared to the optimal use of the  
donations. The inefficiency is to some degree relative to the degree of specification of the 
donation.

H2: The number of options/customizations within fundraising affects the number of donors  
and donations positively as the donors' preferences are met.

H3: Donors perceive personalized (i.e. optional and specifically earmarked) donations to be  
more efficient, because of clarity of donation and administration costs. 

H4: Fundraising  through  interaction  and  personalization  attracts  relatively  low  scale  
donations.

H5: Fundraising through interaction and personalization attracts donor and media attention.  
This can be exploited through secondary effects like branding and further interaction  
with donors (through which a more committed basis is assured).  

H6: Fundraising  through interaction  (as  giving  something  back)  enlarges  the  amount  of  
charity within the sector (i.e. the charity-pie).

H7: Storytelling can play an active role in fundraising, which is likely to attract donors.
H8: Using interaction within fundraising can be used to remind donors of the charity results,  

which is expected to increase donations.

Most of the proposed hypotheses were linked to, but not matched by, the thesis' literature. 

However, several of them are logical and implicitly understood and are already used within 

fundraising.  The most surprising individual hypothesis suggested that donors believe their 

own personally chosen donations to be more efficient than non-restricted donations (i.e. H3). 

This was especially interesting as no fundraisers or literature thought it to be that way, which 

suggests new knowledge to the field. And it adds to the understanding of the well known 
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donor-scepticism within fundraising.  However, it is not the individual hypotheses which are 

the most important findings of this research. Rather it is the sum of the hypotheses, as the 

connections  between  them  give  a  coherent  and  logical  picture  which  is  both  new  and 

interesting; the hypotheses suggest that interaction and personalization of fundraising attracts 

donors and donations,  add to  the charity “pie” and increase donor  trust  in  the donations' 

effectiveness. Paradoxically, at the same time personalization is ineffective when looking at 

value for money, as the fundraising organisations cannot freely decide how to use it. On top of 

that there are indications that fundraising through interaction and personalization attracts few 

funds compared to other fundraising activities.  The research suggests  that  this  is  why the 

secondary effects of interactive and personalized fundraising were seen to be emphasized as 

being  just  as  -  or  even  more  -  important  than  the  primary  income.  The  most  important 

secondary effects came from branding, voluntary work and, the better usable, committed and 

non-restricted  donations.  The  findings  propose  an  explanation  to  how  interaction  and 

personalization  is  used  within  fundraising.  This  can  be  used  to  understand  and  analyse 

fundraising schemes and direct their focus. The tendencies outlined were appearing relatively 

consistently within the different cases. The argumentation is sensible and logical and therefore 

seems valid. However the findings are suggestive and need to be further tested to get more 

certainty of their validity and potential reach outside the cases investigated.  

Throughout the cases' donors and fundraisers alike referred to terms and values which tend to 

belong  in  the  field  of  experience  economy.67 With  this  in  mind,  and  the  findings  of  the 

research,  it  appears  that  fundraising  and  experience  economy are  more  related  than  the 

individual  fields  seem  to  be  aware  of.  Further  research  on  the  field  could  create  more 

awareness about their interconnectedness and maybe confirm the hypotheses and collected 

understanding proposed in this thesis. Moreover it could be relevant to look further into the 

dilemma of earmarked donations being attractive to donors but bringing “inefficient” funds to 

the organisations.

67 These were for example storytelling and identity-making.
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INTERVIEWS:

All interviews were conducted by Lasse Galschiøt Markus. All but two were recorded and 

transcribed. The names of the Donors are known by the author. Further information can be 

found in the methodology chapter. 

Global Contact:

GC-F1 - Personal interview with Peter Christiansen. September 5, 2008. Copenhagen. 

GC-F2 - Personal interview with Maria Pagel. October 15, 2008. Copenhagen.

GC-D1 - Personal interview. October 8, 2008. Copenhagen.

GC-D2 - Personal interview. October 16, 2008. Copenhagen.        

GiveAGoat:

GEG-F1- Personal interview with Ulrik Bjørn. August 21, 2008. Copenhagen.

GEG-F2- Personal interview with Peter Rasmussen. September 26, 2008. Copenhagen. 

GEG-D1- Personal interview. October 13, 2008. Copenhagen. 

GEG-D2- Personal interview. October 9, 2008. Copenhagen.

Merkurbank:

MB-F - Personal interview with Lars Pehrson. October 1, 2008. Copenhagen.

MB-D1 - Personal interview. October 3, 2008. Copenhagen.

MB-D2 (2 persons)- Personal interview. October 3, 2008. Copenhagen.

MB-D3 (2 persons)- Personal interview. October 3, 2008. Copenhagen.

MB-D4 - Personal interview. October 3, 2008. Copenhagen.

Kiva:

Austin, R.Personal interview. October 1, 2008. Copenhagen.

KivaD1 - Personal interview. September 22, 2008. Copenhagen.

KivaD2 - Personal interview. October 9, 2008. Copenhagen. 

KivaD3 - Questionnaire on e-mail. Received on September 18, 2008.

KivaD4  - Questionnaire on e-mail. Received on September 18, 2008.
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8. Appendix

8.1 Interaction and Personalization within Different Cases
The graph gives an understanding of the process and the variety of options at hand. It presents 

the cases that were considered for the research, according to the degree of which they contain 

interaction and personalization. The potential cases were placed in the table according to my 

understanding and perception of them according to their interaction and personalization.
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8.2 Data Description for the Cases

8.2.1 Case 1: Merkurbank
Little  secondary data  has  been  made on  Merkurbank and most  of  the  data  relies  on  the 

interviews, which are backed up by Merkurbanks own publications.

Type of Data Name Type Used for
Interviews Fundraiser (Managing Director) (MB-F)

Merkurbank Donor681 (MB-D1)
Merkurbank Donor  2 (MB-D2) (2 persons)
Merkurbank Donor  3 (MB-D3) (2 persons)
Merkurbank Donor  4 (MB-D4)

Personal 45 min
Personal 10 min
Personal 10 min
Personal 10 min
Personal 25 min

Analysis 
Analysis
Analysis
Analysis
Analysis

Merkurbanks' 
own Material  & 
Publications

- Homepage: Merkurbank.dk
- Merkur 25 år 2007 (25 years anniversary Magazine). 
- MB Årsrapport (yearly report 2007)
- Pengevirke (customer-publication) 

28 pages
56 pages

Background/facts/analysis. 
Background/facts/analysis.
Facts/analysis
Facts/analysis.

Other sources - MB Article 1 (Centre for Creative Communities) Inspiration/background

Fundraiser: The choice of interviewing the Managing Director of Merkurbank, Lars Pehrson 

(MB-F) was obvious. Having led the bank since the very beginning he was the best qualified 

for  the  interview.  The  interview was  made in  his  office  at  the  bank  and it  gave  a  good 

understanding of the banks actual use of interaction and personalization and how Pehrson 

perceived the issues. 

Donors: Merkurbank agreed to help finding donors for interviews. To secure the privacy of 

the customers, I borrowed a room in the bank and customers entering the bank were asked by 

the personnel if they wanted to participate in an interview about their use of Merkurbank. 

During a bank day (Friday between 10-15) four interviews of about 10 minutes were made as 

some were in a hurry. MB-D2 and MB-D3 were two persons entering the bank together69 and 

two donors had just opened an account70. Regrettably none of the interviewees had any special 

accounts nor did they participate in the bank-offers. Also more of them had an organisational 

account  through  a  small  company  and  no  private  account,  which  limited  the  degree  of 

“deeper” personal considerations. All interviewees were men, which means that alternative 

views on the bank that women might have does not influence the data.

68 Though the customers might not see their doings as donations, they all used the bank because of its social 
focus and they are called donors to get a coherent master thesis.

69 They were also interviewed together, however they were very like minded and whenever they disagreed this 
was noticed

70 Which meant that the interviews became focussed on their intentions with the account. This gave better 
knowledge of the intentions and visions and what draws the customers to the bank, but less knowledge about 
the actual day-to-day procedures and the long-run perspective.
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Secondary Material: As no relevant surveys have been made, the secondary material mostly 

consisted of Merkurbank's own material. Three short news articles were found, but these were 

mostly descriptive and used for inspiration or to confirm findings. The material from the bank 

however, was comprehensive and especially the yearly report (MB Årsrapport 2007) and the 

25th anniversary publication (Merkur 25 år 2007) came in handy with facts about the bank, its 

customers and developments along with thoughts and considerations which were related to 

some of the issues investigated here. The findings in Merkurbanks own material is given same 

priority as the interview, and is used to add on and deepen the issues from the interview.

Reconsidering Merkurbank: When looking beyond the special accounts, one can question 

how much the factors of interaction and personalization are actually present in Merkurbank. 

Looking back, it would probably have been better just to focus on the special accounts, as the 

conclusions would then have been more to the point, especially within the donor-interviews, 

as much of what they said was irrelevant. However this would also have caused new troubles 

in finding donors to interview.

8.2.2 Case 2: Kiva 
The primary data gathering for Kiva was difficult as Kiva is located in the USA and most 

donors are from abroad. 

Type of Data Name Type Used for:

Interviews Kiva Informer – Professor Robert Austin
Kiva Donor1 (KivaD1)
Kiva Donor2 (KivaD2)

Personal 30 min
Personal 20 min
Personal 45 min

Inspiration/Analysis 
Analysis
Analysis 

Questionnaires Kiva Donor3 (KivaD3)
Kiva Donor4 (KivaD4)

Open qualitative 
questions and answers.

Analysis
Analysis

Kivas own 

Material

-Report by Matt Flannery (Flannery 2007)
-Homepage: Kiva.org

25 pages Analysis/background/facts
Analysis/background/facts

Academic papers - Austin 2007 5 pages Inspiration/Analysis. 

News Articles. - O'brien 2008 
- Rubin 2007
- Iversen & Pedersen 2008
- Preisler 2008

Inspiration/background
Inspiration/background
Inspiration/background
Inspiration/background

Report by Kiva Founder Matt Flannery: Being the only non-Danish case, turned out to be 

a problem regarding interviews. But Kiva was both relevant and interesting and in the end I 

choose to use the secondary source of a 25 page long report by the founder of Kiva, Matt 

Flannery71(Flannery  2007).  On  the  other  hand  the  text  covered  a  large  part  of  the  most 

71 The alternative was to use MYC4 as case in stead of Kiva. But MYC4 is an investment giving a higher 
average interest than banks (up to 20% and average 12.9%) and pure profit might very well be the only 
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relevant  considerations  of  donor-attraction  and  issues  of  interaction  and  personalization, 

which qualified it to go instead of an interview. However, the data is less to the point than an 

interview would be. 

Informer:  In  lack  of  an  interview  with  an  actual  Kiva-fundraiser,  I  choose  to  contact 

Professor  Robert  Austin  for  an  interview72.  The  interview  mostly  concerned  donor-

motivations  within  Kiva,  interaction  and  personalization  as  concepts  and  Experience 

Economy within fundraising.  The interview did not give the deep considerations on Kiva 

hoped for, but revealed some new interesting perspectives on Kiva and the focus of the thesis.

Donors:  The  donors  too  were  difficult  to  track  down.  As  Kiva  could  not  help,  Kivas 

Facebook-site was used. Thus the first interview (KivaD1) was made with an acquainted who 

had signed up as Kiva-donor. As the issue of using acquaintances for interviews is somewhat 

scientifically biased, I further used Facebook to write four Kiva-users from Northern Europe 

and ask them to answer 10 open questions for a project, about their motivations to use Kiva. 

Two answered (KivaD3 and KivaD4), but the answers were relatively short and unspecific, 

compared to the personal interviews73, and no further donors were contacted in this way. The 

second interviewee was found on the internet where a Danish company's' homepage said “we 

support Kiva and Oikos”. This interview (KivaD2) turned out to be extremely fruitful, both 

because  it  revealed  interesting  views  on  interaction  and  personalization  and  because  the 

interviewee had also supported GEG, i.e. the other case. 

Secondary Material: Apart from the Flannery-text, the Kiva-homepage was very informative 

concerning Kiva-numbers and -facts. Robert Austin’s report was mostly relevant as to see 

Kiva in the society and the big picture of social entrepreneurship. A large number of news 

articles about Kiva were used, but mostly as background information and to confirm facts 

about Kiva and micro-credits. The quality of the articles varies and they are used according to 

quality.  Most interesting was Rubin’s  (2007) article which revealed that the entrepreneurs 

actually pay interests for the Micro-finance Institutions (MFIs) which Kiva does not make 

very clear (for obvious reasons). 

Reconsidering  Kiva: One  can  question  the  method  of  finding  donors  from the  internet. 

However Kiva is 100% internet-based, which makes it far more acceptable, though I could 

motivation of using it (MYC4.dk, Retrieved January 4, 2009) 
72 He is a professor of Business and Administration at Harvard Business School, but is currently working at 

CBS. In 2007 he published “Kiva as a Test of Our “Societal Creativity””. Furthermore he works within the 
field of experience economy, though with the more creative direction of it. 

73 Which is why their data is used relatively little in the analysis.
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have wished to  know the  “qualities” of  the  donors  better  before  choosing them.  Also an 

interview with a fundraiser would have been preferable, but considering the circumstances, 

the data gathered on Kiva is pretty good. 

8.2.3 Case 3: Give A Goat (GEG) 
Due to its immense popularity and the public discussions about it, there was plenty of material 

on  GEG.  However,  it  paradoxically  turned  out  to  be  troublesome  to  find  donors  for 

interviews, which I see as the only weak spot in the data collection for the case.

Type of Data Name Type Used for:

Interviews GEG Fundraiser1(GEG-F1)
GEG Fundraiser2(GEG-F2)
GEG Donor 1      (GEG-D1) (Technical error)
GEG Donor 2      (GEG-D2)

Personal 45 min
Personal 45 min
Personal 20 min
Personal 40 min

Inspiration/Analysis/Background
Analysis/Background
Analysis
Analysis  

DanChurchAid's 
Own Material & 
Publications

GEG Homepage (Givenged.dk)
DanChurchAid homepage (Noedhjaelp.dk)
GEG Erhverv 2007 (Analysis of GEG-Business)
Raadam and Pilgaard 2007 (Image-report  2007 
on DanChurchAid)
GEG Annual Report 2007-2008 
GEG Årsfolder, 2006  

Analysis/Background/Facts
Background/facts 
Analysis/Background/Facts
Analysis/Background/Facts
Background/facts
Background/facts

Video from 
MS.dk

MS Video Background

Others Heifer.org Background

News Articles Gardner 1998
Villadsen 2007
Kjar 2007

Inspiration/background
Inspiration/background
Inspiration/background

Fundraisers: Two interviews were conducted with fundraisers at DanChurchAid; both were 

made in the organisation's offices and lasted around 45 minutes each. The first interviewee 

was  Ulrik  Bjørn  (GEG-F1);  head  of  the  Parish-  and  national  wide  collections  and  very 

experienced fundraiser. Due to its early stage, the interview-focus was open and primarily 

informative, outlining the field and narrowing focus. Bjørn also introduced me to important 

GEG-knowledge.  The  second  interview  was  made  with  Peter  Rasmussen  (GEG-F2); 

responsible for GEG, telemarketing and minor donors. He is doing a PhD which among other 

things deals with donor motivations. This interview was much more specific and to the point 

about background, facts and thoughts on GEG, and it was very useful for the later analysis.  

Donors: As mentioned the issue of finding donors was difficult as GEG-F2 was concerned 

about  the privacy-issue in  contacting GEG-donors.  At  the GEG-Facebook-site  a  friend of 

mine was found and the “snowball-effect” was used to contact his relative who was also a 

GEG-donor. The second donor-interview is the above mentioned Kiva-donor (KivaD2), who 
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also  supported  GEG.  Both  interviews  were  done  at  their  work-places  and  both  were 

interesting, informative and very usable. 

Secondary Material: A lot of secondary GEG-material was gathered. Substantial amounts of 

newspaper articles have been written about GEG, and two other university reports dealt with 

DanChurchAid  or  GEG.  These  were  used  for  background  and  inspiration  on  interesting 

subjects  and discussions about  the case and its  use of personalization and interaction.  Of 

DanChurchAid’s' own material, the organisations homepage was mostly used for facts and 

background,  and  it  contained  the  annual  reports  with  data  and  evaluations.  From GEG-

fundraisers I got a qualitative analysis of GEG-business and an externally made quantitative 

image-report on DanChurchAid. Both highlight donor perceptions and are used for analysis 

and background.

Reconsidering  the  GEG:  GEG was  very  relevant  concerning  its  use  of  interaction  and 

personalization. The worst bias is the lack of donor interviews. A larger number would have 

made  the  arguments  more  convincing.  Regrettably  a  qualitative  DanChurchAid-report  on 

GEG-donors and GEG-F2's PhD-report were not finished soon enough to be used. 

8.2.4 Case 4: Global Contact
The primary data gathering for Global Contact was fairly easy and the organisation (MS) was 

very helpful. However this is also a reason for scepticism, as most material comes from within 

the organisation and the only really critical one (Ministry of Foreign Affairs 2004) only very 

shortly concerns Global Contact.

Type of Data Name Type Used for

Interviews GC Fundraiser 1 (GC-F1)
GC Fundraiser 2 (GC-F2)
GC Donor 1        (GC-D1)
GC Donor 2        (GC-D2)  (Technical error)

Personal 45 min
Personal 45 min
Personal 45 min
Personal 30 min

Inspiration/Analysis/Background
Analysis/Background
Analysis 
Analysis

MS' Own 
Material & 
Publications

MS' Homepage (MS.dk)
Global Contact Homepage (globalcontact.dk)
Member Strategy 2008-2011 (2007)
MS Årsberetning 2007
MS Årsberetning 2008

Analysis/background/Facts
Analysis/background/Facts
Background/facts
Background/facts
Background/facts

Other 
publications

Ministry of Foreign Affairs 2004 Background/facts

News articles Rasmussen (2008)
Høj (2008) 

Inspiration/background
Inspiration/background

Fundraisers:  Two interviews  were  conducted  with  fundraisers  at  MS concerning  Global 

Contact. The first was conducted with Peter Christiansen (GC-F1); campaign manager at MS 
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and in charge of the organisations' fundraising including Global Contact. It was made early in 

the process and both concerned, Global Contact and fundraising in general as well as MS' 

approach to fundraising. I got a second opinion, and a more specific knowledge about Global 

Contact, from the daily administrative leader of Global Contact, Maria Pagel (GC-F2)74. Both 

interviews were conducted at MS' office building in Copenhagen.

Donor: To secure the integrity of the donors, GC-F2 contacted a handful of donors, who had 

returned from their trips, and send me their email-addresses. This made them more willing to 

be interviewed and secured that they lived in Copenhagen, as I deemed that person-to-person 

interviews would give the best results. Two interviews were conducted; both were engaged in 

the work of MS and had some interesting views and arguments. They give a good perception 

of the donors’ views, but they were obviously more active and positive than the average donor 

travelling with Global Contact.

Secondary Material:  The secondary material  primarily comes from MS own homepage, 

along with the yearly reports and other publications from MS. Besides that, a report on the 

public manifestation of MS from the Danish foreign ministry was useful, though it was short. 

Furthermore  a  couple  of  newspaper  articles  actually  concerned  Global  Contact  as  a 

phenomenon within the experience economy and were used for inspiration.

Reconsidering  the  Global  Contact: Obviously more  non-MS material  would  have  been 

useful  to  get  a  broader  picture  and  challenge  the  arguments  of  the  gathered  material. 

Furthermore it would have been interesting to talk to less committed donors, to hear other and 

more critical comments on Global Contact.

74  It gave a good picture of the considerations and goals of the programme and the important issue of continue 
the volunteer work after returning, which came as a surprise for me.
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8.3 Culture and Creativity within the Experience Economy
The classical experience based industries cover a broad spectrum of industries. It goes from 

sports, tourism, and theme parks to media's like TV, music and literature. There is a clear link 

between experience economy, culture and creative industries. Cultural industries have so far 

been the bases for experience consumption. But cultural production is often an adjunct-sector 

of the creative industries, which counts all non-humdrum production, including advertising, 

branding and innovation. In this way products of the experience economy are dependant on 

creativity. This is no mater if one focus on production in pure experience based industries or 

on the change from ordinary products to products that have an added value in shape of a brand 

and advertising or the story that goes with it.

Two of the main authors within the field of creativity are Richard Caves and Richard Florida. 

Where Caves have looked into what signifies the creative industries,  like art,  movies and 

music, Florida has done research about the people behind the creative industries. Florida’s 

work is often centralised around his concept of a creative class and the creative man which he 

tries to uncover as an important part of the further development of the Western societies. 

Florida’s thesis is that a high density of what he calls “creatives” fosters a higher degree of 

economic  development  for  example  through  innovations.  He  tries  to  locate  clusters  of 

creativity  within  society.  The  people  of  the  creative  class  both  consume  and  produce 

experiences on the market. Mark Lorenzen and his team from imagine... at CBS have looked 

into the creative mass in Denmark, about the size of it and where it is to be found. 

The literature for this appendix is not presented in the literature list as it is not used in the 

main thesis-text.

Andersen, K. V.; Lorenzen, M. 2005. The Geography of The Danish Creative Class 2005.

Caves,  R.  E.  2000.  Creative  industries  :  contrasts  between  art  and  commerce.  Harvard 
University Press.
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8.4 The Experience Compass 
In "Følelsesfabrikken" Lund et al. (2005) introduce The Experience Compass, which is a tool 

to measure how very different products are more or less based on experiences, depending on 

the level of value of experience and  to what degree the product and business is based on 

producing experiences. Lund et al. (2005) argue that experience economy as a mega-trend is 

becoming a part of all businesses. The experience compass is not further explained nor used 

in this thesis, but it illustrates the importance of experience economy in other businesses as 

well.
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8.4 Original Citations
Original language of translated citations, in the order in which they appear in the text:

1. Døllner  2003,  p.9.  Translated  from:  “Fundraising  er  al  den  aktivitet,  som  en 
organisation udøver for at kommunikere et budskab på en sådan måde til et menneske,  
at vedkommende frivilligt giver et beløb eller en anden ydelse til organisationen”

2. Olsen & Petersen 1999, p.28. Translated from: “mod at forstå meningen med bestemte 
fænomener i individers livsverden”.

3. Kirsten Larsen, UNDP, as cited in Rasmussen 2001. Translated from: "...hvordan kan 
de på den ene side være entreprenører for Danida og samtidig lave lobbyarbejde over  
organisationen". 

4. Kjær  2008,  Translated  from: "Kravet  om  (…)  egenfinansiering  har  tvunget 
organisationerne ud i (...) et fundraising-kapløb".

5. Døllner 2003, p. 56. Translated from: “Mennesker giver til mennesker! Og hvis de  
giver til dyr, så er det det menneskelige ved dyret, de giver til. Og hvis de giver til  
mursten, så er det fordi de har fået at vide, at murstenene skal gavne mennesker”. 

6. Proposal  for  a  definition  of  Experience  Economy,  Wikipedia1.  Translated 
from: ...“oplevelsesøkonomi  er  en  økonomisk  værdiskabelse  baseret  på  oplevelser,  
hvor oplevelser i større eller mindre grad indgår i produktet eller serviceydelsen.”.

7. Lund et al.  2005, p.29.  Translated from: "Nogle bruger oplevelser til  at skabe en 
følelsesmæssig relation til deres kunder, øge kundeloyaliteten og gøre deres værdier  
mere tydelige, for eksempel gennem branding og storytelling. Andre bruger forskellige 
elementer af oplevelser til  at profilere sig på markedet som andet og mere end en  
traditionel virksomhed, for eksempel ved at arrangere events. Andre igen integrerer  
oplevelser direkte i produktet, eksempelvis ved at gøre det muligt for kunden at være 
medproducent  eller  tilbyde  oplevelser  i  forlængelse  af  produktet  i  form af  særlige 
arrangementer eller medlemskab af en eksklusiv klub.”.

8. Lund  et  al.  2005  p.  53.  Translated  from: ”Oplevelsen  er  blevet  et  
konkurrenceparameter,  der  bruges  aktivt  til  at  skabe  øget  kundeloyalitet,  styrke 
virksomhedens brand eller blot skabe bedre serviceoplevelser.".

9. Lund et  al.  2005, p.56. Translated from: ”Der er et  stort  behov for oplevelser, og 
mange andre brancher end de kreative er ved at opdage dette”

10. Lund et al. 2005, p.22. Translated from: “oplevelsen (....) bliver et strategisk værktøj 
med same potentielle nytteværdi som marketing, prisdifferentiering og PR”

11. Lund et al. 2005, p.26. Translated from: “for man er ikke blot, hvad man spiser, men 
også hvor  man spiser,  hvad man læser,  hvor  man handler,  og hvilken  musik  man 
hører” 

12. Jensen  2006,  p.19.   Translated  from:  “Medlemmer  af  Greenpeace  er  inddraget  I  
fortællingen (….) fordi fortællingen om at redde kloden er stærk nok”.

13. Tim  Vang,  MYC4,  as  cited  in  Iversen  &  Pedersen  2008,  p.51.  Translated  from: 
“Perspektivet i mikrolån er, at alle investorer kan blive deres egen “Bono””

14. Rubin 2007, p.3. Translated from: “Filosofien bag mikrokreditter er at låne små beløb  
ud til fattige mennesker.” 
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15. MB-F. Translated from: “folk mere optaget vores generelle lånepolitik....”.
16. MB-F. Translated from: “vi prøver hele tiden at udvikle den der relation der er med 

kunden”.
17. MB-D3. Translated from: ”Og når det så er gjort så har man måske en tendens til at  

være lidt doven”
18. MB-D2. Translated from: ”når man snakker om banken og handler på det og opretter  

en konto, så påvirker det også i omgangskreds” 
19. MB-D2. Translated from: ”bliver en del af den samlede identitet af alle de ting man 

gør”.
20. KivaD2. Translated from: ”det går så meget op i administration, og her (red. Gennem 

Kiva) kan jeg se, hvem det er. At jeg 100% går ind og hjælper denne her person og får  
tilbagemeldinger på dem...”.

21. KivaD1. Translated from: ”det er svært ikke at synes, man kender de her mennesker,  
og man får sympati for dem helt  vildt nemt”.

22. KivaD1. Translated from: ”fordi det synes jeg var sådan et pænt navn”
23. GEG-F2. Translated from: ”Jeg ser det som en ekstra indtægtskilde og som et værktøj  

til at få nogle flere givere ind i den store fundraising-mølle”.
24. GEG-F1. Translated from: ”Der er projekter der ikke er så ”sexede”, ikke så nemme 

at forklare, (...) det er svært at vise lykkelige billeder fra advokatbistand (...), eller en 
selvhjælpsgruppe (eller) korruptions-forebyggelse (....) og det har vi også behov for at  
arbejde med, fordi tingene hænger sammen.”.

25. GEG-F1. Translated from:  ”giver et signal om, hvem jeg er, og jeg får påvirket den 
person jeg giver den til”.

26. GEG-F2. Translated from: “folk køber konceptet (GEG) fordi det på en eller anden  
måde  spiller  op  til  deres  egen  selvopfattelse,  selvfortælling,  identitet.  (...)  det  
understøtter  et  socialt  fællesskab  (...)  med  dem  du  giver  gavekortet  til,  dem  du 
fortæller, at du har givet/købt gavekortet og så selvfølgelig en eller anden form for  
fællesskab med dem der modtager geden.

27. GEG-D2. Translated from: ”det er så ikke den form, jeg bryder mig om, for jeg synes  
der (....) er for mange høje lønninger, og for mange mennesker der sidder hist og pist  
(…), og det er det jeg har noget imod”.

28. GEG-D2. Translated from: “..en ged, og der var nogle mennesker, der fik den...”.
29. Raadam & Pilgaard 2007, p.38. Translated from: “Det er svært at gennemskue, hvad 

pengene går til” 
30. GEG-F2. Translated from: ”vi fortæller dem, at de ikke kommer ned og skal redde  

verden”.
31. GC-F2.  Translated  from: “aller-fornemste  opgave  er  at  (...)  oplever  det  her  

kulturmøde  og  har  historier  (...)  kan  tage  med  hjem  og  være  med  til  at  bryde  
stereotype billedet af Afrika og udviklingslande generelt.”

32. GC-D1. Translated from: “Det kan de fandme godt selv”
33. GC-D2. Translated from: ”Jeg havde, inden jeg tog ud at rejse, ikke regnet med at det  

ville bide sig så godt fast at jeg ville blive aktiv frivillig i MS.”
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