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Executive Summary 

The Danish Cancer Society is currently selling their brand’s strength and positive associations to 

their partnering organizations. This is done, in a rather rigid system which limits both the partnering 

organization and the bottom line results. This has led to a result of 4% of the total turnover coming 

from business-to-business partnerships; a stable percentile. 

 

This thesis finds that due to the current financial crisis, combined with the environmental crisis, the 

time is right for the Danish Cancer Society to increase their focus on business-to-business 

partnerships, in order prevent an expected decrease in turnover from the consumer market to be 

fatal for the organization’s bottom line. 

 

Through a societal analysis, combining micro and macro factors, this thesis finds that the 

consumers and their context have certain characteristics which are favorable for an organization like 

the Danish Cancer Society. In addition, we found that the organization have a great foundation for 

utilizing these characteristics in terms of political influence, media penetration, etc. 

We suggest two new products for the Danish Cancer Society. They are both based on the societal 

analysis, and cater to the somatic situid, which is the construct of the individual offered in this 

thesis. 

 

The first product is based on a close collaboration between the Danish Cancer Society and the 

business-to-business partner organization. It is based on congruence between the two organization’s 

values and goals, and even product characteristics and benefits. Thus, as the partnership should 

generate maximum profits for both parties, certain features must be in place. For instance, it is 

important that the partnering organization is involved in selling products which lower the 

(perceived) risk of getting cancer, through use of the product. 

 

The framework offered by this thesis, creates an opportunity for the Danish Cancer Society to reach 

both new and existing supporters with their messages. Thus, the products with risk minimizing 

benefits pose as a communications channel for the organization. Also, partnering organizations 

make up brand touch points for the Danish Cancer Society creating a less intangible brand. 
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In short, we have found that the Danish Cancer Society should change the idea of what their 

business-to-business product really consist of. Instead of looking at it as indulgence, they should 

rather look at it as risk maximization. This will in turn support the risk minimizing products well in 

a partnership. 

 

Also we use the framework in a process with lower involvement, between the two organizations. 

Thus, a set-up in which the employees are involved and the Danish Cancer Society brand is only 

used internally, make up a lower risk partnership, with great employer value potential. 

Competition is all of the sudden, not only other NPOs, but rather risk increasing elements of 

everyday life such as the economic crisis, the environmental crisis etc. 

 

Our framework goes by the name of Maximize - Contextualize - Commercialize. In short this 

involves three steps. By maximizing risk output - contextualizing the risk, by making it as relevant 

as possible for contemporary society - and commercializing this, by partnering with relevant (risk 

minimizing) organizations, the Danish Cancer Society will be able to capitalize on a market with 

great potential. In addition, they have a unique selling point, creating a competitive advantage for 

any partnering organization. However, greater involvement from both parties is necessary for long 

term success. This thesis offers a framework to be used to define who should be doing what in the 

business-to-business partnership.  
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2 Introduction 

One of the most prominent trends in the world today is the demand for organizations to increasingly 

take responsibility for their context, even on subjects that have no direct relation to their own core 

businesses. At the same time, there is a dominating and omnipresent global financial crisis that 

affects almost all types of businesses to some extent. Both of these factors must be considered by 

non-profit organizations (NPO) in their assessment of their future market potential. This thesis takes 

its starting point in these two dominant factors. 

 

The Danish Leaders Association1 has recently published a report stating that 37% of their members’ 

organizations are involved with some sort of social responsibility and 19% of those even plan on 

increasing their investments and commitment during these times of crisis. According to one of the 

leading CSR researchers in Denmark, Mette Morsing, there is a clear tendency, despite the crisis, 

that organizations have a need to demonstrate that they are responsible2. Remarkably, only 4% of 

the Danish Cancer Society’s total turnover comes from businesses3; a percentage which has not 

moved much over the years and seems relatively low compared to the overall turnover of the 

organization and in comparison to the American NPOs, which usually make around 20% of total 

income from this market4. With the omnipresent financial crisis and the uncertainties of its future 

impact, it is remarkable that the Danish Cancer Society seems to have all their eggs in one basket. 

In other words, they do not spread their risk such that if the income from the private market should 

suddenly decrease, they will be facing larger risks to their organizational purpose. 

 

We have identified interesting opportunities within the NPO market which this thesis will 

investigate further. We will establish that the current market situation demand that organizations 

such as the Danish Cancer Society penetrates the business-to-business market further and capitalize 

on their brand equity. The question that remains is how this should be done with a minimum risk of 

harm to the brand. 

 

Through the societal view of the Risk Society, we have found that we all produce risk, and that we, 

through increased knowledge and information have become more focused on risk and risk 

                                                 
1 Ledernes Hovedorganisation 
2 Berlingske Tidende 22.04.2009 Business ”Virksomheder prioriterer CSR på trods af krise” 
3 http://www.cancer.dk/Cancer/Nyheder/Presserum/nogletal.htm  
4Appendix 1: 36 
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management - among other through consumption. Organizations are part of the Risk Society too, 

and as they have certain responsibilities toward shareholders, they will, seek to minimize risk. This 

is where the unexploited potential lies for NPOs, as they sell attributes such as legitimacy, trust, and 

trustworthiness; all factors of risk minimization. 

Director of the Danish Cancer Society, Arne Rolighed, supports this argument with the fact that 

cancer has become an increasingly visible part of the public debate, as well as people’s own lives5. 

As the Danish Cancer Society’s mantra goes, ‘the fact is that if we have three Danes, one will get 

cancer - the other two are relatives of the first’6. Thus, the Danish Cancer Society must 

accommodate the societal anxieties that are caused by elements like the financial crisis, cancer, etc. 

and offer products that minimizes these accumulated risks. In fact this is the purpose of their 

existence; to minimize public risks by beating cancer, but now other elements, like the financial 

crisis, have added to the overall perception of risk and therefore the market is demanding risk 

minimizing actions. 

 

The Danish Cancer Society7 has seen increasing - even record-breaking - but stagnating numbers in 

their private collections throughout the past couple of years8. Even this year, some good results 

were achieved with another record-breaking collection - in spite of the financial crisis9. The reason 

people donate more, even though they are living in a time of a global crisis, can be hard to pinpoint. 

We however, believe that people in times of crisis and insecurity become more aware of all the risks 

they produce in life and will therefore be more disposed to unconsciously trying to minimize these 

risks as they encounter them. Thus, we believe that because of the financial crisis and the increasing 

focus on climate threats, the business to consumer market of the Danish Cancer Society is 

potentially threatened and they need to change their strategy, and penetrate the business-to-business 

market with risk minimizing products, in order to meet the threats on the business to consumer 

market.  

We believe that the scope of this financial crisis is unknown and therefore naturally, supporters of 

the Danish Cancer Society will potentially, depending on the severity of its impact, see larger risks 

in the financial crisis than in a potential cancer diagnose. Consequently, money spent on the cancer-

cause would be perceived better spent on financial issues. Thus, if the organization do not prepare 

                                                 
5 Berlingske Tidende 29.03.2009 ”Ny rekord: 31,5 mio. til Kræftens Bekæmpelse 
6 Cancer.dk | Berlingske Tidende 29.03.2009 ”Ny rekord: 31,5 mio. til Kræftens Bekæmpelse 
7 Kræftens Bekæmpelse 
8 http://www.cancer.dk/Cancer/Nyheder/Presserum/nogletal.htm  
9 Berlingske Tidende 29.03.2009 ”Ny rekord: 31,5 mio. til Kræftens Bekæmpelse 
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for the possible implications of the financial crisis - as well as other top-of-mind risks within 

society as e.g. the global climate threats - the future income could be declining. However, if they 

embrace the possibilities and exploit that cancer unfortunately should be perceived as one of the 

greatest risk of modern society, we find a great opportunity in future business-to-business 

partnerships. 

As such, this lines up our later conclusion, that the key opportunity and key threat for the Danish 

Cancer Society is risk and risk perception. As mentioned, we are experiencing both a financial as 

well as a climate crisis. When these things occur, it is up to the Danish Cancer Society to be more 

present in the minds of the consumers, with their source of risk, than the competition. We will 

propose two different business-to-business products which capitalize on the concept of insurance 

against these risks.  

3 Thesis statement 

We have found a question characterized as a planning problem
10. This choice was made as we 

wished to create knowledge for the Danish Cancer Society on the complex matter of business-to-

business partnerships and the risks involved in this11. This thesis aims to answer the following 

questions:  

 

1. How can the Danish Cancer Society increase their earnings on business-to-business 

partnerships?  

a. What are the possible implications of a business-to-business investment? 

                                                 
10 Pedersen 1999 
11 Pedersen 1999 
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4 Thesis Structure 

The purpose of a description of the thesis structure and preparation of a visual  

model (Figure 1) is to present a comprehensive understanding and overview of the thesis structure 

and design and show how this thesis aims to answer the thesis statement. In every page of the 

thesis, there will be an icon from the thesis structure in the top right hand corner, which serves the 

purpose of providing the reader with a constant overview of the readings. 

The thesis is composed of five parts. Part I is the introduction, which has the objective to present 

the motivation for the thesis and subsequently to present the thesis statement to be answered in the 

conclusion. In part II we establish the thesis’ world. The overall purpose of this part is to explain 

how and why we have chosen to approach the thesis, and finally what theories we use and why. Part 

III contains the analysis of the current world of the Danish Cancer Society. Thus, the main purpose 

is to identify the problem/challenge/opportunity. Part IV deals with the actual analysis and herein 

our recommendations to the future world of the Danish Cancer Society, based on parts II and III. 

Thus, this can be seen as our actual problem solving part as it ends in our final conclusion. Finally, 

part V contains our final thoughts on the aftermath of our thesis. 

To further elaborate on this, we will provide an exact explanation of each chapter of the thesis to 

provide the reader with the best possible understanding of our intentions before an actual immersion 

into the respective chapters. 

4.1 Part I 

Chapter 1 consists of the introduction and thesis statement and, as mentioned above, explains our 

motivation for writing the thesis and therefore also leads to the actual thesis statement. 

Chapter 2 is the thesis statement. The thesis statement consists of a main question and one sub 

question, with the purpose to investigate what implications the main question leads to.  

4.2 Part II 

Chapter 3 is this section, containing the thesis structure section.  

Chapter 4 explains ‘how we see the world of this thesis’ and therefore serves as the scientific 

platform and method that justifies our choices and therein applied approaches to the individual 

elements. Therefore, it lays the foundation for how we create knowledge to analyze and conclude 

upon. 

Chapter 5 contains the theoretical foundation for this thesis.  
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We use CSR theory, as we believe this concept represents the basic argument for the Danish Cancer 

Society to engage in the business-to-business market. Consequently, we need to set the scene 

properly for this concept and we also speculate in its future possibilities. Furthermore, we have 

dedicated a chapter to our own view on CSR and therein some modifications to existing theory 

which we find important in regard to the Danish Cancer Society and their future implementation of 

our suggestions. 

 

We use branding theory as we wish to analyze how the Danish Cancer Society can use branding 

theory in order to increase their earnings on the business-to-business market. We describe both the 

theory of corporate branding and cultural branding as we believe that neither of the two would be 

sufficient for the Danish Cancer Society to achieve most value for themselves and their (potential) 

partner organizations. However, we dedicate another chapter to explain why a combination of the 

two approaches is the optimal solution to use, and how. To support the branding argument we use 

theories on creative execution of branding or marketing campaigns, as this will be relevant in the 

actual implementation. 

 

We draw on the theories of endorsement and co-branding to explain and support the different 

products we suggest the Danish Cancer Society to offer to their business-to-business segment. 

These theories also serve as a source of explaining of potential pitfalls in partnering with other 

brands and organizations. 

 

Finally we use the very settled frameworks PEST analysis, SWOT analysis, and TOWS (expanded 

SWOT) as tools to categorize the internal and external world of the organization, but these will not 

be explained as we believe they are commonly understood theories. 

4.3 Part III 

Chapter 6 analyzes the current marketing strategy of the Danish Cancer Society which will provide 

us with inputs on where the organization is headed. The purpose of this chapter is to present how 

our thesis differs from the actual strategy and how we can offer improvements. 

Chapters 7-8 describe the current situation of the Danish Cancer Society both internally and 

externally. The purpose of these analyses is to establish how the organization is aligned and how the 

world is set for them to achieve a greater share of the business-to-business market and thereby 
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utilize their strengths and possibilities in the best possible manner. We provide a general description 

of the Danish Cancer Society in order to give the reader an understanding of what the organization 

implies and stands for. The external analysis consists of first a micro analysis in order to provide a 

picture of the consumer in the Danish society. Hereafter, the macro analysis provides us with an 

overview of how the external world, society, and the context in general are aligned for the Danish 

Cancer Society. 

Chapter 9 is a SWOT analysis based on the internal and external findings and is used in order to 

categorize all the strengths, weaknesses, opportunities and threats of the Danish Cancer Society in 

regards to the thesis statement. 

Chapter 10 will establish what is considered valuable to organizations in regards to corporate 

social responsibility. This will in turn create the opportunity for us to propose products which allow 

the Danish Cancer Society to provide a solution to potential partnering organizations that translates 

to exactly what society demands in terms of meaning.  

Chapter 11 addresses the potential pitfalls of business-to-business partnerships. 

4.4 Part IV 

Chapters 12-15 are our actual analysis. In this part we will draw on part I and II in order to provide 

a theoretical answer to our thesis statement.  

First of all, we will operationalize our SWOT analysis from part III through the TOWS matrix. 

Thus, we will combine the strengths and weaknesses with both opportunities and threats.  

Then we will analyze the theoretical foundation for our recommendations for the Danish Cancer 

Society. We will also clarify what potential effects these recommendations will lead to both for the 

Danish Cancer Society and their partnering organization.  

Subsequently, we offer a practically applicable solution for the organization to use in their pursuit 

of more fundraising from the business-to-business market. In fact, we will end up with a tool, 

which, to some extend could prove as a framework for future collaborations. 

Finally, we will tie all ends together in our conclusion. Here we wish to bring the reader back to the 

real world and see our proposed products in use. 

4.5 Part V 

Chapter 16 is our final remarks on how the aftermath of this thesis could look like. 
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Figure 1: Thesis Structure 
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5 Scientific platform and Method 

What is reality and how should it be investigated, interpreted, and understood? These questions do 

not have a single answer, which is why several paradigms or world views exist12. In the following 

section, we will define our world view, and answer the questions accordingly. 

The section will be divided into four parts. First, we will be defining the paradigm of the thesis; 

defining the ground rules about knowledge creation and analysis methodology. 

Secondly, we will discuss the ontology of the thesis and state what reality is. Thirdly, through the 

epistemology, we wish to discuss how reality is realized in our thesis. Lastly, we will be looking at 

the actual method for our research. 

5.1 Thesis Paradigm 

This thesis is based on the scientific paradigm of the constructivist theory13. This is due to our 

perspective on meaning as a construct of language. The constructivist paradigm is in direct conflict 

with the positivistic paradigm. Thus, as positivism searches for the final truth, constructivism 

believes there is no such thing14. What is interesting in this connection is what can be said about the 

world we live in. The answer is that there cannot be said anything at all about it, because we - as 

meaning-bound creatures15 - do not have access to a world outside of meaning16. Thus, the idea of 

the existence of a world outside of meaning is a theoretical abstraction. And so, we can talk about  

the recognition of something’s existence, but with the exception that things will only achieve an 

existence as a result of discursive constructions17; in other words, we are trapped inside language 

and are thereby confined by what can be articulated within sensible meaning. 

In fact, reality is a construction built by the human mind. Thus, an exact truth cannot be found, but 

we can search for an understanding of how reality is constructed, and through this, we can construct 

reality. In other words, everything is interpreted, everybody interprets differently, the object and the 

research cannot be separated, and data is never objective.    

In regards to our analyses, it should be noted that we are aware of the fact that they are confined by 

our interpretations and understandings of our theoretical and empirical studies. Therefore, our 

conclusions might have been different if we had had a different background. We have tried to even 

                                                 
12 Darmer & Nygaard 2005 
13 Hansen 2004 | Darmer & Nygaard 2005 
14 Darmer & Nygaard 2005 
15 Hansen 2004  
16 Hansen 2004 
17 Hansen 2004 
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out this potential bias by conducting interviews before starting the project, in order to create a 

thorough knowledge of the object in question. However, these pre-studies are also biased by our 

perception. 

5.2 Thesis Ontology 

The ontological question - ‘what is real?’
18 - is the basis for how our epistemological and 

methodological questions will be answered. Reality is the rule for how we acknowledge and realize 

the world and how research and investigate it. With our constructivist paradigm, we belong in the 

relativistic ontology. Meaning that “…realities exists in the form of multiple mental constructions, 

socially and experimentally based, local and specific, dependent for their form and content on the 

persons who hold them”
19. In short, the art of interpretation is very important to the validity of 

scientific research within the constructivist paradigm and the method for interpretation will 

therefore be an important part of the methodological section below20. 

5.3 Thesis Epistemology 

As we have mentioned earlier, we, as researchers, become one with the objects of research. This is 

basically a matter of the all important interpretation. Thus, we interpret the object and this 

interpretation becomes fact. Again, it comes down to the researcher’s ability to stay true to the 

research in order to create reliable and trustworthy results21. In short “…Findings are literally the 

creation of the process of interaction between…” the researcher and the researched22. 

5.4 Thesis Methodology 

Earlier, we stated that the art of interpretation is central to the scientific research. This art is also 

known as hermeneutics, which is described as the theory, methodology, and the human basis for 

interpretation23. The theory of hermeneutics claims that “…with the right method - the hermeneutic 

circle - one can understand a meaning, expressed through text or language”
24. Thus, the theory 

deals with how one can interpret objects in the best possible and scientifically most valid way. 

 

                                                 
18 Darmer & Nygaard 2005 
19 Heldbjerg 1997:30 
20 Heldbjerg 1997 
21 Heldbjerg 1997 
22 Heldbjerg 1997:30 
23 Fuglsang & Olsen 2004 | http://www.thefreedictionary.com/hermeneutics 
24 Fuglsang & Olsen 2004:38 [Translated from Danish] 
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The most important tool is the hermeneutic circle, which prescribes that we should circulate 

between the whole content and its small parts. In short, this means that if we are talking about an 

interview, we should always consider the whole interview before interpreting single words, 

sentences or phrases. This is important as it - according to the theory - is impossible to really 

understand the smaller part of the entire text without understanding the whole thing. Thus, by 

understanding the whole text, one can understand the small parts and vice versa25. Consequently, it 

is important to continuously look at the statements used, for instance, quotes to underline the 

meaning a certain text tries to deliver and compare them to what one has found the whole text to be 

about. Thus, small parts can go against the whole and the other way around. In short, sum of 

meaning is always built upon fragments of meaning26. 

 

Within the perspective of hermeneutics, we are limiting ourselves to the above described circular 

movements between the interpreter and the object. In this perspective, it is important to underline 

that we as students with different backgrounds, come with widely different experiences, knowledge, 

etc. This combined with our social constructivist approach increases the importance of the use of 

hermeneutics. The point is that it is not possible to interpret anything independently of the 

conceptual world and culture which are our background for interpretation and understanding27. 

Thus, context plays an important role in our interpretation; as it is our perception and prejudice28. 

With perception, we mean that we cannot achieve new understanding without any knowledge on the 

subject; new understanding will always be achieved on the basis of previous understanding. 

Prejudice is defined as the ‘luggage’ that we bring to the table in the process of understanding, 

including cultural heritage, tradition, history etc. In short, we are aware of the importance for us - 

throughout our study - to be aware of our influence on the conclusions. In addition, we know that as 

a result, the conclusions might be different as seen through other interpreters' eyes.  

5.5 Field of Research 

Generally speaking, we have one subject of our research; the Danish Cancer Society. However, as 

we wish to examine the value creation of their brand, the field of research expands to other subjects. 

In addition to the Danish Cancer Society, we also want a general investigation of how CSR creates 

                                                 
25 Fuglsang & Olsen 2004  
26 Nygaard 2005  
27 Højberg 2004 
28 Højberg 2004 
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value for other organizations. However, with the field of research being the Danish Cancer Society, 

the main focus will be on how they can capitalize on business-to-business partnerships. 

5.6 Definitions 

In this section we wish to define the terms we consider essential or difficult to the understanding of 

the thesis or which could potentially lead to a different understanding than we desire. However 

some terms are mentioned but not explained as they will be elaborated on in the thesis. Thus, in 

order to provide the reader with the same understanding as our own we have we defined the 

following words. 

 

�PO: Not for profit organization 

Culture: We will approach the concept of culture as a “… historically transmitted system of 

symbols, meaning, and norms”
29. Thus, culture is not what you, I, or any other individual think. It is 

rather what “… groups of people say and do and think and feel”
30. We will stretch our definition to 

include consumption. As we will be drawing on the branding approach by Grant McCracken (2005) 

we find it important to include his view on culture. Thus, he states that “…in Western developed 

societies culture is profoundly connected to and dependent on consumption”
31. In other words, 

culture and thereby what “…groups of people say and do and think and feel…”
32 is heavily 

influenced by what they buy; and vice versa. We constitute these groups of people as Society in this 

thesis. 

Meaning: Is derived from the culturally constituted context and transferred through consumer 

goods to the consumer. 

Brand equity:  Is “...a set of brand assets and liabilities linked to a brand, its name and symbol, 

that add to or subtract from the value provided by a product or service to a firm and/or to that 

firm's customers”
33. 

�ational ideology: In regards to Douglas Holt’s (2004) view on branding he use the term +ational 

Ideology. We define an ideology as being “…The body of ideas reflecting the social needs and 

                                                 
29 Collier & Thomas 1988 
30 McDaniel et al. 2004:53 
31 McCracken 1988:xi 
32 McDaniel et al. 2004:53 
33 Aaker 1991:15 
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aspirations of an individual, group, class, or culture”
34. As it is referring to the nation this would be 

the group or culture in question. 

�eo-liberalism
35

: Is based on the notion of the State seeking to transfer part of the control of the 

economy from the public to the private sector. This is in the pursuit of a more efficient government 

and to improve economic indicators of the nation. Also the State asks for responsibility from the 

individual. This is done under the well known slogan ‘freedom under responsibility’. 

CSR: Is explained in the thesis 

Branding: Are the associations to a product or organization held by a group of people 

Stakeholder: Is a party that affects or can be affected by the actions of the business as a whole 

Philanthropy: Philanthropy is the act of donating money, goods, services, time and/or effort to 

support a socially beneficial cause, with a defined objective and with no financial or material 

reward to the donor. 

Legitimacy: Is basically when people believe that something is valuable and is ready to pay for it. 

Inside-out perspective:  Corporate Branding. 

Outside-in perspective: Cultural Branding. 

Risk: Is a concept that denotes the precise probability of specific eventualities. We distinguish 

between objective risk which are facts and subjective risk which are the perceived risk. 

Insurance: Insurance is defined as the equitable transfer of the risk of a loss, from one entity to 

another, in exchange for a premium, and can be thought of as a guaranteed small loss to prevent a 

large, possibly devastating loss. 

Financial crisis: There is currently a worldwide financial crisis. The consequences have so far been 

that both business and private economies have been under pressure and have lead to an increasing 

unemployment rate. The future impact of the financial crisis is unknown 

Perception: The meaning held by the consumer about a certain subject 

Identity projects: Is an expression of how one see himself and how one would like prefer to be 

seen. 

Business-to-business: When an organization addresses products directly to the consumer. 

Business to consumer: When an organization addresses products to an organization. 

Endorsement: Is explained in the thesis 

Co-branding: Is explained in the thesis 

                                                 
34 http://www.thefreedictionary.com/ideology 
35 Martinez & García 2000 
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5.7 Delimitation 

In the following sections, we wish to delimitate this thesis from certain areas of potential interest. 

This is due to the limited amount of space, and the unlimited field of continuous research. 

5.7.1 The Financial Crisis as Motivation 

The financial crisis has made our approach very timely. As it looks now, the turnover on business-

to-consumer activities of the Danish Cancer Society will suffer for the current fiscal year. Thus, a 

natural effect will be that funding from for instance testamentary gifts will decrease heavily. This is 

due to the fact that these gifts are based on the equity in houses and the value of the stock market. 

Both are suffering tremendously at the moment, and will show as a shortcoming or deficit 

compared to last year’s result and perhaps even the budget for this year. 

Consequently, spreading out risk, or hunting markets with growth potential is essential to any 

organization facing this and we believe our framework provide a safe way of commercializing the 

organization. 

We limit ourselves from taking the financial crisis into consideration in regards to a potential 

business-to-business market. This thesis takes its starting point in an organization with almost no 

business-to-business turnover. Consequently, one new partnering organization would be considered 

a success.  

The financial crisis is an uncertainty, and the consequences cannot be foreseen. Also a lack of 

theoretic sources makes it impossible for us to find any foundation for any claims on either 

downsizing or up scaling of CSR activities can be ultimately established. Thus, we will be using the 

financial crisis to establish that the existing market - and foundation for the organization - is under 

serious threat and that activities on the business-to-business market should be increased. 

5.7.2 Data 

We have chosen to investigate the view of CSR orientated organizations in our data collection 

process. This is in order to map the demand from this market. However, an investigation of the 

organizations’ stakeholders and the consumer in general could provide further knowledge on the 

subject and therefore relevance in this context, but this would have broadened the scope of the 

thesis significantly. Thus, we limit ourselves from these elements.   
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5.7.3 Pricing 

Also, we will delimit ourselves from pricing. We see pricing as a different thesis, perhaps as a 

follow up to this. No matter what, it is of highest importance to the organization to figure out 

exactly what to ask for their intangible product. However, this thesis provides a comprehensive 

survey of potential value offered to the business-to-business segment. 

5.7.4 Organizational Restructuring 

The field of research has involved the Danish Cancer Society to expand on the business-to-business 

market and create profit. This can potentially lead to major organizational challenges for the Danish 

Cancer Society and demand for a restructuring of their current setup. However, this is not a priority 

for this research, and will therefore not be discussed in this thesis. 

5.8 Data 

We have selected two organizations which we wish to interview. Skandia and Novo Nordisk were 

chosen on the basis of visibility in the Danish media and certain sources of secondary data - in 

regards to CSR. We believe they have different qualities within their approach to CSR which can 

illustrate the diversity on the Danish market for CSR. A view of the market should provide us with 

valuable knowledge as to how the Danish Cancer Society should approach their product 

development with the purpose of increasing their turnover. 

We are aware that this is not a representative or scientifically valid method, because what each 

organization finds most valuable to its organization is of course very dependent on its internal 

situation and external context. However, there seem to be some factors that stand out as ‘universally 

agreeable’, which we believe provide solid indications to what is valuable to organizations in 

general.  

 

In this project, the empirical study will in part be based upon several qualitative interviews - with 

both the Danish Cancer Society and potential CSR partners. We want to get an insight into - and 

create a picture of - how decision makers, in potential partnering organizations, think about CSR 

and other subjects. To be able to do this, we turn to qualitative interviews. We will base our 

understanding of interviews in general on Steinar Kvale’s book ‘InterView’36. We will keep our 

method pragmatic, as this theme can create the basis for a whole thesis of its own. 

                                                 
36 Kvale 1997 
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6 Theory 

The subject his thesis strives to explore is the business-to-business partnership from the perspective 

of NPOs. These partnerships simply involve an NPO and a for profit commercial organizations. 

This subject is not comprehensively described in the literature – at least from the view of the NPO. 

Thus, we have found a rather large quantity of material concerning CSR from the view of 

commercial organization. We have chosen to use several theories, which all contribute, to support 

our arguments. Furthermore, we further develop some of the theories, when they are not adequate to 

accommodate the market situation and/or assist in explaining the potential that lies for an NPO such 

as the Danish Cancer Society.  

6.1 Corporate Social Responsibility 

To set the scene properly for this thesis, we find it necessary to dedicate a section to fully 

establishing what Corporate Social Responsibility or CSR is, and why it is relevant in regards to our 

research. 

There exists many different views on CSR, and therefore, we find it necessary to limit the scope of 

the concept to how we chose to perceive it in this research. Thus, the different theories are chosen 

based on what we believe is more relevant to develop further on in order to best accommodate the 

challenges faced by the Danish Cancer Society. 

Where only the government used to deal with social aspects, it is now a common phenomenon that 

social responsibility takes place in the private sector37. There are both positive and negative views 

on CSR but, no matter what, the concept itself provides a new dimension to the way society is 

structured and viewed. In addition, the reality is that the concept is growing fast and its influence on 

society is growing. Danish law has recently been changed so that there now is a concrete demand 

for large organizations of a certain size to report their CSR activities in their annual report as a sign 

of that development38. 

6.1.1 History of CSR 

To many people, CSR is a relatively new phenomenon that really penetrated as a concept around 

the 1960s in the US and has evolved ever since39, especially during the last decade as it has grown 

                                                 
37  Pedersen et al. 1992 | Berlingske Tidende 22.04.2009 
38  Miljohorisont.dk  20.04.2009 
39  Carroll 1996  
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rapidly throughout the world40. In practice though, CSR has existed a lot longer, as it can be traced 

back to the old Chinese and Egyptian empires, where laws on trade that benefited both business and 

society was written down41.  

Throughout world history, we have seen different scenarios in which organizations have acted 

responsibly toward one or more stakeholders; presumably based upon philanthropic motives42.  

Today, CSR is a very popular concept that many organizations performs in some way or another 

within their organization. The difference from now and then is that today they do it with much more 

focus on profits, risk minimization etc. than on the basis of mere philanthropy, which was the main 

driving force earlier. Many organizations - especially larger ones - have traditionally embraced the 

concept because of the fear of not being seen corporately as socially responsible43.  

Cases with organizations that have acted irresponsibly - or at least were perceived as being 

irresponsible by the public - are well documented and serve as worst-case scenarios for other 

organizations. An example of this is the case of the Shell Corporation, who wanted to dump their oil 

rig Brent Spar into the North Sea because it was the most beneficial solution for all parties, 

including the environment, but nonetheless turned the world against them because of the perceived 

harm to nature and efforts made by Greenpeace44. 

Many authors suggest that pressures on organizations to involve in CSR activities are strengthening; 

thus, Mette Morsing states that “…Increasingly, companies are urged by a variety of stakeholders 

to demonstrate themselves not only as profitable organizations but also as socially responsible 

organizations”
45. And so, we see that there is a societal trend which demands responsible behavior 

from organizations46; one could say that social responsibility is needed in order to legitimize the 

organization47. We will get back to this aspect in our political analysis of the macro analysis later 

on. 

At the same time, there are many other potential motives for organizations to practice CSR behavior 

which will be highlighted in the following section. In addition to the above, there are opinions in 

society, which are more skeptical or directly negative toward the concept of CSR. We will also 

elaborate on these views in our critique of CSR. 

                                                 
40  Carroll 1996 
41  Chandler & Werther 2006 
42  Carroll 1996 
43  Jensen 2003 
44  Jensen 2003 | Fombrun & Rindova 2000 
45  Morsing 2006:175 
46  Fombrun & van Riel 2004 
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To understand why the concept has grown so rapidly over the last decades, it is necessary to look at 

the societal change that has occurred in the same period. After the Second World War, the Western 

world experienced an increase in economic wealth and the concept of the ‘welfare society’ 

emerged48. This basically means that focus is no more solely on elementary needs like survival and 

security but there is also room to focus on other issues like the environment, the conditions of labor, 

etc. According to Robert Inglehart (1997), this is characterized as a change in society from 

modernization to post modernization.  

Globalization, a concept which will be further explained in the macro analysis later on, plays a big 

part in the development of CSR. The world is becoming smaller, which means that there are more 

stakeholders to consider than before, and that they are paying increased attention on the actions of 

organizations from all over the world49. In addition to this, competition is increased and 

international, and thus CSR can be a means - or a necessity - to differentiate from the masses or to 

keep up with them. 

Like the aforementioned case with Shell, many cases tell of organizations that learned about 

globalization and CSR in an undesirable manor, e.g. Nike that did not think their supply chain’s use 

of child labor was their responsibility, but quickly found out that many of their stakeholders put a 

lot of value into it and therefore Nike came under heavy criticism from all sides50. 

6.1.2 Defining Corporate Social Responsibility 

Today, there are many different views on CSR. Because of the broadness of the concept and the 

lack of a clear definition, it is hard to define the concept. Also, it is a concept that is perceived 

differently according to the viewer51. Some hear CSR and think environmental activities, others 

social welfare, yet others condition of workers and so on. This is due to the wide array of possible 

activities within the field of CSR - covering a wide range of responsibilities.  

In Figure 2 we illustrate Carroll’s (1996) four degrees of responsibility, which organizations must 

relate to: the economical, legal, ethical, and philanthropic: 

                                                 
48  Inglehart 1997 
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The economic responsibilities of an organization should be the foundation of any organization as it 

would not survive in the long run without them52. 

The legal responsibilities of organizations are the ones set by, for instance, politicians53. 

Organizations have an obligation to abide by these rules in order to fit in with the rest of society 

and, in the final analysis, to survive and have basic legitimacy. Some believe that these two are the 

only responsibilities of the organization - for instance Milton Friedman (1970), who wrote the 

article The Social Responsibility of Business Is To Increase Its Profits
54. 

To sum up the two bottom layers, we now draw on Carroll’s overview as shown in Table 1 below55. 

                                                 
52  Carroll 1996 
53  Carroll 1996 
54  Friedman 1970 
55 Carroll 1991 

Figure 2: Carroll 1996 CSR Pyramid
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Economic and Legal Components of Corporate Social Responsibility 

Economic Responsibilities Legal Responsibilities 

1. It is important to perform in a manner 

consistent with maximizing earnings per 

share 

1. It is important to perform in a manner 

consistent with expectations of government 

and law 

2. It is important to be committed to being as 

profitable as possible 

2. It is important to comply with various 

federal, state, and local regulations 

3. It is important to maintain a strong 

competitive position 

3. It is important to be a law-abiding corporate 

citizen 

4. It is important to maintain a high level of 

operating efficiency 

4. It is important that a successful firm be 

defined as one that fulfills its legal 

obligations 

5. It is important that a successful firm be 

defined as one that is consistently profitable 

5. It is important to provide goods and services 

that at least meet minimal legal requirements 

 

 

Going further up the pyramid, we find ethical responsibilities. These are the moral behavior that 

goes beyond economic and legal responsibilities. Ethical behavior and thereby what is demanded of 

organizations to legitimize is primarily defined by society56. These demands change with time along 

with the values and norms of society. This is where organizations strive to act ethically to the more-

or-less equal benefit of society and themselves, meaning that they act without necessarily focusing 

on profits, although they often speculate in them anyway57. 

 

The philanthropic responsibilities are what an organization engages in without considering what 

benefits it can derive, thereby acting solely on a voluntarily basis for the good of society58. 

 

                                                 
56  Carroll 1996 
57  Carroll 1996 
58  Carroll 1996 

Table 1 - Carroll 1991 
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Ethical and Philanthropic Components of Corporate Social Responsibility 

Ethical Responsibilities Philanthropic Responsibilities 

1. It is important to perform in a manner 

consistent with expectations of societal 

morays and ethical norms 

1. It is important to perform in a manner 

consistent with the philanthropic and 

charitable expectations of society. 

2. It is important to recognize and respect new 

or evolving ethical moral norms adopted by 

society. 

2. It is important to assist the fine and 

performing arts 

3. It is important to prevent ethical norms 

from being compromised in order to 

achieve corporate goals 

3. It is important that managers and employees 

participate in voluntary and charitable 

activities within their local communities 

4. It is important that good corporate 

citizenship be defined as doing what is 

expected morally or ethically 

4. It is important to provide assistance to 

private and public educational institutions 

5. It is important to recognize that corporate 

integrity and ethical behavior go beyond 

mere compliance with laws and regulations 

5. It is important to assist voluntarily those 

projects that enhance a community’s ‘quality 

of life’ 

 

 

Table 2 - Carroll 1991 
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Donald Schepers (2006) offers a different approach in which he proposes three perspectives on how 

organizations act in relation to business ethics and responsibility: shareholder, stakeholder, and 

moral agency, as shown in Figure 3.  

 

In the shareholder perspective, the only focus is to achieve as much possible revenue as possible for 

the shareholders through economic maximization59. 

The stakeholder view strives to add as much value as possible to all the stakeholders including the 

shareholders and therefore employs a more holistic approach. Moral agency on the other hand is the 

pure philanthropic approach in which not only the stakeholders must be accommodated, but all 

parts of society, especially those who need it the most. 

 

Jocelyn Daw (2006) describes the concept of cause marketing which can be seen as an add-on to 

CSR. It focuses on strategic partnerships instead of more randomly picked philanthropic causes or 

issues60. The concept has grown slowly since the 80’s, but is still gaining more territory every 

year61. Daw’s model ‘The Third Way’, suggests that the motivation for the strategic partnership is 

the mutual benefit of cause and organization instead of primarily the cause. The concept is then 

based on creating a win-win situation as it will create value for both NGO and organization62.  

                                                 
59  Schepers 2006 
60  Daw 2006 
61  Daw 2006 
62  Daw 2006 

Figure 3: Own creation based on Schepers 2006
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Daw describes the development of cause marketing as a result of organizations realizing the 

potential of doing something good for society. As Figure 4 shows, it is the result of a mutation 

between philanthropy and sponsorships which create cause marketing, indicating that aspects of the 

two are combined within this concept. 

In relation to The Danish Cancer Society, these different theories on approaches to business ethics 

and CSR will be discussed and developed further in a later section. 

 

 

 

6.1.3 Measuring CSR 

As more and more organizations perform CSR and the use of the concept expands to different areas 

such as environment, employees, supply chain, cause-related marketing etc., the reporting of the 

results becomes more common as well; and even institutionalized within Danish law as stated 

earlier63. Organizations execute so-called green reporting in different ways depending on the level 

of involvement. The most commonly used method is probably the triple bottom line which John 

Elkington, founder and CEO of the think tank Sustainability, was the first to introduce back in 

1994. The concept covers these areas: planet, people and profits, and here organizations operate 

with three bottom lines which cover the social, environmental and economic results64. This is a way 

                                                 
63  Miljohorisont.dk  20.04.2009 
64  Jonker & Witte 2006 

Figure 4: The Third Way, Daw 2006
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for the organization to communicate to the stakeholders - and the world - all the good they achieve 

with CSR in a not too ‘pushy’ manner. 

6.1.4 CSR Criticism 

There is plenty of criticism regarding CSR, and comes in many different nuances, as the concept is 

broad, per definition, and is hard to thoroughly categorize. 

6.1.4.1 Lack of definition 

Carrol (1996) and Morsing & Thyssen (2003) agree that CSR lacks substance and that the 

definitions are weak and it thus becomes a rather ‘fuzzy’ concept.65 There are many different 

definitions of CSR, and also many names for it; business responsibility, corporate citizenship, 

sustainability management66 etc. As there is no one recognized definition of the concept, it is hard 

not to be confused and thereby question it. 

6.1.4.2 Whose responsibility? 

In Donald H. Schepers (2006) theory about business ethics67, the shareholders would criticize CSR 

for not having any real justification because the mission and legal obligations of the organizations 

are to create bottom-line revenue and make the organization’s stock increase. Organizations should 

therefore not focus on acting responsible toward anything else than what is required by the law 

since it is up to the politicians to make the world a better place (even though others may think that 

CSR contributes to the bottom line). This is a common and basic critique of CSR which is outlined 

by different writers, e.g. Munk (2005) and Friedman (1970). 

However, as far as this critique goes, we believe that they had their justification at one point in time, 

but the context has changed dramatically. In other words, the perception of an organization and its 

responsibilities might have been in correlation with for instance Friedman’s views at the time of his 

book, but history has changed society’s perception of the organization; from merely a nexus of 

contracts to an identity building entity68. In addition, society has dramatically changed over the 

years as we will explain in the political factor analysis of our macro analysis. 

To hint at some of it, we turn to what the coffee shop Starbucks wrote in their CSR report in 2001: 
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“Consumers are demanding more than ‘product’ from their favorite brands. Employees are 

choosing to work for companies with strong values. Shareholders are more inclined to invest in 

businesses with outstanding corporate reputations. Quite simply, being socially responsible is not 

only the right thing to do; it can distinguish a company from its industry peers”
69. If stakeholders 

demand these things, the organization must comply in order to gain legitimacy; again one could 

point to the cases of Nike and Shell. In extension of this we look at Novo Nordisk’s approach to 

CSR; they “… refer to corporate sustainability as companies’ ability to sustain and develop their 

businesses in the long-term perspective, in harmony with society. This implies a more inclusive view 

of business and its role; one in which engagements with stakeholders are not just used to legitimize 

corporate decisions, but rather the foundation for how it conducts and grows its business. It is 

about innovation, opportunity and planning for the long term”
70. Thus, in our day and age, being 

shareholder orientated also means managing your stakeholders and other external elements with no 

direct influence on the organization in a proper manner. As mentioned above, we will elaborate on 

this later in the macro analysis. 

6.1.4.3 Hard to measure 

CSR is an intangible asset to an organization, which means that there is not any rock hard proof of 

the link between CSR and ROI or financial profit71. It is therefore harder to measure the outcome of 

the efforts of CSR than something concrete like, for example, what one earns per product one sells. 

But still, there are many factors that indicate the obvious relation between CSR and ROI, at least in 

the long run, otherwise no one would bother.  

As mentioned earlier, the triple bottom line is probably the most used method for trying to achieve 

this, but even this system is not precise enough nor is it comparable between organizations72. Every 

organization has its own methods and standards, and this leaves something to be desired compared 

to normal accounting systems. 

6.1.5 Does CSR contribute to the bottom line? 

In general, it is hard to see the direct outcome of CSR on the bottom line because of the intangible 

nature of the concept. If it is a struggle to prove the short term ROI of the concept, the long term 

effects of being social responsible is more commonly accepted. Many people have a sense that CSR 
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is profitable in the long run, but how much so is more unclear. Different organizations are working 

on a system that should make it easier to see how CSR contributes to the bottom line, and among 

them are organizations such as the accounting corporation PriceWaterhouseCoopers73. 

6.1.6 Future of CSR  

To get a more practical understanding of the daily use of the CSR concept, we have included a 

survey of what organizations consider the 20 most important activities of CSR74. The list contains 

primarily subjects of importance to the conduct of the organization: not polluting the environment, 

thinking green, treating employees well, not cheating anyone, and generally upholding a morally 

correct behavior. These are, as the list confirms, more-or-less the more traditional aspects of CSR, 

but why stop here?  With the current norms in society and under the assumption that these will 

continue to evolve in the same direction, it seems likely that ‘the sky is the limit’ for CSR. In spite 

of the financial crisis, society continues to focus more and more on responsibilities of all kinds and 

thereby increases expectations to organizations. Of course, the context of each organization is 

different, and therefore everything depends on the concrete situation. But from an overall 

perspective, the potential of CSR seems to be able to reach much further than where it is today. 

Jocelyn Daw (2006) suggests that there is a great unexploited potential in the strategic alliance 

between organization and NGO. This is supported by research made by IBM that shows that more 

and more organizations acknowledge the strategic possibilities of CSR, as 68% of 250 

organizations asked focus on generating revenue by CSR activities and 54% believe that CSR 

contributes positively in differentiating from competitors75. 

George Pohle, VP and Global Leader of IBM's Business Strategy Consulting Practice makes the 

following assessment of the future of CSR: "It's not only critical for businesses to keep up with the 

emerging demands of their stakeholders, but to build CSR into the core of their business strategy. 

That is way CSR is not viewed as a discretionary cost, but an investment that will bring financial 

returns. And since customers are changing buying behavior as a result of CSR, the financial impact 

can be dramatic”
76. Novo Nordisk follows the same business strategy in which CSR is an integral 

and integrated part of the business strategy, and as such, a part of all aspects within the 

organization, as Susanne Stormer - Director, Corporate Branding & Responsibility at Novo Nordisk 
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- revealed in an interview77. These examples are far from unique, as the number of organizations 

who see possibilities in a CSR approach are increasing. In fact, it seems that the larger the 

organization, the more stakeholders it has, and therefore the greater a tool CSR can be in regards to 

managing these stakeholders78.  Still, the reality for many organizations that perform CSR seems to 

be that it is based on random choice as an add-on to the existing business rather than integrating it 

into the core of their strategy.  

There is no telling where the development of CSR will end up going because everything depends on 

the societal context and other external factors. For example, no one knows what the impact and 

scope of the current financial crisis will be and how that could potentially influence CSR. Will there 

still be focus on CSR when finances are low? In our interview with Finn Christensen from the 

Danish Cancer Society, he revealed that they do not expect any decrease in the general behavior 

toward their cause, because of the unfortunate, omnipresent nature of their cause79. Even on this 

year’s collection day, the Danish Cancer Society experienced an increase in their collection boxes80. 

Still, no one can foresee the impact in the long run if the crisis continues, and it is not unlikely that 

CSR is an area where organizations find it relatively easy to cut back expenses short term. 

However, up until now, no signs of slowing down have been seen. On the contrary, we expect great 

potential for the Danish Cancer Society, which will be elaborated on in our analysis. 

6.2 Our view on Corporate Social Responsibility 

We want to provide our own view on how to approach CSR and business ethics, because we believe 

that our version of this subject is more useful for the Danish Cancer Society in defining their own 

role when assessing the business-to-business partnership potential. 

 

We basically support Milton Friedman’s (1970) notion of economic responsibility being alpha and 

omega. The responsibility of organizations is indeed to create profit and nothing more. However, 

we see CSR as a very good and perhaps even powerful way to do so. The approach and outcome 

depends on the organization, its stakeholders, as well as its broader context. 

Coombs & Holladay (2007) states that “...Corporate social responsibility rests on managing the 

relationship between a business and society”
81. Thus, organizations “...should operate in a manner 
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consistent with the values and objectives of a society”
 82

. This is an important perspective for this 

thesis, as we will be returning to the importance of context and stakeholder management. 

 

If we try to fit the real world in with Carroll’s pyramid of responsibilities, the outcome shows that   

motivation and application of responsibilities are very different. We assume that the majority of 

organizations normally have the economic responsibilities and legal responsibilities covered. From 

this point, the situation is vaguer, and some organizations believe that their responsibilities end 

here, while others believe that they should go further up in Carroll’s CSR pyramid and take on 

some ethical and philanthropic responsibilities as well. Thus, the standard goes from the bottom of 

the pyramid and up; some going further up than others.  

 

In regards to the three focal points: Moral Agency, Stakeholder, or Shareholder - we do not believe 

that, in order to be a successful organization, one has to adopt one of the three in order to become a 

responsible organization. On the contrary, we believe that all organizations are forced to be 

shareholder-orientated, as this is both the natural foundation of an organization and its legal 

obligation. However, we do not fully agree with the views of Carroll, Schepers, or Friedman. We 

argue that in order to get the most value for shareholders and address all responsibilities at the same 

time, one need to focus on managing stakeholders and the external world with equal importance. 

Only in this way one is able to find ‘the link’ that provides the most meaning for all parties. This, in 

turn, will create the most shareholder value - in accordance with economic and legal, ethical and 

philanthropic responsibilities. This idea is visualized in Figure 2. 

This is a basic idea of how the Danish Cancer Society can increase turnover on business-to-business 

partnerships. By being a CSR ‘project’, the Danish Cancer Society is providing meaning for the 

partnering organization’ s stakeholders, by connecting them to the culturally constituted world83. In 

this way they also create a multiple win situation for all parties - and most importantly - the 

incentive for partnering organizations to request the partnership. 

Each potential partnership will be different according to the organization and its context, and 

therefore also how the Danish Cancer Society should approach them. Also the offer to the 

organizations will be different. However, they should be very critical in the selection of their 

partners, as they have many concerns to consider in order for them to achieve the most value in the 

long run without a devaluation of the brand. This will be further elaborated on in later chapters.  
                                                 
82 Coombs & Holladay 2007:112 
83 McCracken 2005 
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For the Danish Cancer Society to use this perspective, their initiating move should be to prepare a 

SWOT analysis of the potential partnering organizations in order to find out how they are aligned 

for strategic partnerships and how to approach them. Practically, this demands an analysis of the 

organization’s situation and the relevant factors could be elements such as: size, product, strategy, 

structure, stakeholder analysis, economic analysis, culture, etc. The purpose, then, is to figure out 

how the organization is aligned in order to approach them in an optimal way. 

 

 

Figure 5: Own Fabrication 

 

 

In accordance to authors such as Douglas Holt (2004), Grant McCracken (2005), and Timothy 

Coombs & Sherry Holladay (2007) we find it important to carry out a context analysis in general. In 

short this means to figure out what the external world of the organization looks like. For instance, 
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what are the norms of society, the CSR discourse, the political factors, the economic factors, etc? 

Furthermore, there is a need to explore what the organization’s market situation looks like, their 

target group, etc. 

For example, a large organization that operates worldwide and has many different types of 

legislations to comply with, and several stakeholders groups to consider, should probably be 

approached differently than the small organization that operates with few potential customers and 

stakeholders etc. 

The Danish Cancer Society can use the SWOT analysis combined with the mentioned context 

analysis, as a tool to evaluate if a potential partnership organization is qualified for partnership, and 

finally, what to offer it. 

 

6.3 Corporate Branding 

First of all, we would like to define our view on what a corporate brand is. There are numerous 

ways of defining (corporate) brands and branding. However, we wish to limit ourselves to what we 

believe are the most relevant theories which acknowledge the outside-in perspective that Douglas 

Holt (2004) and Grant McCracken (2005) have proposed. The elaboration of their views on brands 

and branding will be placed in the section ‘Cultural Branding’. 

We have chosen to use Majken Schultz (2005) for our overall definition of corporate branding - also 

in accordance with the external view - as she, in spite of her inside-out perspective, does recognize 

the importance of the external stakeholder. Before looking at the corporate brand, we will look at 

Jay Barney’s theory of the Resource Based View and define how the brand can be seen as an 

organizational resource. 

6.3.1 The Brand 

We buy a Volvo for safety, a BMW for driving pleasure, a Swatch to be perceived informal and 

young, or a Rolex because it is lavish luxury and status comes with it84.  

In accordance, Blackett and Boad (1999) describe the brand as “…a mixture of tangible and 

intangible values symbolized in a trademark”
85. 

                                                 
84  Schultz et al. 2005:26 
85  Blackett & Boad 1999:4 
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This trademark can be capable of ensuring long term market influence and value creation in terms 

of market penetration, repeat purchase or even customer loyalty 86. In other words, the brand is 

“…the polyvisual expression of a set of values; these values are built on impressions about the 

product or service concerned”
87. And most importantly, brands reside in the minds of the 

consumers88, but the organizational communication is what triggers and appeals to the meaning or 

values inherent in the brand89. These values can be divided into three classifications: Functional, 

Expressive, and Central values. The functional values refer to ‘what the brand does for the buyer, 

while the expressive are about the consumer’s own identity building as it refers to ‘what the brand 

says about the buyer’. Lastly, the central values refer to ‘what the brand and customer share at a 

fundamental level’90. In connection with these values, it should be said that a brand’s appeal to a 

consumer could involve one or more of these values. The consumer's meeting and possible 

relationship with a brand follows a cognitive ladder from awareness to loyalty. 

The tangible or rational elements of the brand are found in the bottom of the ladder, while 

intangible and the emotional appeals are found as the ladder is climbed. 

                                                 
86  Blackett & Boad 1999 
87  Blackett & Boad 1999:4 
88  Keller 2003 
89  Blackett & Boad 1999 
90  Blackett & Boad 1999 

Figure 6: Brand Value Ladder, Blackett & Boad 1999:5
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To put some brand names on these two ‘decks’, Blackett and Boad (1999) mention some 

organizations which have been active within these two approaches. 

First of all, we have Proctor & Gamble, who for years “…have built brands based on strong 

rational and sensational appeals”
91. The product communication has been about the benefits, 

strong rational and sensational appeals such as prevention of cavities, the whitest wash, and a 

distinctive fragrance92. “Finding and exploiting such functional values, however, is increasingly 

difficult, so brands that also possess strong emotional and intuitive appeal can become powerful 

assets”
93. The other approach is the emotional appeal. Brands using this approach are based on an 

inside-out mindset which we will return to in the next section ‘Corporate Branding’. 

Lastly, Blackett and Boad (1999) mention the intuitive appeal which involves the organization 

behind the brand to have an outside-in mindset. As an example can be mentioned Marlboro’s 

advertising which “…conveys a point about intuitive-led brands - the cowboy, the West, the 

carefully cultivated mythology of nearly one hundred years of Hollywood hokum”
94. This approach 

is very much in line with the theories of Douglas Holt (2004) and Grant McCracken (2005) which 

we will get back to in the chapter ‘Cultural Branding’. We will delve further into the three parts of 

the brand and the brand ladder in the later section ‘Co-Branding’. 

6.3.2 The Brand as a Resource 

Central to the Resource Based View (RBV) is that resources are good to have, but that they can 

only be seen as an advantage if they are heterogeneous and immobile95. That a resource is immobile 

implies that the resource, for instance, cannot simply be sold and handed over. 

The basic idea of the RBV is based on competitiveness and how the organizations, through their 

access to resources, are able to differentiate themselves from competitors and thus acquire a 

sustained, competitive advantage96. In order to achieve this sustained, competitive advantage, the 

organizational resources need to possess four characteristics: 

1. Resources must be able to exploit opportunities and neutralize threats from competitors 

2. Resources must be rare among the organization's current and potential competitors 

3. Resources must be non-imitable  

                                                 
91  Blackett & Boad 1999:5 
92  Blackett & Boad 1999 
93  Blackett & Boad 1999:5 
94  Blackett & Boad 1999:5 
95  Barney 1991 
96  Barney 1991 
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4. There shall be no equivalent substitute resources that are valuable or non-imitable 

 

The main resources are those which over time sustain value without being substituted by other 

resources or imitation by competitors97.  

Companies that possess resources with the above properties will often be characterized as 

“…strategic innovators, for they will be able to conceive of and engage in strategies that other 

firms could either not conceive of, or not implement, or both, because these other firms lacked the 

relevant firm resources” 98. This notion is central to this thesis in the suggestion of partnerships, as 

the Danish Cancer Society indeed has the possibility of engaging in strategies that other firms could 

not implement as they would not possess the needed resources; the Danish Cancer Society brand 

and, as we will get back to, its history. 

6.3.3 The Corporate Brand 

The corporate brand is characterized by being based on an integrated and interdisciplinary thinking 

that is based on the key ideas of the organizational identity99. Thus, the brand is build through what 

the organization is made up of internally. The focus is on developing relationships with all 

stakeholders and thus, to engage them in the definition of what the organization is - and what it 

wants to be100. 

A corporate brand arises from specific combinations of symbols, values and beliefs that are 

characteristic of both the organization and the relationship to both internal and external 

stakeholders101. An interesting aspect of Majken Schultz’ theory is the involvement of the 

employees in the corporate brand. They constitute an important brand touch point. “A touch point is 

all the different ways that a brand interacts with and makes an impression on customers and other 

stakeholders”
102; and thus, an integral part of the brand building process. 

Most authors on the field of corporate branding argue that the corporate brand should be the most 

important source of brand equity103, or we might say, the best ingredient in the building of a 

competitive advantage104.  However, this valuable resource is often neglected in regards to brand 

                                                 
97  Barney 1991 
98  Barney 1991:107 
99  Schultz 2005 
100 Schultz 2005 
101 Schultz 2005 
102 Elliot & Percy 2007 
103 Hatch & Schultz 2003 
104 Barney 1991 
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stretching; the task of making brands cover as much as they can possibly enhance the value of. As 

David A. Aaker (2004) says, many brand managers fail to see the whole opportunity spectrum of 

links between the corporate brand and other brand assets in the portfolio105. Also, they fail to see the 

potential in, for instance, co-branding, and end up in a 'no-man’s-land' - the notion that the 

corporate brand is an island106; the “…recipe for confusion and inefficiency”
107. 

 

As we see unexploited resources and potential in the Danish Cancer Society, this is a notion we will 

take up through the theory of Co-Branding as presented by Tom Blackett and Bob Boad (1999). 

The implications and potential pitfalls will be elaborated on in a later section.

                                                 
105  Aaker 2004 
106  Uggla 2005 
107  Aaker & Joachimstahler 2000 - (in Henrik Uggla 2005:785) 
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6.4 Cultural Branding 

There are numerous ways of defining cultural brands and branding. However, we wish to limit 

ourselves to what we believe are the most relevant theories. We have chosen to use Douglas Holt 

(2004) and Grant McCracken (2005) for our overall definition of cultural branding as we believe 

that these are the most relevant theories according to the challenges faced by the Danish Cancer 

Society. 

6.4.1 Grant McCracken 

According to anthropologist Grant McCracken, the world is constituted through culture, and 

therein, the formation of meaning. Therefore, products are associated with meanings besides the 

functional characteristics as described earlier in our branding section. This meaning is based on the 

brand's ability to transmit cultural meaning from the culturally constituted world to the product and 

on to the individual consumer108. 

McCracken use the concept of the meaning-based model of consumption which states “...that the 

consumer is an individual in a cultural context engaged in a cultural project. Both the context and 

the projects are culturally constituted. The context consists of the culturally specified ideas of 

person, object, activity, time and space in which the culture consists”
109. 

These projects assume that individuals are constantly seeking meaning to be able to construct the 

self, and this meaning will be sought after in the individual meaning sources such as film, fashion, 

history, subcultures, and especially, through consumption110
. This is not about getting answers to 

the great existential questions, but the meaning which individuals seek to create in their own small 

universes in relation to cultural categories such as age, gender, sexuality, time, etc.111. 

Thus, these elements in which individuals seek meaning are created by the culturally constituted 

world; after which the meaning creating process recreates the culturally constituted world in an 

ongoing process. Thus,”…goods are both the creation of and creators of the culturally constituted 

world”
112. 

It is an ongoing process, as culture is a dynamic phenomenon that is constantly changing according 

to the ways of the individual and its surrounding world. Said individuals grow older; get children, 

new jobs, etc. In other words, we move from place to place in our lives as reflected in the meaning 

                                                 
108  McCracken 1986 
109  McCracken 1987:121 
110  McCracken 2005 
111  McCracken 2005 
112  McCracken 1986:74 
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creation process. McCracken says: "In a sense, the members of a culture are constantly engaged in 

the construction – the constitution- of the world they live in"
113. 

Companies must think of a new C (culture) in John Deighton and Robert Dolan’s model on the 

relationship between Customer, Company, Competitors and Collaborators114. Culture is integrated 

into the other Cs, and organizations must understand the cultural context of the consumers and their 

individual project - and on this basis try to move the correct meaning from the culturally constituted 

world to the product. The Culture hereby serves as the foundation for all other activities. 

This can be done in two different ways: by advertising for the product or by using the fashion 

system115. Using advertising, it is the organization or advertising agency who is the writer, and it is 

important that they choose the meanings from the cultural categories that provide the most meaning 

for their target audience. 

The fashion system is very similar to advertising in its transfer of meaning to a product. It differs at 

the source, as the transfer of meaning in the fashion system is shaped and controlled by more 

objective individuals like journalists, opinion leaders, etc. (as opposed to advertising, where the 

transfer is carried out by the organization itself and is less objective). 

A practical example of McCracken’s theory would be ‘The Marlboro Man’, as we also described in 

the corporate branding section above. McCracken draws on cultural categories such as gender, age 

and lifestyle. Thus, the target audience will create meaning in their lives in relation to being a 

middle-aged man who has an exciting and free lifestyle. And so, when an individual smokes 

Marlboro cigarettes, it is a ritual that transfers the meaning from the product to the individual and 

thereby creates meaning within the individual’s identity project. There are different rituals that can 

transfer this meaning to the individual, such as exchange rituals, possession rituals, grooming rituals 

(Marlboro example) and divestment rituals116. 

6.4.2 Douglas Holt 

Douglas Holt believes that successful brands tell stories that can address a cultural contrast, which 

is a wider group of people's desires and anxieties. These desires and anxieties are provoked by a 

change in the national ideology (historical context). When the brand tells the individuals exactly the 

right stories, it smoothes out the conflict between consumers’ identity projects (or McCracken’s 

                                                 
113 McCracken 1986:73 
114 McCracken 2005 
115 McCracken 1986 
116 McCracken 1986 
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cultural projects) and the national ideology in a period of time in which these do not go in the same 

direction117.  

To elaborate on his theory, we will now explain its individual elements. The brand genealogy is all 

the stories that are told about the brand over time - and therefore an understanding of how the brand 

has created identity value for consumers118. 

This value is created through myth markets, which occurs when cultural contradictions become too 

big for one or more groups of society. There is herein a cultural disruption present in the national 

ideology, which means that there has been a shift in the historical context which leads to tensions or 

contradictions in relation to the reality of certain groups of people119. It is these myths that Grant 

McCracken (2005) calls meaning which is needed to be able to grasp the surrounding world and the 

things that need to be given a purpose or a meaning. When trying to give certain things meaning or 

a purpose, Holt (2004) talks about identity projects, which again is the same as what McCracken 

(2005) calls cultural projects. 

 

An identity brand is a brand that carries an identity myth. A myth is the story that can accommodate 

the imbalance between national ideology and people's desires and anxieties; and thereby make 

sense, give meaning, or explain the purpose of things which are hard to grasp. A myth is 

constructed out of the raw material being supplied from the populist worlds, which are "... groups 

that express a distinctive ideology through their activities"
120. An example of a populist world is a 

‘biker club’, such as the Hells Angels121, which supplies the myth about being a Biker. Another 

example is the ‘Hillbilly’ community in the United States. To succeed as a brand manager, one 

must draw on a populist world that outsiders consider to be authentic by having the correct literacy 

and fidelity. In addition, the myth must come with charismatic aesthetics122.  

 

Holt argues that there are three different types of brand loyalty in relation to being an iconic brand: 

the insiders, followers and feeders - and these are interdependent.  

Insiders are those who give the myth credibility, e.g. Bikers that live the lifestyle completely or in 

our case, those who have got an actual cancer diagnose. Followers are those who find the greatest 

                                                 
117 Hansen 2008 
118 Holt 2004 
119 Holt 2004 
120 Holt 2004:58 
121 The American part of Hells Angels - as the Danish section has become a different thing with different meanings 
122 Holt 2004 
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value in a brand’s myth, and they buy the story of the brand, e.g. Biker lifestyle and freedom, or 

fighting cancer. They typically buy a Harley Davidson and through the very ritual create meaning 

for themselves. We translate this to be those who consider themselves relatives to a diagnosed 

patient who invest time and money in the fight against cancer. Feeders are the people which are 

peripherally interested in the myth. Mainly because it is modern and they want to follow the stream. 

They are cultural parasites who might buy a Harley Davidson T-shirt123 or in our case support the 

cancer cause in order to get tangible evidence which can build on their identity projects. The latter 

group showed their faces in large numbers during the eighties and nineties in regards to the fight 

against AIDS, when everybody showed their red ribbon as the tangible evidence of their personal 

involvement in the cause. 

 

Cultural Authority is the brand’s right to return later and tell the myths, which addresses the cultural 

concerns of the target audience. Political authority is the right to tell a completely new story, if only 

it addresses the same ideals. For example: "Bud champions the ideals of American manhood for 

non-elite working men”
124

. It is the brands that give material access to the myth and the myth will 

live on until the emergence of a new cultural disruption. Then it will be necessary to restart the 

whole process of maintaining an iconic brand.  

6.5 Branding redefined 

Based on the theories of corporate branding and cultural branding, the purpose of this section is to 

establish how the Danish Cancer Society should approach branding. We believe that neither of the 

two theories is quite adequate theories to alone achieve maximum value in today’s market. We 

therefore believe that in order to accommodate the unique market faced by the Danish Cancer 

Society the optimal solution is the combination of the both corporate and cultural branding.  

Corporate branding is probably the more used of the two approaches and is certainly the easiest to 

use in practice. We see corporate branding as an inside-out perspective, meaning that first you 

identify who you are by asking your stakeholders what their perspective is. Then, you try to deliver 

on these conclusions. The great thing about this approach is that it aligns the stars as Hatch & 

Schultz (2001) puts it in their article “Are the strategic aligned for your corporate brand”. This 

way the organization find its own identity; a joint force of delivery that helps people separate the 

organization from others and therein relate it to some exact associations that are hopefully unique 

                                                 
123 Holt 2004 
124 Holt 2004:124-125 
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and positive. Thus, the basic claim of corporate branding is; this is who I am, do you like me? This 

is a good, solid, and rather tested approach to branding. What this approach basically lack is the 

context consideration. What happens if the answer to the question ‘do you like me’ is ‘NO’? Thus, 

it is a good idea to have the foundation of the corporate brand established but it is necessary to look 

at it through the culturally constituted world in order to create maximum value for the individual 

identity project of the consumers. Thus, through corporate branding you can achieve awareness, 

positive associations, etc. but the brand will never be all that it can if it the dynamic trends and 

cultural construction that dominates society is considered. 

As Klaus Fog (2002) says… ”We need the story to communicate and understand ourselves. We tell 

stories about our experiences in trying to get back on the conflicts in everyday life, and to find 

explanations of how the world and our own lives are making sense"
125

.
 
 In extension, Fabian Csaba 

and Anders Bengtsson (2006) provide a re-evaluated view on brand identity within the perspective 

of corporate branding. They reject the traditional interpretation of the brands having a static DNA. 

And so they argue that "... perhaps, branding is better understood as ongoing processes of 

identification of, on the one hand, brands with multiple, culturally significant, contested meanings 

and, on the other, identification of consumers and stakeholders with the brand
 126

.
 
 

We see these authors as a link between the corporate branding perspective and the theory of cultural 

branding. Thus, the corporate brand is about consistent storytelling and cultural branding search for 

the dynamic story to be told in interaction with the conflicts in everyday life and how to make sense 

of it through consumption. Thus, the static picture of the DNA must be discarded in favor of a 

combined view of brand meanings and brand consumption; brand output and brand input.  

 

We find this dynamic branding perspective in cultural branding which represents an outside-in 

perspective. However, the weakness of the approach is that it devaluates the ‘inside’-perspective 

and basically elevate the context of the organization to the most important part of the branding 

initiative. And so, the approach is to look at the cultural world and find out what makes sense to the 

consumer’s identity project and this should then be the key element of the brand. We do not fully 

agree with this.  

The great thing, on the other hand, about this approach is that when you succeed in identifying the 

trends that provide consumers with meaning you really make a difference and create emotional 

                                                 
125 Fog:et al. 2002:18  
126 Csaba & Bengtsson 2006:132 
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value in the minds of the consumers. The challenge is that it is relatively hard to achieve success 

and it can demand vast amounts of resources to identify these trends that appeal to a broader group 

of people and continue to keep track of the developments in society. Another challenge is that 

whenever the trends change and with it what creates meaning for the consumer identity projects, the 

branding will loose effect unless the organization has foreseen this change and prepared for it. As 

earlier mentioned this is hard to achieve which is why we propose that a foundation of corporate 

branding provides a safety net for unforeseen contextual changes and the cultural branding provides 

icing on the cake for the corporate brand. 

  

As we see it, cultural branding alone can be highly successful in the short term but unstable in the 

long run, unless you are up to the task of constantly identifying cultural trends, whereas corporate 

branding is not so fluctuating but longer term and more stable. Therefore, we see complementary 

effects in the two, and thus, we see no reason to discard one or the other. 
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6.6 Corporate Cultural Brand Management 

We propose that a solid base for the brand investment is made on the basis of corporate branding. 

Next step is the actual marketing investment in which cultural branding should be dominating in 

order to transfer as much possible meaning to the identity projects of the consumers. This should be 

a cycle always incorporating the cultural aspects in the corporate brand and communication and 

vice versa as described in Figure 7. 

 

In regards to Figure 7, and the theory behind it described above, we have also derived a framework 

which will help keep track of what to do, when building new partnership value. This framework 

will be used throughout this thesis, building a future tool for the Danish Cancer Society. 

The first step is shown in the red boxes and will be called Maximize. In this step it is about building 

the corporate brand; creating meaning from the inside and out. This includes communication based 

on research showing objective risk of getting cancer. However, it is important to note, that this 

communication should be absolutely free from how risk is lowered or minimized. 

The second step is the green boxes and will be called Contextualize. Now it is time for the cultural 

brand and societal appeal. It is as described here the relevance of the brand towards society is 

Figure 7: Own Fabrication
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formed from the outside and in. As favorable changes in national ideologies are identified or 

created, the organization should quickly use its relevance to create value for partnering 

organization; leading to the next step. 

This, the third and final step, is marked with blue and will be called Commercialize. At this point it 

is time to cash in on the work put in the corporate cultural brand building. The marketing 

investment should mainly consist of a risk minimizing message. The message should be carried by 

the product of the partnering organization, as the counterpart of the intangible brand of the Danish 

Cancer Society should be as tangible and of an actual insurance-like risk minimizing nature. 

Through these three steps, our framework is built as shown in Figure 8. 

 

In short, the framework demands a continuous maximization of risk production in society. If this 

production comes directly, indirectly, or without the knowledge of the Danish Cancer Society is of 

secondary importance, as long as it has a clear link to the cancer cause. Hereafter, the relevance to 

society should be found outside of the risk. This is done through either the culturally constituted 

world or the continued process of creating and finding changes in national ideologies which create a 

demand for the meaning within the Danish Cancer Society’s message. The permission to deliver 

this message to the consumers is then given to a partnering organization which matches specific 

demands or the consumer identity project. The message should be given through the product itself 

and with the endorsement of the Danish Cancer Society clearly stated. 

 

Figure 8: Own Fabrication
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As we will discuss later in the macro analysis, the organization who is involved in politics, socially 

responsible, and offers risk minimizing products and treatment for the somatic individual, delivers 

the most value for the contemporary consumers’ (and stakeholder’s) identity projects. 

The Danish Cancer Society must realize that they have the potential to represent this cultural 

branding aspect for organizations, which may already have strong corporate brands but misses the 

link that can take them from good to great.  

6.7 Applying Cultural Branding to the Danish Cancer Society 

An application of the cultural branding theory reveals new aspects of the Danish Cancer Society 

product and potential competition for the organization. 

Within cultural branding, society is the key factor in designing the brand. Not only contemporary 

trends are in evidence but also the bigger lines in the public debate. Thus, to the Danish Cancer 

Society an opportunity arise as the public debate has been revolving around the subject of cancer 

treatment in Denmark. 

A group of people are claiming that not enough money is used on the field of cancer treatment, and 

in addition some 200 patients every year goes to China to receive ‘proper’ treatment127. This shows 

an interesting tendency of taking matters into own hands128 in a lack of confidence or downright 

mistrust in the Danish Health Services. We see this as a sign of a collective anxiety of the Danish 

society as it involves everybody, from the diagnosed patient, to the involved Ministry, and through 

the media the entire Danish population. The cornerstone of cultural branding is a brand being able 

to act as a building block in the consumer’s own identity project129. This is done by knowing the 

collective anxieties and desires of the nation and offer products to smooth this anxiety. Thus, the 

successful products are “…useful fabrications that stitch back together otherwise damaging tears in 

the cultural fabric of the nation”
130. These tears in the cultural fabric all comes down to the mistrust 

to the Danish Health Services and as the articles from Helse.dk131 and TV2East.dk132 show they are 

to some extend stitched back together by taking matters into own hands. To the diagnosed patient 

matters into own hands refers to buying a ticket to China for further treatment, but to the potentially 

diagnosed Dane133, this is not an option. How can these individuals sooth their anxieties? We 

                                                 
127 http://helse.dk/2009/06/10/kr%C3%A6ftsyge-danskere-s%C3%B8ger-nyt-h%C3%A5b-i-kina/ 
128 http://www.tv2east.dk/artikler/populaert-samle-ind-til-kraeftbehandlinger 
129 Holt 2004 
130 Holt 2004:8 
131 http://helse.dk/2009/06/10/kr%C3%A6ftsyge-danskere-s%C3%B8ger-nyt-h%C3%A5b-i-kina/ 
132 http://www.tv2east.dk/artikler/populaert-samle-ind-til-kraeftbehandlinger 
133 Referring to the Macro Analysis and the Somatic Individual 
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propose that this is the big opportunity for the Danish Cancer Society. Already they are capitalizing 

on this as (potentially) diagnosed patients are turning out in thousands for the annual collection. 

 

This has resulted in record-breaking collections in the past couple of years as Figure 9 shows which 

is driven by the Danish Cancer Society’s continuous fight for funding to the Danish health system 

and cancer treatment; the foundation for the contemporary social anxiety. Thus, the chairman of the 

Danish Cancer Society has been protesting to the Ministry of Finance that too little money is spent 

on the area, which is concerning the organization134. Once again we see a great example of how to 

prime the organization to capitalize on being the patch on the cultural tears. 

 

 

 

 

                                                 
134 http://www.cancer.dk/Cancer/Nyheder/2009kv2/regioner_oekonomi.htm 

Figure 9: The Danish Cancer Society Gross Annual Result

http://www.cancer.dk/Cancer/Nyheder/Presserum/nogletal.htm
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In addition to the continuous rise in collection figures the membership base is rising every year.  

Thus, as Figure 10 shows more than 430.000 people are now members of the organization135 after 

many years of influx, which is another sign of how this organization and brand brings meaning to 

the business-to-consumer side of their stakeholder map. It seems they have found out how to 

capitalize on this market with the tug-of-war analogy marketing investment (Illustration 1). 

 

This thesis seeks to find how this positive progress on the Business-to-Consumer market can be 

transferred to the Business-to-Business ditto. 

 

 

                                                 
135 http://www.cancer.dk/Cancer/Nyheder/2009kv1/rekordlandsindsamling.htm 

Figure 10: The Danish Cancer Society Membership Numbers

http://www.cancer.dk/Cancer/Nyheder/Presserum/nogletal.htm

Illustration 1: From the Marketing Platform ‘Tug-of-war’
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6.8 Endorsement - a Meaning Transfer Vehicle 

In connection to what we illustrated in our view on CSR, we wish to elaborate on how meaning is 

transferred. This will be done by incorporating Grant McCracken’s (2005) view on endorsement as 

a vehicle for “…the successful transfer of meaning”
136. As such, the endorser should be used as a 

source of collective meaning; a common source of reference137. 

We see the Danish Cancer Society, or any other NPO for that matter, as a potential endorser of 

organizations and products. Thus, when partnering with an organization, they put their name on the 

line for the endorsed organization or product in question138. Also, offering an intangible image, they 

function as a stabilizing factor for tangible product manufacturers. Thus, according to the formal 

definition of the word, we are dealing with endorsement. To endorse is defined as to place a 

signature on a check “…as evidence of the legal transfer of its ownership”
 139 or “…on a contract, 

to indicate approval of its contents or terms”
140. Moreover, it is to acknowledge, give approval of, 

or give support to, e.g. a political candidate141. The dictionary ends the definition with the synonym 

“approve”
142. Indeed, the good cause is approving the product or organization which is borrowing 

the brand, co-branding143, or co-authoring144 a myth with the Danish Cancer Society. These are 

elements we will get back to in the analysis later on. To conclude, if the Danish Cancer Society 

were to put their logo on a partnering organization’s product or entity, it translates well into a 

signature, and thus we argue that they indeed approve the “…contents or terms”
145. To conclude, 

we argue that the Danish Cancer Society constitutes the power of endorsing organizations and 

products under other brands. 

6.8.1 The Successful Endorsement 

A successful endorsement should incorporate culture as any other marketing investment146. Thus, it 

only “…succeeds when a Society is fashioned between the meanings of the cultural world on the 

one hand and the endorsed product on the other”
147. To sum up “…the effectiveness of the endorser 
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143 Blackett & Boad 1999 
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depends, in part, upon the meanings he or she brings to the endorsement process”
148. In short, the 

meaning offered by the Danish Cancer Society within society should be easily associated with the 

meanings provided by the parent organization or product. However, as we will argue in the 

following section, it is not enough only to have meaning. Other aspects are needed in order to avoid 

certain pitfalls and a damaged brand. 

6.9 Co-Branding 

As we will be establishing throughout this thesis, the meaning inherent in the brand and or the 

product is of greatest importance. According to our cultural branding approach, the actual go-to-

market strategy should involve a thorough cultural analysis of the target market149. This is due to 

the needed knowledge of what gives valuable meaning to the (potential) customer and the identity 

projects they have. Thus, the transfer of meaning to the customer becomes of utmost importance, 

and likewise, the vehicles for meaning transfer as described by Grant McCracken (2005). 

We argue that Co-Branding is one of these vehicles, and we will in this section elaborate on how 

this is. Also, we will in the analysis later on show further details of the meaning the Danish Cancer 

Society can offer potential partnering organizations and their products. 

6.9.1 The Definition 

Co-Branding is defined as being “…a form of co-operation between two or more brands with 

significant customer recognition, in which all the participants’ brand names are retained”
150. 

These co-operations can have various durations but most typically this will be defined by the 

product or campaign life cycle151. However, determining longer term collaboration will prompt 

“…more extensive sharing of assets and expertise”
152. This would be of utmost importance to the 

Danish Cancer Society, as the meaning and values fit is integral in legitimizing the collaboration 

with commercial organizations; a notion we will get back to. 

Blackett and Boad (1999) suggest a hierarchy of the types of value creating collaborations. We wish 

to explain these further as value creation is central to the thesis.  

The ‘Values Endorsement co-branding’- and the ‘Reach/Awareness co-branding’-approach will be 

used to describe a pitfall within the present co-branding efforts of the Danish Cancer Society. On 

                                                 
148 McCracken 2005:102 
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the other hand, the ‘Ingredient Co-Branding’ and the ‘Complementary Competence Co-Branding’ 

chapter will be the foundation of our later analysis and discussion of the future partnerships of the 

Danish Cancer Society.  

The hierarchy is pictured in Figure 11 and shows in short how the goodness of fit can enhance the 

outcome of the collaboration. On the basis of the coming sections, we will at a later point discuss 

how different approaches to co-branding can mean success or failure in the long run. 

6.9.2 Reach/Awareness Co-Branding 

This approach to co-branding involves the lowest level of shared engagement from the 

collaborating partners153. The value creation consists of situations in which the partnering 

organizations increase brand awareness of both brands through exposure to the partner’s customer 

base154.  

The selection process involves few criteria. Thus, mutual brand features such as strategic goals, 

values, and positioning are enough, but not necessary, for a successful partnership155. 

                                                 
153 Blackett & Boad 1999 
154 Blackett & Boad 1999 
155 Blackett & Boad 1999 

Figure 11: Hierarchy of types of value creation sharing in co-operative relationships, 

Blackett & Boad 1999:9
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6.9.3 Values Endorsement Co-Branding  

The Values Endorsement Co-Branding approach is specifically designed to include endorsement of 

brand values and positioning. It comes close to the traditional corporate sponsorships, in which an 

organization donates to a public cause and in return receives publicity for the brand. In other words, 

the brand comes to be associated in the public mind with the supported cause and its positive ‘good 

citizen’ brand values156. The essence of value endorsement co-branding is that two or more 

participants co-operate on a background of having or wanting an alignment of their brand values in 

the minds of the consumers.  

The selection process from the NPO's side, involves a more thorough search for an appropriate 

partner, with a rough brand values fit157. 

 

An important issue is that the Danish Cancer Society puts their brand on the line, when going into 

commercial collaborations158. This is also well documented in the literature, which will be a part of 

our values analysis159. The values endorsement co-branding is about the two participants wanting to 

achieve an alignment of their brand values in the minds of the consumers. At first, this seems 

innocent, but it is exactly what is wrong with the approach from most NPOs. As the partnering 

organization is endorsed by the NPO, the brand will be associated with the good cause in the minds 

of the consumers, with all the positive brand values it contains. Thus, the NPO is lending out their 

values to pull a partner organization up the Brand Value Ladder to the NPO’s level of incremental 

value. Instead, we will propose a different approach in which the fit makes the value transfer 

reciprocal. 

6.9.4 Ingredient Co-Branding 

Essentially, the Ingredient Co-Branding approach is more focused than the two approaches 

mentioned above. The producer of a product destined for the end-user wishes to convey messages 

about the attributes and values of the product or organization160. Thus, he will find a branded 

ingredient whose own brand image reinforces these desired attributes and values161. 
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6.9.5 Complementary Competence Co-Branding 

This approach involves two market-leading - or at least powerful and complementary - brands 

which collaborate on creating a product that is more than the sum of the parts162. They both heavily 

rely on the other committing a selection of its core skills and competencies to that product on an 

ongoing basis; tangible or intangible163. The two brands become important elements of the 

collaboration as they provide strong meaning to the consumers164. This will be shown in the later 

analysis. The selection process should involve finding the market leader, or at least a powerful 

brand on the market165. If this is not possible and the brand power of the collaboration is weakened, 

it might be preferable to set up a formal alliance under a new brand identity166. 

6.9.6 The value creation in Co-Branding 

“Understanding how consumers judge the goodness of fit between an extension and a parent brand 

requires one to know exactly which aspects of the new product and the existing brand category they 

will compare”
167. This aspect is very closely interlinked with our cultural branding approach and 

the outside-in perspective this implies. Thus, knowing your surrounding’s approach to meaning 

markers such as brands involves having insight in the cultural context168. To know which aspects 

that would be interesting to match within a brand-cooperation, we will elaborate further on the 

drivers of society in our macro analysis. Among others things, it should cater to a risk management 

mindset. In addition, it should try to meet the individualistic as well as somatic behavior and needs 

dominating society. 

The advantage of co-branding is that “…Visible elements often have a strong influence on 

perceptions: colour, logos, and architecture can all be utilized to help a customer evaluate an 

intangible service”
169. Thus, as the situid is offered a wide array of products, the evaluation is 

prompt and based on, for instance, visual elements with strong meaning content. 
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6.9.7 The Rossiter-Percy Grid 

To explain a central value in our co-branding perspective, we turn to the Rossiter-Percy Grid as 

described in Richard Elliot & Larry Percy’s (2007) book Strategic Brand Management. The grid 

"…proved a structure for identifying the appropriate creative tactics to be used in effecting positive 

brand attitude with advertising and other marketing communication, as well as the appropriate 

brand awareness creative tactics"
170. In other words, it is "...four basic brand attitude strategy 

quadrants, for each of which an appropriate brand awareness strategy must be considered"
171. 

Thus, all marketing investments should involve considerations on how brand awareness and attitude 

play together by utilizing the grid as shown in Figure 12. 

6.9.7.1 Involvement 

First of all, it is necessary to assess the involvement qualities of the product in question. One can 

never define the exact involvement, but it is more about making a conclusion probable172. In short, 

the concept of involvement “…is a function of three sources of importance: the consumer, the 

product, and the situation”
173; in other words, it is person/product/situation specific. In the 

perspective of the person (or consumer), it is evident that the self-concept, values, personal goals 
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Figure 12: Rossiter-Percy Grid, Elliot & Percy 2007
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and needs are things that can weigh towards either an increase or decrease in involvement174. On the 

same note, product characteristics which affect the level of involvement include price, frequency of 

purchase, symbolic meanings associated with the product and its social visibility, the perceived risk 

of poor performance or potential for harm, and the length of time one will have to commit to the 

product once it is purchased175. The situational variable includes aspects of the purchase situation 

itself, such as amount of time available, and more aspects of the intended use situation such as 

whether the product is intended as a gift, or will be used in an important social situation176. 

6.9.7.2 Motivation 

The motivation can either be positive or negative. Negative motives deals with actions which solve 

or avoid problems. The motivation is negative if the product is a solution to the consumer’s 

problem. For instance, a cleaning agent would be the solution to the consumer’s dirty floor or “…a 

father is worried about what will happen to his young family if he has an accident and can't work 

(problem), so he buys insurance (avoidance)”
177. The positive motives on the other hand involve 

seeking personal satisfaction or social approval. Buying pastries at a bakery is sensory gratification, 

whereas buying a new grill to impress the neighbors is about social approval178.  

A product can even be a little of both, which only increases the importance of positioning through 

benefits179. 

6.9.8 Creative Execution and Benefits 

It is important to ensure a certain fit between the motivational background of the product and the 

benefit focus in the creative execution180. 

"At the high-involvement level, when dealing with negative motives, there is a significant difference 

in creative tactics. Here the target audience must be convinced by what you say in the 

advertising…"
181 and “…In order to ensure that a message will be believable, the benefit claims 

made must be consistent with how people currently think about the brand, its competitors, and the 

category in general”
182.  
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Thus, informational (negative motive) brand attitude strategies must provide information, and for 

high-involvement decisions, the potential buyer must be convinced by the advertising before they 

will make an actual commitment to the purchase. It takes time to arrive at the purchase because the 

consumer is unlikely to be convinced the first time they see an advertisement. If the brand manager 

for the high-involvement product is not aware of this need for advertising, and is patient in order to 

fully convince the target audience to purchase, consumers may give up on the brand183. 

The four quadrants as showed in Figure 12 create a framework for the creative execution which is 

shown here in Figure 13. 

6.9.9  The Ideal Co-Branding Relationship 

Authors such as James E. Austin (2000) view non-profit and business relationships as a series of 

progression stages. He divides the relationship over time into three stages: 

1. First of all, the philanthropic stage, in which the non-profit sees the business as a mere 

source of resources and a benefactor. The business on the other hand views the non-profit as 

nothing more than a charity. Interactions between the two organizations are limited as there 

is no need for greater involvement. 

2. Secondly, he mentions the transactional stage within which the business and non-profit start 

to find benefits from the collaboration. Now the relationship goes further to recognize that it 

is an exchange. Both parties now see that they have value to offer the partnering 

organization and dialogue opens accordingly.  
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Figure 13: Brand Attitude Creative Strategies, Elliot & Percy 2007
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3. Finally we find the integrative stage. Now both partners have the intention to deepen the 

relationship. Common values and overlapping vision and mission are in focus. The extreme 

version of this stage includes a ‘blurring’ of the identity boundaries of the organizations 

“…as the two parties define themselves partially from their relationship with the other”
184. 

Austin goes on to acknowledge that all non-profit business societies do not evolve to the 

integrative stage, but he offers this stage as the ideal185. 

 

On the basis of Austin’s (2000) theory, we argue that the progress of relationships are based on a 

continuum, as shown in Figure 14, in which a given relationship can be placed and dynamically 

moved towards the ‘ideal’; the integrated relationship.  

 

This correlates well with our approach to co-branding, which also creates a flow from the low-

involved relationship towards the highly involving complementary competence approach in which 

the two partnering organizations rely more upon each other. We argue that in our case ,when Austin 

(2000) talks about a blurring of the identity boundaries of the organizations, it is more about the 

meaning conveyed through the co-branding initiative than it is about the actual organizational 

boundaries. This constitute the desired stage of any relationship for the Danish Cancer Society; it 

should come so far that the consumer knows who is communicating but cannot differentiate whose 

message it is, as it could just as well come from the partnering organization as from the Danish 

Cancer Society itself. 
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Figure 14: Own Fabrication, based on Austin 2000
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To sum up this section on the ‘ideal relationship’, we look to Frédéric Begemann (2006), who states 

that “…Many instances of ingredient branding exemplify [that] greater market penetration is 

achieved by selecting a partner that adds core benefits to the co-branded product”186. This should 

be combined with the view of Leuthesser et al., who promotes four different approaches to co-

branding in which the ‘Reaching In’ approach, as shown in Figure 15, is of greatest relevance to 

this thesis. 

We are limited to the two lower approaches as we have established that the complementarities are 

of the utmost importance187. The Reaching In strategy states that by choosing a partner that adds 

significantly to the co-brand’s core bundle of benefits, the product will achieve greater market 

penetration188. There is also the interesting possibility that the organizations will gain access to each 

other’s customer base. Thus, they state that this co-branding strategy “…is based on the common 

observation that co-branding can bring together brands with different market franchises, thereby 

offering opportunities for access to new markets”189. For the Danish Cancer Society, this is very 

interesting as this provides them with an opportunity to capitalize on the business-to-business 

market while creating awareness with the business-to-consumer market. This fact counts for both 

our endorsement and our co-branding product, as we will get back to in the later analysis. Actually, 
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Figure 15: Co-branding strategies, Leuthesser et al. 2003:40
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as Leuthesser et al. continues, “…one partner may be able to gain access to the other’s market, or 

the co-brand may provide an opportunity to develop a market entirely new to both”190. 

In short, we can conclude that while the relationship should start somewhere realistic, it is 

preferable to tie up organizations with matching values and to create common goals as soon as 

possible191. All real benefits from co-branding accrue to the relationship as the meanings and 

messages conveyed from it are in sync and the difference between the partnering organizations' 

goals is more or less impossible to find. 

 

The other approach located in the bottom, Reaching In, is also of interest as it fits well with our 

endorsement approach. Thus, two products, employment and health awareness, are linked together. 

At first to create healthier, happier employees, but to the Danish Cancer Society, it is just as 

important to get personal with a new market; potential new members, collectors, and supporters. 
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7 The Current Strategy of the Danish Cancer Society 

As earlier mentioned the purpose of this chapter is to clarify what the Danish Cancer Society is 

currently doing and planning. Followed by how our thesis differs from this and how we can offer 

improvements. 

First of all, an important point in the strategic focus of the Danish Cancer Society is that they wish 

to exploit the business-to-business market further than is the case today. Thus, the 4% they can 

present today from business-to-business partnerships of the total turnover is abysmal compared to 

the largest American NPOs that pull in a whopping 20% of their total turnover from this market. 

Consequently, we argue that an unexploited potential in this market is evident. 

7.1 The SWOT 

The marketing strategy features a SWOT presenting a summarized view on the organization’s 

internal and external opportunities and challenges. 

In this SWOT, the main focus is on the strong brand which supports the well functioning 

fundraising192. However, the weakness is also brand-related as the positioning of the organization 

itself is blurred and they are even confused with being a part of the public sector193. This fact is a 

major setback for the organization in regards to our finding. Thus, a clear distinction between the 

organization and the State is necessary to convey meaning to the stakeholders in regards to national 

ideologies. As we will get back to later on, a more commercial strategy involving close 

collaborations within the business-to-business market in the strategy would definitely change the 

perception of the organization. This change is much needed, both in regards to the business-to-

consumer market but also, as mentioned, towards partnering organizations.  

The opportunities mentioned are also about entering into a more committed partnership strategy on 

the business-to-business market. Thus, they see themselves as able to position the organization as a 

social sponsor object towards businesses194. This should also be done through product-driven 

campaigns as we have already observed with the breast cancer campaign195.  
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The threats are mainly competition based. Other NPOs are positioning themselves and this is 

something the Danish Cancer Society is aware of. In addition, the financial crisis is in focus, as this 

could imply lower funding from the business-to-consumer market196.  

 

This SWOT implies some changes in the future marketing departments focus. However, the SWOT 

itself provides little or no basis for analysis of concrete internal or external initiatives in terms of 

changing the strategic approach. The rest of the document comes closer to providing this as we will 

elaborate on in the coming sections. 

7.2 The Strategy 

The strategy is very close to the findings of this thesis. However, the theoretical background is of 

course lacking. Also, the strategy never specifies how or why a certain initiative or investment 

should be carried out. 

We find a long list of strategic goals with high relevance to this thesis and its findings. 

The Danish Cancer Society wants to improve the communication to the different segments so as to 

be relevant in their lives. In addition, an improvement of the communication is wanted in order to 

provide a clear definition of the organization’s role in connection to the Danish Health Services and 

in regards to the help given to cancer patients and their relatives. 

As we will get back to later on, this is very close to our suggestion for future strategizing of the 

organization, however, the approach we suggest will differ quite a bit. Thus, the strategy as it looks 

now is more or less to improve communication only through corporate branding initiatives. The 

approach suggested in the marketing strategy is that the platform ‘we want to win’197 should carry 

the strategy as the main communication platform.  

7.2.1 Business-to-Business Strategy 

It is promising that the Danish Cancer Society states that they wish to test new concepts within 

sales, communication, and quid pro quos to partnering organizations. This wish stems from the 

Boston Consulting Group (BCG) which has recommended that the Danish Cancer Society focus on 

larger business-to-business collaborations - primarily with businesses that cater to and “…can use 

us in their marketing towards consumers”
198. And so, the organization wishes to incorporate a 
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business-to-business aspect into all existing communication platforms (or campaigns as we might 

rather call them) such as ‘Children, Youth, and Cancer’, ‘Men and Cancer’, ‘Obesity and Exercise’, 

or ‘The Sun’199. In fact, they want to evolve every single one of these into what has been seen in 

regards to the breast cancer campaign, which has evolved into a brand of its own. 

Though our approach might show similarities within this aspect, we wish to clearly state that we do 

not wish to create single stand-out brands. In short, the corporate brand should always be one end of 

the seesaw, and a tangible product at the other end, as described in the product definition section 

earlier. 

In short, we see the breast cancer campaign as a perfect example of great research or an even 

greater fluke. Thus, without going into a deeper analysis of the campaign, we argue that the 

meaning conveyed fits very well into the desires and anxieties of the target group. Also, the 

campaign has a certain sexual appeal with everything painted pink and with breasts as the focal 

point. 

In addition, the organization has been able to create brand touch points with products by and large 

coming from their own production. 

 

In regards to the above mentioned recommendation from BCG, we also wish to state that the view 

on the Danish Cancer Society as a brand and a resource should change. It should not be about how a 

business-to-business partner can use us, but first of all, how we can use them. This change of view 

will offer the organization a new mindset in regards to commercialization, a concept they are very 

aware of that can harm the brand in their already well-established business-to-consumer market. We 

will get back to and elaborate on these issues in a later section. 

This concept is miles away from being fit for co-branding initiatives, which is why this concept 

should be left as the success it is. New concepts should not necessarily be inspired 100% from this 

campaign, as some of the points of success are unique for the campaign. As mentioned, we do not 

wish to carry out an in-depth analysis of the campaign, but it has a product-branding quality to it. 

Thus, the breast cancer campaign is based on the fact that supporting organizations all have to bow 

to the color pink and fit in under this pink brand umbrella. We have seen a football club coloring 

their white shirts pink, a bike manufacturer has created a pink bike and the list goes on. We believe 

the organization should be able to engage in long term relationships with business partners who 

should not make the partnering organization jump through hoops to satisfy the Danish Cancer 
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Society (nor the other way around); we propose a more equal relationship, with a common goal for 

meaning transfer in a co-branding setup. What we offer is a consistent approach to product branding 

activity which can be duplicated with all types of risk-minimizing behavioral aspects of any cancer 

type. As mentioned earlier, this could be sun block protection, healthy eating and exercise to reduce 

the risk of colon cancer, etc. The latter is hard to create a sexy campaign around, as the area in 

concern has little or no sexual appeal to the greater public. In addition, a great deal of humor could 

be imagined, making the brown color of all campaign material work in an appealing way. This will 

be elaborated further in a later section. 

7.2.2 Current Campaign Approach 

Looking at the most recent campaign we see an interesting mistake, 

compared to our theoretical construct at least. The Campaign ‘Turn 

down the sun’200 is the Danish Cancer Society’s big investment this 

year, as skin cancer incidents have raised dramatically over the past 

decade. 

The headline of the campaign is ‘siesta, sunhat, sunscreen, and no 

solarium’ which is all risk minimizing ‘product’. However, as we 

have analyzed, it is not up to the Danish Cancer Society at first to 

offer minimizing behavior, as this is where the real value lies for a 

business-to-business partner. Thus, real value is there for the Danish Cancer Society, as they can 

outsource the information channel and concentrate on maximizing the perceived risk. This approach 

would in turn create a larger interest in the risk minimizing message and most importantly it would 

create a product which works well with the cultural context, the social anxieties, and the national 

ideology201. 

Our critique of the campaign being too much of a risk minimizing 

nature is supported in the short description found on the Danish Cancer Society website: 

“What protects me from UV radiation?  

The best way to protect your skin is to spend less time in the sun when UV radiation is strongest. In 

Denmark this is typically between 12 pm and 3 pm, from April to September. 

When you are outside the best protection against UV radiation is seeking shade or covers your skin. 

Use clothing that covers knees and elbows, broad-brimmed hats and sunglasses. In addition, 
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Illustration 2: The ’Turn Down 

the Sun’ campaign logo
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waterproof sunscreen, sun protection factor (SPF) 15 for face and hands which are not covered by 

clothing”
202. 

We suggest that this approach is changed in connection with the decision to go for a more business-

to-business characterized strategy. 

 

7.3 The ‘Safe’ Commercialization 

Of course there are dangers of commercialization. But as mentioned within the thesis, these dangers 

mostly occur, when you put the brand on the line. As just mentioned, our framework provides a 

safer way to approach commercialization. This is due to the importance of goal, value, and message 

commonality of the collaboration the framework emphasize. 

Looking at our example of a recent collaboration between Danish Red Cross and the shopping 

centre Field’s, it becomes clear that an approach like makes no sense, other than profit. Our 

framework emphasize that it should not be the Danish Cancer Society delivering the risk 

minimizing message, but merely endorse what the partnering organization has to say. 

 

An example of how it is done at the moment is the Danish Cancer Society’s link up with the Danish 

service oriented drugstore Matas. This collaboration comes very close to our approach. However, 

important changes should be done. 

Looking at how this partnership communicates it becomes clear that there are some important 

glitches203. First of all, the product is declared by the Swan, an environmental ISO declaration 

institute, which promises the consumer several things, such as environmental strain and health 

issues. This takes up focus from the Danish Cancer Society, and it is an extra entity to influence on 

the co-branding partners. An example of how much space this declaration takes up is seen in Figure 

16 & Figure 17. 

Secondly, we have found it very important to link an intangible product with tangible dittos. 

Consequently, too much focus is on Matas, and not their product. It should be clearly stated how the 

product benefits in regards to minimizing the risk of getting cancer. As it is, Matas is linked to the 

collaboration which is a rather intangible entity. Thus, the Danish Cancer Society will also be 

linked with everything else the drugstore is offering their customers. 
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Finally - and in regards to the latter - we find it devastating to the marketing investment that it is not 

Matas’ product which carries the insurance formula, but actually the Danish Cancer Society. In the 

upper right hand corner in Figure 16we recognize the ‘Turn down the Sun’ logo. In fact, all risk 

minimizing advice is based on the Danish Cancer Society stating them. We suggest that it is the 

partnering organization who communicates this, through both product and marketing investments. 

Subsequently, the Danish Cancer Society should be mentioned as an endorser of the product and as 

ethos to the statements.  

 

 

7.4 Downgrading the Importance of Brand Awareness and Associations 

The goal of the strategy is to develop business-to-business partnerships and become the preferred 

CSR-partner for 10-15 organizations who wish to “…strengthen their brand by ‘borrowing’ from 

the Danish Cancer Society’s great image”
204. 

Again, we see a focus on exploiting the Danish Cancer 

Society’s brand awareness as well as the good and positive brand associations embedded in the 

minds of the consumers205. They focus on lending out the brand and being something to somebody 

else, when in fact they have what the organizations want and need, and thereby have great 

bargaining power and should be thinking of who can be something for them. This could in turn 

mean minimizing the risks spelled out in the pitfall section above. 

 

                                                 
204 Appendix 1: 8 [translated] - ”som ønsker at styrke deres branding ved at ’låne’ af Kræftens Bekæmpelses gode 

image. 
205 Appendix 6 

Figure 16: Matas Catalogue:4-5

Figure 17: Matas Catalogue:2-3



 

 
69 

To shortly return to the analogy of the seesaw, we wish to elaborate on how this works. It is based 

on the fact that intangible products should be bundled with a tangible206. This is due to the purchase 

evaluation process of the intangible product. As the Danish Cancer Society is offering a tangible 

product, they need to be as strong on this field as possible, and then partner up with the strongest 

possible fellow meaning-conveyor with a tangible product. This creates a situation in which they 

can produce risk by communicating research results. This should be done, clear of good advice on 

how to minimize these risks, as this should be placed separately or in connection with a business-to-

business partner. 

As objective risk is spread, subjective risk is produced and becomes personal. On the other side of 

the seesaw is the strong tangible product with a desire to transfer the same meaning as the Danish 

Cancer Society. Their strength in the collaboration is that they have a physical aspect which is 

important to the end user of both products. 

If this approach is accepted, it will become important to measure on different criteria than brand 

awareness and associations. In other words, the concept of risk has an impact on how important the 

Danish Cancer Society is within society. Brand awareness and associations are great, but they are 

not as much connected to what the organization should be selling. Thus, by surveying how their 

output of risk evolves the risk perception in society, they have strong arguments in regards to sales - 

both towards the partnering organizations, but just as importantly towards the board of 

representatives who approve the suggested strategic changes.  

By surveying risk, an actual KPI should be that perceived risk is higher than actual risk. As the 

Danish Cancer Society promotes that 1/3 of all Danes and 1/7 of all employees will be diagnosed 

with cancer, the natural KPI would be a perceived risk higher than this in the target group. 

Risk is important to the stakeholder. Thus, studies show that “…While employers are increasingly 

concerned by the high costs related to occupational risks, employees are more and more 

preoccupied with their health”
207. This notion is interesting in regards to the produced risk by the 

Danish Cancer Society. Employees are worried about their health and thus, the job hunt will start 

with - or at least be influenced by - the notion of risk and risk management in the work 

environment. The employer offering a healthy environment directly linked with the risk marketed 

by the Danish Cancer Society will have an advantage when the market again is characterized as 

being an employees' market. 
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The latter is also an important point in this strategy, as it has been stated that an employees should 

be seen as private individuals and consumers208. Our suggested approach to the employee market 

will be elaborated further in a later section. 

 

7.4.1 Risk as a KPI 

First of all, we have found that risk is a basic structure in the organization. We have been able to 

conclude - most importantly on the basis of Ulrich Beck’s Risk Society - that risk perception 

constitute as a key performance indicator. Thus, this risk perception should be studied in depth.  

This ultimately supports the organizations three main purposes; research, prevention and support of 

patients and their relatives209. 

In regards to research, it is relevant as this is where all output of so called objective risk should 

come from. This should be seen as the raw material of the organization in terms of sales and 

marketing. 

When it comes to the organizational purpose of prevention, we see that the marketing message is 

strengthened through knowledge of societal risk perception. Thus, by knowing what 

communicational output to have, the partnership programs should increase their value in terms of 

sales. In addition, the whole concept of risk is based on the public perception of risk, and the 

awareness of behavioral production of risk, it still supports - and even strengthens - the societal 

knowledge of how to prevent (insure against) different types of cancer diagnoses. 

 

In short, knowledge and continuous tracking of the public risk perception creates multiple 

opportunities to strengthen the core business of the organization. In addition, it supports our 

proposal - and the organizational goal - of an increased focus and involvement in business-to-

business partnerships. 
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8 Internal Analysis 

8.1 The Danish Cancer Society 

The foundation of what we today know as the Danish Cancer Society was established in 1904-1905 

by some prominent doctors who decided that they wanted to make an effort to defeat cancer. They 

named the organization Den Almindelige Danske Lægeforenings Cancerkomité
 210. 

Around that time, it had been discovered that radium had a healing effect on cancer. Thus, some 

other doctors made the Radium Foundation. This was a committee whose purpose was to collect 

money to buy radium which was central for the treatment offered at that time. In 1928, the two 

organizations merged under the name Landsforeningen til Kræftens Bekæmpelse
211. 

The main purpose of this organization was to provide treatment for people with cancer. At the same 

time, they continued to carry out further research for new and better treatments. Also, they were 

dedicated to passing on knowledge of cancer to the rest of society. Finally, they aimed to provide 

support and care for anxious cancer patients. These three areas of operation are still the ground 

pillars of today’s organization, whereas the actual treatment had been handed over to the state by 

1962212. 

The official vision of the Danish Cancer Society is life without cancer and the main purpose is 

simply to fight cancer. This should be obtained through the three cornerstones of the business; 

research, prevention, and patient support. In addition, the Danish Cancer Society aims to have an 

active part in Danish policy making, as a stated goal is to contribute to the implementation of a 

national cancer plan213.  

8.1.1 Organization 

The organization of the Danish Cancer Society, which is illustrated below214, is still defined as an 

association in the common definition of the concept, even though it is more complex and 

professional than the average association. It is large and complex because it consists of both a 

political and an administrative part215. The political part is the elected board of volunteers who have 

the final word in the organization in terms of the strategic decisions for the future. However, they 

                                                 
210  Cancer.dk 
211 Cancer.dk  
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213  Cancer.dk 
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do not interfere with daily operations. The administration and day-to-day operating part of the 

organization is primarily professionally based, but has volunteers associated for whenever is 

needed, e.g. the yearly national collection, etc.216. 

The organization consists of many departments and committees that each has their own agenda and 

objectives that of course strive to solve challenges to the overall objective. In spite of the common 

goal, the organization still is somewhat divided and according to all of our respondents, Finn 

Christensen, Birgitte Strand, and Poul Møller, this can be challenging at times217. The dual 

organizational structure also sometimes causes an inflexibility that can potentially inhibit the 

continuing development of the organization because they have differing short term agendas and 

objectives to consider218. As we will get back to, this is an important notion in connection to our 

thesis, as we wish to implement something with potentially great impact on the organization and the 

brand.  

                                                 
216  Appendix 5 
217  Appendix 5 
218  Appendix 5 

Figure 18: Organizational Structure of the Danish Cancer Society
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8.1.2 Fundraising 

Fundraising is the cornerstone of the Danish Cancer Society, as it has very few real products to sell, 

at least in the traditional sense of the word. Thus, we argue that though the Danish Cancer Society 

has actual physical products to sell such as bracelets, t-shirts etc., the majority of the income comes 

from people donating money without getting any physical goods in return219. However, one could 

argue that they buy indulgences, a ‘feel good’ sensation, or even risk minimization, as we will later 

argue. As Figure 20 shows, the private 

market is the one generating far most 

income to the organization, and therefore it 

is considered the most important, 

according to Poul Møller. Also, as an 

inspiring factor for this thesis, it is 

noticeable that income from the corporate 

world only reaches about 4% of the total 

turnover. Our initial research has shown us 

that there is a much greater potential, 

which is also confirmed by Poul Møller. In the business-to-business market, there is also a much 

more explicit product to sell; perceived trust, credibility, and in general, positive associations that 

society posses towards the Danish Cancer Society. These intangible assets are highly valuable220 to 

commercial organizations in a world that 

focuses more and more on CSR and 

business ethics and responsibilities in 

general, which is elaborated on in the CSR 

section and the later analysis. 

 

As mentioned, and as Figure 20 shows, 

only 4% of the total turnover came from 

the corporate world, 2% came from 

                                                 
219  Appendix 7 
220  Barney 1991 | Elliot & Percy 2007 

Figure 20 The Danish Cancer Society 2008 Expenses

: 

 Figure 19: The Danish Cancer Society 2008 Turnover
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foundations that may have been established by organizations, 7% came from capital income and 

finally, 6% came from government aid. The rest came from private contributions of some kind and 

represents the majority of the total income221. 

In Figure 19, it is clear that research is the main area of focus as it receives 52% of the funding,  

patient support receives 23%, prevention 19%, and finally 6% goes to administration222.  

 

8.1.3 Image 

In The Nielsen Report on Danish non-profit organization’s image we see a clear tendency. The 

Danish Cancer Society has an extremely high awareness level and at the same time we see an 

organization regarded very positively in the minds of the consumers. This is only compared to other 

NPOs, but compared to for profit organizations Poul Møller confirm that the picture is the same223. 

                                                 
221  http://www.cancer.dk/Cancer/Nyheder/Presserum/nogletal.htm  
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8.2 Marketing Mix 

When talking about the marketing of products, it is inevitable to talk about the marketing mix: the 4 

P's224. The basic marketing mix of 4 P's (Product, Price, Place, Promotion), however, fails to 

recognize a number of key factors which marketing managers in the business of intangibles such as 

services use to design their marketing investment. However, the expansion of the theory by Booms 

and Bitner (1981) "...provides a useful framework for the services sector"
225. What this framework 

adds to the old theory is, as marked in Figure 21, the factors of People, Process, and Physical 

Evidence. In the following section, we will further elaborate on how these three factors open up for 

certain opportunities for the Danish Cancer Society.  

 

 

 

 

                                                 
224 McCarthy 1960 
225 Baker 2003:598 

Figure 21: Own Fabrication based on Baker 2003 and Booms & Bitner 1981
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8.3 What is the Danish Cancer Society selling? 

To define the product of the Danish Cancer Society, it is necessary to divide it into Business-to-

Consumers and Business-to-Business. Though the products sold to the two markets are 

fundamentally the same, they are not to be marketed in the same way, and as we will show, the 

demand on the two markets is extremely diverse. As it is now, the Danish Cancer Society attracts 

corporate partners on the Business-to-Business market by offering paintings and diplomas for them 

to hang on the walls of, for example, their canteens226. These paintings are fundamentally offering 

the same as, for instance, a bracelet does to the consumer; ‘I have supported this cause - here is the 

proof’. However, the difference is obvious, as the consumer is building their identity project227 by 

showing this to the world, but to the organization, a painting is not building anything. It is a token 

of appreciation and nothing else. What the organization needs from the Danish Cancer Society is 

something that can build their ‘identity project’ or perhaps their customers’.  

In fact, it is hard for the Danish Cancer Society to get organizations to give DKK 1.800,-228. This is 

significantly low as the average member of the organization supports charities in general with DKK 

1.240,- per year229. This paradox poses a huge opportunity, as the Danish Cancer Society should 

change their Business-to-Business strategy to focus on how the value of supporting the cause can be 

transferred not to the organization itself but through it to the end user. This aspect as well as the 

potential value for partnering organizations will be elaborated on in a later section. However, we 

wish to underline that we see an underutilized potential for future value creation, as the value is 

there on the Business-to-Consumer market and apparently not on the Business-to-Business ditto.  

 

The success on the Business-to-Consumer market is interesting, as it shows how the organization’s 

product is somewhat intangible, even when in a tangible form, such as lottery tickets, necklaces, 

bracelets, scarves, bags, or sweatshirts230. The core competency of the organization is not the 

production of these items, even though they might do a good job231. The Danish Cancer Society is 

selling a three pronged product within the category of services; research, prevention and support of 
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patients and their relatives232. In addition, the organization is selling intangible values embedded in 

these services.  

8.4 Implications of the Intangible Product 

Figure 22 shows how Richard Elliot and Larry Percy (2007) place goods and services on each end 

of a continuum from pure good to pure service, and find that a customer’s ability to make rational, 

evidence-based choices declines the more service elements are involved233.  

 

 

However, we will take up Theodore Levitt’s (1981) suggestion of changing the words goods and 

services into tangibles and intangibles, as no matter what is produced in the factory, it can be 

categorized as a service234. “The usefulness of the distinction becomes apparent when we consider 

the question of how the marketing of intangibles differs from the marketing of tangibles”
235. They 

have some commonalities when it comes to getting costumers. However, when “…it comes to 

holding on to customers - to keeping them - highly intangible products run into very special 

problems”
236. 

As the Danish Cancer Society’s product is characterized as a pure service or highly intangible, they 

face certain challenges as well as opportunities in regards to sales and retention. These challenges 

and opportunities will be further investigated in this section. 

                                                 
232 http://www.cancer.dk/Foreningen/om+kraeftens+bekaempelse/ 
233 Elliot & Percy 2007 
234 Levitt 1981 
235 Levitt 1981:37 
236 Levitt 1981:37 

Figure 22: Product Characteristics and Ease of Evaluation, Elliot & Percy 2007:206



 

 
78 

8.5 Evaluation Qualities 

The evaluation qualities of a certain category of products are important in the definition of the 

Danish Cancer Society’s product line, as this provides a view on both challenges and opportunities 

for them. 

A pure tangible has search qualities, which is the way a potential buyer can evaluate quality of a 

tangible before purchase237. Thus, as a pure tangible, it is possible to search out rational qualities for 

the product and find the best before actually buying the product. 

The midpoint of the continuum represents tangibles which include service or intangible elements. 

These tangibles have experience qualities, which mean that they are only effectively evaluated after 

purchase and during use238. This leads consumers, in a pre-purchase situation, to use brands to 

reduce risk. For instance, the consumer might choose to favor a national brand over a private label 

brand if the national brand provides a perception of lower risk. 

A pure intangible has credence qualities. This means that even after purchase and use the customer 

cannot evaluate the product based on evidence but has to believe in the quality of the intangible 

product239. This is of special interest for this thesis and to the Danish Cancer Society.  

8.6 Tangible Dominant and Intangible Image 

The intangibility of the Danish Cancer Society’s product appears as the biggest challenge in regards 

to marketing efforts. How can this elusive product be marketed in a fashion which creates purchase? 

And how can it be used as a facilitator for selling other organizations' products in endorsement 

projects and co-branding efforts? This section will elaborate on this and analyze the challenges and 

opportunities that arise from this.  

A service is intangible as it cannot be touched, examined, or tried out in advance. Thus, ‘service’ as 

a category is full of problems for customers choosing a supplier and for the manager trying to 

deliver consistent quality. “This is particularly true for labour-intensive services as the greater the 

involvement of human beings in the production of a service the greater the variability in quality and 

the more consumers must rely on trust”
240. The Danish Cancer Society is indeed labor-intensive and 

thereby in need of a strong reliable brand. Also, they have no tangible brand promise or value 

proposition when presenting the products of the Danish Cancer Society, as this is also intangible; it 
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thereby  needs to be ‘tangibilized’ in the presentation241. This process is shown in Figure 23, which 

illustrates that intangible dominated products need tangible evidence when it comes to persuading 

the customer to trust the organization and service offered and vice versa242. 

The Danish Cancer Society already produces bracelets, to mention one product243. This is exactly 

what is needed. However, we argue that as it is not the core competency of the organization; 

another setup should be established for the long run. Consequently, corporate partnership with a 

partner who has some sort of tangible products and thereby needs intangible evidence would be 

interesting. We will get back to this, as we match this idea with our macro analysis and branding 

approach. 

 

However, elaborating on the thoughts of the intangible offers, there are other important ways of 

providing tangible evidence. Thus, “…visible elements often have a strong influence on perception: 

colour, logos, and architecture can all be utilized to help a customer evaluate an intangible 
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Figure 23: Tangible Evidence and Intangible Image, Elliot & Percy 2007:208
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service”
244. In addition, people can be used as evidence which leads us to a discussion of brand 

touch points and the importance of, for instance, employees in brand building. 

A touch point is defined as being “…all the different ways a brand interacts with and makes an 

impression on customers and other stakeholders”
245. The touch points are defined in three phases: 

the pre-purchase experience, the purchase experience, and the post-purchase experience, which 

together form the customer brand experience
246. 

Within this brand experience and interaction, employee behavior and personal contact with the 

brand “…has been identified as the most influential factor in shaping consumers’ perception of 

their most- and least-preferred service brands”
247. Thus, maximizing personal touch points and the 

quality of them will prove beneficial for the brand. 

This increases the importance for the Danish Cancer Society to look into the possibilities of 

corporate partnerships, as they could be designed in a fashion which could increase the number of 

brand touch points. This should of course be done in such a way that the brand is not jeopardized by 

the partnering organization.  
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9 External analysis 

9.1 Micro Context Analysis 

In this section, we will seek to look at microeconomic factors in society. Thus, we will look at what 

characterizes the individual in today’s society. We will start out by looking at the somatic 

individual, moving on to the situid and ending in a description of the individualism we are 

experiencing today. 

Later, in the context analysis, we will look at the bigger picture of society, or macroeconomic 

factors. 

9.2 The Somatic Individual 

Novas and Rose (2000) believe that the increased knowledge of the individual in society leads to an 

emergence of the somatic individual; an individual who, despite a perfectly healthy condition, 

considers himself to be potentially ill248. Despite being ‘potentially’ ill (instead of actually being 

diagnosed as such), this individual would consider himself in need of medical care. This fact is 

supported by a research conducted by the Danish National Board of Health249, which shows an 

increase of patients going to their general practitioners of 22.4 %250 during the last decade251. This 

can be seen as very good news for anybody catering to people with (potential) medical diagnoses, 

including the Danish Cancer Society.  

The constant increase of knowledge about disease through medical research should not only be seen 

as a good thing. Thus, it is a loss of liberty for the individual, as new medical knowledge, according 

to Novas and Rose (2000) constitutes a controlling phenomenon, because risk perceptions equal 

concerns252. If science finds four new types of cancer, society will have four more sources of risks 

to think about; and four new worries. 

In addition, Novas and Rose (2000) also describe the neo-liberal state as one which stresses the 

individual responsibility, determination and activity253. The neoliberal state is different from the 

70's welfare state, by focusing on what the individual can do to improve his or her situation. 
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And so, we see a spiral being reinforced by both the individual/situid who acts on the basis of risk 

assessments, but also by the state, which encourages these decision-making processes. In other 

words, the state supports risk-based decision making; a great advantage for KB, which we will 

return to later on.  

Mik-Meyer and Villadsen (2007) describe how the neoliberal state (society’s governing body) tries 

to liberate itself from some of its former obligations by changing its view of the citizen; an active 

partner (as opposed to a victim), who wants a healthy life and accepts his or her responsibility to 

ensure his or her own well-being254. Thus, we find Mik-Meyer and Villadsen interested in the 

further illustration of risk, and the risk society, as the responsibility - or perhaps only the perceived 

responsibility - is back on the individual who ultimately also produces the risk themselves. This 

correlates well with our construct of risk, as well as our view on society as a whole.  

Mik-Meyer and Villadsen use Mary Douglas255 to describe the concept of a risk culture. She 

deliberately uses the term culture, as oppose to society, as she wishes to underline her view on the 

subject; that risk is only a social phenomenon - a “… thought style”
 256. Thus, she rejects the notion 

of objective risk, as long as we are in the field of social studies257. On the other hand, she accepts 

Ewald’s notion of risk as a way of thinking258. Consequently, she states that ‘risk’ can always be 

replaced by ‘danger’, as danger can always be juxtaposed with unwanted and dangerous 

situations259. Especially within the health sector, risk is increasing. This is due to knowledge of 

more types of ‘unwanted and dangerous’ situations emerging, including research on cancer and 

various new diagnoses. And so, the argument of knowledge producing risk is reinforced. 

This brings us further on to the theory of Corporate Social Responsibility, as described earlier. 

9.3 From individual to situid  

More and more trends in society suggest that what we have known so far as the individual now has 

to be rethought. We have seen this tendency over the last couple of years - Times magazine 

celebrated ‘You’ as the person of the year. The marketing of ‘Me’ through sites such as FaceBook, 

SecondLife, MySpace, numerous dating sites, and, last but not least, YouTube, are all signs of the 
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same phenomenon; the transformation of the individual into the situid260 (“…a situation-determined 

individual”
261). 

He (the situid) has terrific skills reading society's codes and is extremely good at navigating within 

them. He is faster, more changeable, impatient, and able to shift expression in a blink of an eye. 

This means that organizations wanting to cater to the situid needs to be as fast, or even faster, than 

‘him’ in decoding trends of society.  

Earlier, individuals would see a unique core identity within themselves, which they would try to 

express, and life itself would be more or less about realizing this ‘self’262. That trend is gone. Today 

not everyone is looking for an inner core or self-realization. In fact, it could be said that we are alike 

in the larger picture, but differentiate ourselves in the smaller parts. 

9.3.1 Individualism 

Regarding the individual, or as we call it, the situid, there is another tendency which is important to 

our social construct. This tendency is described by Allan Christiansen and Mads Sørensen (2006), 

and by the Copenhagen Institute for Futures Studies [CIFS]263 as being individualism. The latter 

states that “…individualism has developed over the last four to five hundred years and may reach 

its extreme peak at the present moment”
264. 

Christiansen and Sørensen (2006) draw on Ulrich Beck’s work on individualism, which they see as 

a part of modern society and agree with CIFS that the facilitation of customization, focus on 

individual talent, uncountable possibilities to unfold, as well as equal rights for everyone in the 

modern world, have been contributing factors to this peak in individual priorities265.  

Individualism means that everybody has to care for themselves, as the tendency of the neo-liberal 

state is to decrease the safety net in society. 

9.3.2 A demand for responsibility 

In several ways, society demands responsibility from its members; not the least of which being the 

corporations. We will in the following section look at and demonstrate this demand. We will argue 
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that risk itself is the cause for the neo-liberal state’s demand for responsible actions from 

organizations. Thus, as Ulrich Beck states, the period after modernity is called re-modernity. It 

arises from the realization that we cannot control all the risk we have produced. Previously, we have 

turned to politics, science, and religion to try to manage our fears. However, as further described in 

our political analysis, policy making have been ‘outsourced’ and we now rather turn to 

organizations or consumption in order to find the answers to our fears. 

Now how exactly is this brought about? Let us elaborate on the above. We live in a society 

characterized by wealth, but also by a constant production of risk - and thereby fear - which has 

created the somatic individual who is always potentially ill, if not actually ill. This combined with 

the individual only having preferences right here and now - becoming the situid - creates a special 

situation for organizations. They now need to create a perception of risk to trigger the need for 

insurance against certain risks in the mind of the consumer. This has to take place in the purchase 

situation in order to provide insurance against the situid’s perceived risks of society. 

How is this relevant for an organization as the Danish Cancer Society? Well, we believe that they 

are already maximizing (or at least increasing) production of risk in the Danish society and so; all 

they need is to capitalize on it within a certain theoretical framework. This will be elaborated 

further later on. 
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9.4 Macro Context Analysis 

An important element when it comes to branding is the organizational context266. In the following 

section, we have chosen to use the PEST analysis as a framework; however we wish to modify the 

model from a business economic perspective and into a more sociological one. This is due to our 

theoretical setup with Douglas Holt (2004) and Grant McCracken (2005) as the foundation of 

branding theory.  

P) Thus, the Political factors will be based upon the theory of the firm being policy-making and, 

through social responsibility, breaking the barriers between the corporation and government267. 

E) Our view on economical factors will focus on institutional isomorphism; the notion of no 

product being potentially unique - and that everything can be, and is being, copied. 

 S) In the section of Social factors, we will look at certain tendencies within society; both regarding 

the individual and society as a whole. 

T) Technological factors will draw on the idea of globalization. We will elaborate on what it is and 

on the implications for society and more specifically, for the Danish Cancer Society. 

9.4.1 Political Analysis 

The mere fact that CSR has prevailed over the years shows us that organizations have gone towards 

a more political role in society, and this can be seen as an indication of the tendency of private 

policy
268. 

As examples of private policies, we find organizations becoming responsible for integration of 

‘immigrants’ in the labor market, taking responsibility for the environment, being socially and 

economically responsible, etc. This is about organizations not only being autonomous pursuant of 

own interests; they must take the wider community into account. In other words, the notion of 

Milton Friedman (1970) can be more or less abandoned. Let us explain. 

“‘Private policies’ result from the surrender by the state of its monopoly in commanding public 

sources, regulating private actions, and enforcing legal decisions in the field of industrial 

policy”
269. Now private organizations take part in what earlier had been seen as a job for the 

government; which now has lost the “…monopoly on authority to command, regulate, or 
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enforce”
270. This monopoly is now shared with organizations. And what are the implications of this 

slide in policy-making? Pedersen et al. notes that “…Firms are reorganized, and relations between 

firms and environments are transformed with the emergence of an institutionalized environment. 

The decentered firm is created, and environment and firms are re-coupled”
271. This also implies an 

inherent expectation from society of a corporate involvement in social issues and concerns. And 

thus, through the identified process of private policy-making, organizations are now interlinked - 

closer than ever - with the surrounding society. This implies that the state is taking on a new role, as 

the organization is taking responsibility on its behalf. Thus, “…Today, the main ambition of the 

state is to be a qualified participant in private policies. Its role is not one of being outside and 

legally above private firms. Instead, the state is positioned inside private policy processes as primus 

inter pares”
272. The state is now a partnering force for the organization instead of a legislative 

power, which in turn contributes to the organization becoming an integrated part of “…an 

institutionalized environment”
273.  

This tendency is part of the neo-liberal State which is dominant in the Western part of the world. 

Freedom under responsibility is something that suits organizations and they actively seek to have 

influence in the policy-making process as the benefit for them is that governments thus let the 

market rule274. 

 

As we mentioned earlier in regards to Milton Friedman (1970), society has changed since his first 

thoughts on CSR. Thus, the above described switch in policy-making opportunity is a self-

reinforcing mechanism which supports the words of Mette Morsing (2006), who notes that the 

organizations should “…demonstrate themselves not only as profitable […] but also as socially 

responsible”
275. 

9.4.2 Economic Analysis 

In this section, we will look at the economic implications of what DiMaggio and Powell (1991) 

define as institutional isomorphism.  
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9.4.2.1 Institutional Isomorphism 

In DiMaggio and Powell's The Iron Cage Revisited, the concept of isomorphism is coined. They 

state that organizations are becoming increasingly homogeneous. Not because structural changes 

necessarily makes them more effective, but because of seemingly rational decisions in regards to 

minimize uncertainty and limitations which lead to “…homogeneous structure, culture, and 

output”
276.  Our thesis and this section will be focusing on the latter; the organizational output and 

the homogeneousness within this area, including reputational output. 

 

There are several different ways the organization can be forced into copying concepts, structure, 

and products. It can be under both formal and informal pressure from both society and competing 

organizations277. It can be a matter of standards from a leading firm. Imagine if one wished to build 

software to the larger population, it would be a great idea to make it compatible with MS Windows. 

Also the pressure can come from society or the organizational context, which can demand a certain 

way of conduct from the organization, as they expect said conduct from all other organizations. 

This could be what we have described as CSR. In turn, this could be characterized as an attempt to 

legitimize through isomorphism278.  

In terms of CSR, it can also be a demand moving down an organization’s supply chain, forcing 

suppliers to act in a certain way in order not to blemish the reputation and brand of the buying 

organization. 

 

In short, isomorphism is about the notion of: ‘when in doubt, do as the others do’. It comes from a 

perceived lack of information compared to competitors and leads to an unconsidered copying of 

other organizations279. 

Organizations can come to resemble each other as a result of normative influences from the outside 

world. According to the two authors, it is not enough to be an effective and profitable organization; 

it is also necessary to look good in the eyes of the context in order to establish legitimacy280. Thus, 

as one organization deciphers the societal normative standards, others will try to imitate them to 

gain the same advantages. However, one thing that cannot be copied is what Douglas Holt (2004) 
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refers to as brand genealogy; the history of the brand. This is also why we defined the brand as a 

resource in the branding chapter earlier. 

 

All in all, everything can be, and is being copied. Among others, this is due to the technological 

progress in the world. No product recipe can be kept a secret forever, and as we will get back to in 

our technological analysis, globalization creates the possibility of any product being produced at a 

fraction of the price sooner or later in the Far East. 

9.4.3 Social Analysis 

Sociology’s first principle is that context matters281. In other words, we cannot say anything about 

anything without looking at the context it is in. Thus, we see it as appropriate that we define and 

construct a contemporary context of our study and of the Danish Cancer Society, as this is essential 

for our appliance of our branding theory. 

 

When making marketing investments relevant, the first step is to think society; or in other words 

culture282 (as described above). In cultural branding, as portrayed by Douglas Holt (2004), and in 

the world of Grant McCracken (2005), it is important to analyze the cultural and societal trends. 

Also, as Grant McCracken says “…’homo economic’ is defined to narrowly. It would help a little if 

we would see that some economic activities are also cultural ones”
283. What he is saying is that 

within economic theory, too much emphasis has been put on the individual being rational and 

optimizing in all actions284. Cultural aspects need to be applied to seriously be able to say anything 

about anything as “…Firms are affected by the structure of relations in the environment in which 

they are located, and these relations are in turn affected by the societal system in which they are 

embedded. All of these relations are evolving over time, and each is comprised of elements created 

at different points in time”
285. And so, in this section of our macro analysis, we will seek to make 

assumptions about the contemporary Danish society in which the Danish Cancer Society and its 

business relations mainly operate. 
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9.4.4 Today 

Society today is first and foremost characterized by being in a deep financial crisis. However, other 

strong tendencies can be found as well. Thus, issues of CO2 and global heating, obesity and health 

threats such as Swine influenza are among other prevalent considerations. All of these issues can be 

seen as a reinforcement of the argument that we live in a society characterized as a Risk Society286. 

Thus, research shows that the risk-discourse is predominant in today’s Western society287. And so, 

we must turn to theories of risk to better understand some of the drivers in today’s society which 

KB can position themselves against and cater to certain individuals with their products. 

9.5 Risk Society 

The Risk Society is a concept coined by the German sociologist Ulrich Beck in his book of the same 

name from 1986288. Initially, we find this perspective interesting as one of the sales arguments of 

KB is that every 3rd person in society and every 7th employee will be diagnosed with cancer - the 

rest of society becomes relatives to a diagnosed patient289; all in all, risks are very real for both 

employers, employees, and people in general. 

The theory has over time divided itself in two directions; the German and the French, with Ulrik 

Beck and Francois Ewald, respectively, as the dominating authors290. Thus, risk - and the 

diagnosing of the risk society - are ambiguous. However, we see interesting elements in both 

approaches, which we will elaborate on in the following chapters as well as in the later analysis. 

First of all, we will start by looking at the concept of risk. 

9.5.1 Risk 

In his article from 1921, Frank Knight (1921) deals with two categories: risk and uncertainty. He 

states that the practical difference between them is that within the concept of risk “…the 

distribution of the outcome in a group of instances is known [...] while in the case of uncertainty, 

this is not true, the reason being in general that it is impossible to form a group of instances, 

because the situation dealt with is in a high degree unique”
291. Thus, by stating how many people 
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will be diagnosed with cancer, the Danish Cancer Society is able to produce risk, and not just 

uncertainty. The implications of this will be touched upon later on in our analysis. 

Going further into the concept of risk, we look to Mitchell Dean (1999), as he argues that risk has 

different forms and can be viewed upon as a thought from different perspectives. This is why we 

find risk rationalities
292

 interesting. Risk rationalities offer different comfort for the different 

perspectives of risk. As we will further elaborate on in this section, we see a complex dual 

configuration of risk; thus two core areas are found in respectively subjective and objective risk293 

which we will explain in the following section. 

Objective risk is the risk that can be calculated or “…expressed in statistics and usually takes the 

form of epidemiological studies”
294. Subjective risk, on the other hand, is when, for instance, an 

individual realizes that it is possible for them to have an accident, a heart attack, or some other 

serious health issue295.  

 

How much risk the individual perceive is interlinked with their past experience and their 

expectations for the future296. As Ulrik Beck (1992) states: “The center of risk consciousness lies 

not in the present, but in the future. In risk society, the past loses the power to determine the 

present. Its place is taken by the future, something non-existent, invented, fictive, as the ‘cause’ of 

the current experience and action. We become active today in order to prevent, alleviate or take 

precautions against the crisis and problems of tomorrow and the day after tomorrow – or not to do 

so”
297. And so, subjective risk alters the behavior of the risk taker if it is a risk he is unwilling to 

take, and one that has a good chance of occurring if nothing is done298; and vice versa. In short, it 

depends on the subjective perception and the emotional setting.  

Within the lines of subjective risk, “…the individual is seen as more autonomous, giving actors the 

freedom and capacity to choose how to protect their health”
299. Subjective risk could be put into the 

theory of micro economics; each individual will make their own decision on how much risk a given 

activity carries with it. 
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We see the two types of risk as representations of different paradigms, or risk rationalities, as 

mentioned above. Objective risk can be seen as realism; thus, an objective final truth can be found 

and insurance calculated very precisely. Subjective risk on the other hand should be seen as a 

constructivist paradigm and thus, the risk varies and cannot be quantified, specified, or generalized; 

each member of society produces300 and perceives risk by themselves. 

In regards to the subjective risk discussion, we revisit the notion which we opened the social 

analysis chapter with; context matters. This is very interesting in regards to risk and risk 

management, as we find other authors supporting our finding that risk is ‘two-pronged’. Either it is 

of a prosaic nature301 - such as how many fires in houses from 1930 in a certain neighborhood, or 

one needs to bring in a social constructivist perspective (such as, if I perceive risk, then it is real). 

This perspective challenges the tendency “…to equate expert risk estimates with ‘real’ risks”
302 

which Rosa and Freudenburg (2001) criticize. Thus, they argue that perceived risk is just as real as 

‘real’ risk. This brings us back to the risk rationalities we briefly touched upon in the beginning of 

this section. 

A further explanation of this concept is that for one person, a 1/3 risk of being diagnosed with 

cancer is not much; but to others it might equal certainty. And so, we cannot be specific in regards 

to subjective risk (the perceived risk), as we can in regards to objective risk. However, they are 

closely interlinked.  

9.5.1.1 Ulrik Beck 

Ulrik Beck is the main author of the German ‘school’ and father of the theory of the risk society. 

The main difference between the German and the French school is their view on risk. Thus, Beck is 

ambiguous in his reflections of risk; on one hand he makes it clear that… “Society today is 

confronted by itself through its dealings with risks. Risks are the reflection of human actions and 

omissions, the expression of highly developed productive forces. This means that the sources of 

danger are no longer ignorance but knowledge; not a deficient but a perfected mastery over nature; 

not that which eludes the human grasp but the system of norms and objective constraints 

established with the industrial epoch. Modernity […] has become the threat and the promise of 

emancipation of the threat that it creates itself”
303. In other words, risk is a production of our 
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knowledge of risk; a notion we have already seen the consequence of in the section ‘The Somatic 

Individual’.  

 

However, on the other hand, Beck sees an increase of the earlier mentioned objective risk304. This 

increase in objective risk has resulted in ‘uninsurability’; as vast increases in risk itself, and an 

objective worsening in the severity of the worst-case-scenario, make the insurance unaffordable305. 

The realistic perspective is particularly expressed as Beck views risk as part of the modernization 

process that creates the risk society306. An assumption connected herewith about the homogeneity 

of risk itself, implies that it is possible to produce a characterization of risk in society307. Thus, the 

assumption is that risk has the same characteristics in all spheres and that the reason why risks take 

up so much space in society is that the actual risk within society is increased to such a degree that it 

is no longer possible to calculate and control these risks308.  

9.5.1.2 Francois Ewald 

First and foremost, we find Francoise Ewald interesting, as he links risk with insurance. It is this 

perspective of Francois Ewald we will go in depth with in the following section. 

As mentioned earlier, Ewald argues that insurance is undeniably a part of the concept of risk and 

can be seen as a technique which seeks to make the unquantifiable quantifiable
309. Thus, we are 

able to intervene in the production of risk in the risk society. By identifying the different risk 

rationalities, it is possible to identify which programs and techniques are attached with these; for 

instance, statistical tables or probability calculations310. Thus, when thinking about the risk of 

getting cancer, one could investigate the current knowledge of connections between lifestyle and 

cancer and find some sort of probability (or risk) of getting a certain type of cancer by leading a 

certain lifestyle. This leads to Ewald’s techniques which he divides into different categories. For 

instance, an economic and financial technique, in which risk is compensated – a moral technique, in 

which individuals live their lives in a responsible manner compared to accidents and risks in life – 

and then there is a technique which we all more-or-less have become acquainted with; the 
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recompense, replacement, and repair technique311; in which one pays a premium and if something 

brakes or something is stolen, it will either be replaced, repaired, or the policy owner will be 

recompensed. 

 

For our purpose, the moral technique is of great importance, and we will be limiting ourselves to 

this technique. Thus, Dean (2000) states that it is “…a way to manage justice [as the] damage an 

individual suffers, is carried by all and where individual responsibility is carried by all”
312. He 

believes that insurance can be viewed as a specific way of using social forces to maximize 

individual responsibility in combination with a maximum of social solidarity313. 

The point in Ewald’s theoretic view is that risk is a way to reason, allowing events to become 

quantifiable in a certain way through different techniques and risk rationalities; we find the 

insurance rationale important and under this the moral technique. 

9.5.2 Technological Analysis 

In our technological analysis, we wish to focus on globalization and the implications of this for the 

Danish Cancer Society. “While the term may itself be imprecise and confused, this does not mean it 

can simply be ignored”
314. Thus, it has become a central point of reference in the “…discursive 

practices and policy constructions of almost all contemporary societies”
315. 

Globalization is a part of almost all societies, but it is a concept with multiple definitions and 

applications. Thus, “…It is applied to various different dimensions of social life in the 

contemporary world, spanning cultural, technological informational, environmental and political 

transformations - to name but a few of the more significant spheres of globalization's conceptual 

reach”
316.  We place globalization within the category of technology as we agree with Marshall 

McLuhan (1964), that technology is the background for globalization. Yet, we are aware of the far-

reaching consequences within other factors of our macro analysis as well as the later micro analysis. 

As early as 1959, Marshall McLuhan (1964) talked about the underlying reasons for the emergence 

of the concept of globalization. He noted that the effect of what he called the electronic age is that 

"...the globe becomes a very small village-like affair"
317. This is due to technology moving 
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everything closer, making everything flow freely over borders, creating awareness of far-away 

events in an instant, and the sum makes everything one. 

How does technology do that? According to Marshall McLuhan (1964), all technology becomes an 

extension of man318. For instance, the car is an extension of the foot, and the message of the car is 

adventure and ‘time travel’. The car provides us the possibility to save time on moving around, and 

provides the opportunity to have adventures when travelling. In addition to this, and as an answer to 

the question above, he notes that information technology, which today includes the internet, has 

“…extended our central nervous system itself in a global embrace, abolishing both space and time 

as far as our planet is concerned”
319. This aspect makes globalization important to the Danish 

Cancer Society, as it has an impact on society in connection to the earlier mentioned private policy 

making of organizations. Homogeneous populations are influenced into a more diverse composition 

as “…the global/local dynamic will tend to produce a shifting and unstable hybridization of 

cultures, which has been referred to as 'glocalization'"
320. Thus, over time, even the most 

homogeneous populations will be diversified, both from immigration, but also from informational 

flow which influences societal trends and fads. This will create further demand for socially 

responsible actions from organizations. Burton Weisbrod (2000) notes that “…In countries with 

relatively homogeneous populations, such as in Scandinavia, government is sufficient to meet the 

wants of its citizens for the various collective-type services […] the growing importance of the 

nonprofit sector everywhere, as population, migration and information flows through television and 

computers are having the effect of magnifying diversity in country after country”
321. Over time, this 

creates even more pressure on organizations to find causes to support, even here in Denmark. This 

in turn shows us, that we are dealing with a potential growth market. 

In addition to the above mentioned factors, there is an interesting tendency of empowerment. First 

we have seen corporations becoming empowered. Clear examples of this are seen as national 

boundaries have become of no - or less - importance in the global marketplace. Corporations have 

been "...outsourcing large elements of operations off-shore, incorporating supply chain efficiencies, 

cutting costs, and growing their brands into cultural icons that span the globe"
322. This is 

characterized as the first phase of globalization. The second phase is the empowerment of 

stakeholders.  
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This phase stresses the fact that organizations should take a look at their context and their 

stakeholders in order to both brand themselves, but also to strategize in a proper manner. Thus, 

“…If stakeholders do care, the firms need to ensure their actions do not run counter to the 

prevailing consensus; otherwise, they run the risk of negatively affecting the bottom line. If 

stakeholders do not care, then there is little economic incentive for firms to incorporate a CSR 

perspective within the organization today (though, admittedly, there may be moral or rational 

reasons for doing so)”
323. This proves the importance of the individual in regards to all 

organizational actions on the market. 
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Figure 24: The Two Phases of Globalization, Chandler & Werther 2006
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10 SWOT 

This next section will try to conclude on the micro and macro view constructed above. Also, it will 

draw on other factors mentioned above; respectively internal and external factors regarding the 

Danish Cancer Society. This will in turn constitute as a SWOT analysis, which has the purpose of 

evaluating the internal situation of the Danish Cancer Society and the external world. We have 

chosen to focus on business-to-business partnerships, but other aspects can have interest as well.  

10.1 Strengths 

As we saw earlier, an image report has shown that the Danish Cancer Society is the best known 

NPO in Denmark. In addition, the brand is the second most positively perceived brand324. As Poul 

Møller said, the organization also has one of the strongest brands compared to for profit 

organizations325. The strong brand comes to show for instance through the yearly collection which 

continuously makes record-breaking fundraising figures. 

 

The Danish Cancer Society is a leading player in the political game, and as such, constitutes a 

powerful political institution in Denmark and Europe. Thus, we see several (successful) attempts 

from the organization to form the policymaking in Denmark. One of these attempts has been 

contacting different retailers, pleading them to take all water pipe products from the shelves326. Also 

in regards to financial support of creating political warrant to implement new initiatives and 

important steps toward fighting cancer, the Danish Cancer Society is found to be active. In regards 

to this, they have invested in research to clarify what actions are needed to give Danish cancer 

patients faster diagnosis, and thereby treatment327. Also, they have demanded action from the 

Danish Ministers of Finance and Health when it comes to funding and development of Danish 

cancer treatment328. 

In regards to the direct political game, the Danish Cancer Society is present both on a national level 

as well as the European. The support of the cancer plans carried through by politicians have been 
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constant through the years, and always with the Danish Cancer Society in the media when new laws 

are passed or should be329. 

The Head of the Epidemiological Cancer Institute at the Danish Cancer Society, Joachim Schüz, 

have been named as a member of the European Commission's Scientific Committee on emerging 

and newly discovered health risks (SCENIHR). An organ directly linked to policymaking in EU330. 

 

The Danish Cancer Society is a risk maximizing factor in relation to the somatic individual as 

mentioned in the ‘Micro Analysis’ chapter and in regards to the Risk Society described in the 

‘Macro Analysis’ chapter. Thus, they are producing knowledge of cancer and thereby a new 

perception of the risks of getting different diagnoses. This can be seen in the communication from 

the organization and in the media. On a random search in a single day, headlines like “Men’s 

Health Week”, “Silence Threatens Children in Grief”, and “The Sun in Focus in Jyllinge Kinder 

Garden”
331 pop up and are all dominated by messages from the Danish Cancer Society. Thus, we 

see strength apart from being in the media. Thereby the risk maximizing effect on society is based 

on lifestyle choices, for instance, but all generated in the minds of the consumers by the Danish 

Cancer Society. 

 

The organization has a fantastic grip on the business-to-consumer market showing growth figures 

year by year. In addition, new areas such as the breast cancer collections are positively received and 

are generating profits for the organization - showing great penetration abilities with new products. 

 

The Danish Cancer Society has the ability to be everywhere, getting their message out through the 

media and their ideas implemented in the political game; and through this process, into society. In 

turn, this helps build the strong brand they have today.  

 

The overall strength of the organization, as we see it, is unfortunately the severity of the disease that 

they are trying to beat, considering that every third Dane gets cancer and half of these dies332. This 

fact makes the organization very relevant to society and this has to be exploited to its fullest 

potential. 
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10.2 Weaknesses 

Our overall view on the Danish Cancer Society is the inability or lack of will to capitalize on their 

strong brand on the business-to-business market. Thus, business partners only stand for 4% of the 

total turnover. This is the main weakness of the organization as this is a huge failure to stretch the 

brand to its fullest. 

Also, the fact that they find it hard to ‘off-load’ their paintings is a major weakness, as it seems easy 

for the average organization to find a fully tax-deductible DKK 1.800,- to support the cause. Thus, 

either the product is weak or the sales department is. Compared to American NPOs, the 4% of the 

total turnover generated from business-to-business activities is not nearly ambitious enough, and 

there should be room for further improvement as the Americans are currently showing a (by 

comparison) whopping 20%. 

  

The Danish Cancer Society is a complex organization. First of all, it differs from the standard 

organization in its overall purpose. Being an NPO, the primary purpose is not to maximize profits 

for shareholders, but to cure cancer. The weakness in this lies in how to evaluate and decide which 

level of ‘maximizing’ the organization can and will perform. As Poul Møller explained, the decision 

process is bureaucratic. First he introduces a new strategy for the committee of representatives, then 

the central board will be involved, and lastly, the executive committee will decide to go on with the 

given strategy proposal. All too many gatekeepers are ready to reject any initiatives which try to 

maximize profits too much and take the organization further. 

This weakness is further aggravated by the importance of the organization's strong brand. The brand 

is to be defended at all times, as it is the foundation of the goodwill the Danish Cancer Society 

meets in society - during collection days etc. The decision makers will always have this trump card 

as an argument, and thus a veto right. 

In addition, Poul Møller said that the strategy of the organization is to turn their great brand and 

identity into communication, which is attractive and valuable for both themselves and partnering 

organizations333. However, the valuation of the brand within the organization combined with the 

bureaucratic decision-making structure creates risk, adverse decision makers, and a less maximizing 

behavior within the field of partnerships; a huge weakness. 
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Second, every department has its own mission, such as research, prevention, patient support, 

marketing etc., and thereby different criteria for success334. Also, the objectives differ from unit to 

unit, which create difficulties for the organization by making everybody work in the same direction. 

Thus, the different units do not necessarily agree with or understand the direction other departments 

are going. This in turn creates an immobile organization, which suffers under a lack of innovation 

and, as mentioned before, less maximizing behavior. 

 

The intangibility of the product sold by the organization carries two potential weaknesses with it. 

First, the fact that the sales department can lack arguments for selling is a weakness, or in other 

words, an internal weakness. Secondly, the buyer can be confused about what he or she is buying, 

creating an external weakness. 

 

In relation to business-to-business partnerships, the organizational structure is also a problem. Thus, 

both Poul Møller and Sonja Christensen (both sides of the table) mention, that the Danish Cancer 

Society is inflexible and difficult to work with335. A clear indication of what has been mentioned in 

this section. Furthermore, and in this same context, Sonja Christensen stated that L’Oreal loves 

working with the Danish Cancer Society, but their funding is limited by the fact that they never 

receive anything in return and that they cannot use their support in their communication336. 

10.3 Opportunities 

In several ways, society demands responsibility from its members: individuals and organizations. 

We argue that risk itself is the cause for the neo-liberal State’s demand for responsible actions from 

organizations. Thus, as Ulrich Beck states, the period after modernity is called re-modernity. It 

arises from the realization that we cannot control all the risk we have produced. Earlier, we have 

turned to politics, science, and religion to try to manage our fears. However, as described in our 

political analysis, policy making have been ‘outsourced’ within the neo-liberal State and one now 

rather turns to organizations or consumption in order to find the answers to one's anxieties. 

Now, how is that? Let us elaborate on the above. We live in a society characterized by wealth, but 

also by a constant production of risk, and thereby fear of something, which has created the somatic 

individual who is always potentially ill if not actually ill. This combined with the individual’s 
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preferences being right here and now - the situid - creates a special situation for organizations. They 

now need (for instance) to create a perception of risk to trigger the need for insurance against 

certain things in the mind of the consumer. This is especially interesting for businesses selling risk 

minimizing products such as fish oils, sun protection, fitness, healthy foods, work environment 

services, and so on. The building of an insurance against perceived risks in society has to take place 

in the purchase situation in order to cater to the situid, who consumes within the context of the 

purchase. In regards to this - the peaking of individualism these years - it reinforces the 

responsibility given from the neo-liberal State and willingly taken by the individual. The individual 

strives to be its own protector, and will take up the responsibility to some extent.  

However, with the history of the Danish welfare state taken into considerations, some expectations 

would still be put upon the State to provide for members of society. Organizations share this 

responsibility and can capitalize on showing engagement in societal anxieties triggered by the 

earlier mentioned change in national ideology. This is a great opportunity for the Danish Cancer 

Society, as they can serve as a link between the corporate world and one important anxiety within 

society; the lack of funding towards and prioritization of cancer treatment. By definition, anxieties 

and national ideologies as described by Douglas Holt (2004) are of great importance to society, 

giving the empowered stakeholders of a given organization reason to expect or positively greet 

organizational involvement in these. In short, the demand for CSR in the Danish Cancer Society’s 

business-to-business context and the national ideology and anxiety concerning the political 

landscape within cancer treatment creates opportunities. This is connected to the involvement in 

political affairs of the Danish Cancer Society as well as their status as NPO and good cause. Of 

course, their strong brand will not harm anything in connection to these opportunities, but the focus 

should be on something else.  

 

An opportunity seems close by as the business-to-consumer market is flourishing. Thus, the 

organization has the means to create value to the consumer’s identity projects. If they can transfer 

this meaning-creation through to a partnering organization, the opportunity of capitalizing on the 

business-to-business market is evident. 

 

In the globalized world, and with the economic perspective of isomorphism, over time a product is 

not unique in rational terms. Shipping products which are exact copies from one side of the world to 

the other are a threat to any organization. Also, product identification such as color is never sacred. 
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The only thing left to differentiate by are the intangible benefits of a given product. Thus, 

globalization and technological advances can be seen as an opportunity for the Danish Cancer 

Society in regards to business-to-business partnerships, as more and more organizations will need 

endorsement and goodwill from an NPO to differentiate their commoditized products. The only 

way to differentiate a tangible commodity is through the adding of intangibles. How this can be 

played out will be further elaborated on after the TOWS section coming up. 

 

The media is a great power in society today; some even call it the fourth power of state337. Their 

presentation of news heavily influences how objects in society are perceived by the public338. As we 

have mentioned, the Danish Cancer Society have a great strength in getting in the news as our 

random search on Infomedia has shown. In addition, they not only get the stories they want, they 

get the spin on it they want. This is important in regards to creating an agenda favorable to the 

organization. 

 

Besides the mentioned anxiety in regards to the national cancer plan, we see a potential in regards to 

other national ideologies arising and changing. The financial crisis could be approached pro-

actively by the Danish Cancer Society. They could rally against potential cut-backs on the Health 

area and be the watchdog in regards to the State. Also, if it can fit in logically in regards to the 

corporate branding of the organization, opportunities regarding posing as a green actor in society is 

catering to one of the biggest changes in national and even global ideologies. On the other side, 

these things can also be seen as competition and thus, a threat. Therefore, we will return to this in 

the next section. 

10.4 Threats 

If the Danish Cancer Society fails to capitalize on the possible strategic business partnerships, other 

NPOs will see the opportunity and get a head start in choosing the right organizations for their 

projects. Thus, the risk of getting left with a weaker business partner, with less money to spend and, 

as a whole, being less attractive as a business partner is evident.  

This notion is also linked with the credibility issue. For an NGO this is the most important asset 

and, therefore, the Danish Cancer Society needs to protect it to prevent their brand from 

devaluation. Thus, they need to protect it from scandals in any way linked with the organization. 
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The continuous success at the annual collection shows how the brand is capitalizing on the 

business-to-consumer market. However, a sudden drop in brand-value would mean less money on 

collection day. This drop in brand-value could come from a business-to-business partner’s potential 

scandals. Depending on the depth of the partnership, the repercussions of it can be fatal to the 

Danish Cancer Society’s brand, and thereby contribute negatively in other business areas. 

As the press can be a positive multiplier for organizations, they can certainly also be a negative 

multiplier. If an NPO moves out of their expected territories, the press will try to dig into it. 

Scandals and sensation sell newspapers339, such as when the Danish Red Cross had to give a golden 

handshake to their former Director340.  

 

Looking at the world through the scope of the risk society, we find that society at all times will try 

to minimize risk. The global financial crisis dominating the world economy these days is a threat to 

any NGO, as organizations and society in general have less money to donate. So far, it seems that it 

has not yet influenced the Danish Cancer Society - and it should not necessarily do so in terms of 

donated funds. Thus, this year showed a record breaking collection. However, the financial crisis 

has another side to it. Thus, the financial crisis and the climate ditto can be seen as a national 

ideology or anxiety. And they might even have the same (or better) impact on society as the cancer 

treatment anxiety. Without going further into an analysis of this, we dare to argue that the impact of 

the financial crisis and the global climate crisis can be considered more far-reaching and important. 

Thus, other organizations might have the competencies to capitalize on these anxieties, just as the 

Danish Cancer Society more or less owns the cancer treatment anxiety. 

11 Value Creation in a Business to Business environment 

The most important thing for a supplier in a business-to-business partnership is to “…understand 

how value can be created through relationships with customers”
341. Thus, before engaging in the 

relationship, it is important to generate “…a comprehensive list of value elements”
342. And so, it is 

important for the Danish Cancer Society to know what they are worth to partnering organizations in 

order to make their product as attractive as possible and to value it properly.  

                                                 
339 Luhmann (2002)[1996] 
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To come closer to an understanding of how the Danish Cancer Society can create value for partner 

organizations, we will in the next section go through which direct and indirect functions of value 

are relevant. As the main theory used is based on supplier value, we will be clear about who is the 

supplier in the respective case. Thus, for the Danish Cancer Society to use the theories discussed in 

the earlier sections, it is necessary to support them with a practical knowledge that can make the 

theoretical basis operational to the organization. In this way, the Danish Cancer Society can best 

accommodate the demands of the current market.  

In regards to this, we wish to show what the current Danish market for CSR looks like by drawing a 

picture of how some of the most socially involved organizations in Denmark operate in this field. 

Their approach to CSR, combined with their wants and needs from the CSR-supplier, provides an 

interesting view on the future basis for the Danish Cancer Society’s product development - and 

derived increase of earnings on business-to-business partnerships. 

We base this section on personal interviews with the CSR responsible relevant functions at Skandia 

and Novo Nordisk; two organizations which stand out in Danish media on the subject of CSR.  

First of all, we wish to explain the two functions of value created in business-to-business 

partnerships. 

11.1 Direct and Indirect functions of Value 

Direct functions of value are in short money transferred343. Thus, this would be the main value 

sought by the Danish Cancer Society. They need funds to carry out their main purpose; research, 

prevention, and patient support. Keeping the Danish Cancer Society’s purpose in mind, the main 

relational transaction value they offer any supporting organization would be an indirect function
344. 

These are “…functions of business relationships [which] capture connected effects in the future 

and/or in other relationships; the wider network”
345. Thus, these value functions are not at first 

monetary; “…they positively impact on exchange in other relationships”
346. 

11.2 Skandia 

The insurance organization Skandia has been involved with CSR in Denmark for the last 10 years. 

They view CSR as a possibility to contribute to the closer environment and society that they are a 
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part of. The investment in CSR, however, is an add-on to the overall purpose and strategy of the 

organization rather than an integrated element to the core area of the overall business strategy.  

It all started with an inspiration from their Swedish sister organization, which has been engaged in 

CSR since the early eighties. 

First of all, we find an interesting historical value from the Swedish part of Skandia. Thus, as a 

large part of the executive team lead by former chief executive Lars-Eric Petersson had to be 

discharged on the grounds of fraud347, the organization was exposed to negative publicity, but got 

through it relatively unharmed: perhaps due to their CSR investment. A bold claim would be that 

their stakeholders simply accepted the fact that it was not the Skandia brand that was to blame but 

the individuals involved, because the Skandia brand enjoyed goodwill built up through CSR 

activities348. However, the claim finds support in the literature and is explained by Thorndike 

(1920) who claims that a ‘halo effect’ is the effect that spills from one measure over to another 

measure349. For example, a strong consumer belief about the performance characteristics of a car 

may spill over onto beliefs about its reliability; or a consumers' overall attitude toward a brand 

might spill over onto their assessment of specific attributes of that specific brand350. The value 

derived from CSR is therefore the halo effect which provides risk minimization for future 

unexpected events. This effect includes all business areas covered by the brand.  

Based on a Zapera investigation, created in connection with their 10 year celebration of CSR, 

Vibeke Molin, CSR project manager at Skandia, claims that 84% of the public wants organizations 

to take more responsibilities in society351. Skandia however, has no active communication about 

these actions to the external world even though they are fully aware of the PR that follows. The 

primary focus is internally, and the most treasured effect of this involvement has been the 

remarkable effect on employee satisfaction which has increased heavily since the start of the 

projects. The ‘ideas for life’ project is based on what makes sense for the employees and what they 

wish to take responsibility for, although within the frame of some few rules. The tangible benefits 

have been that 50% of the employees committed to the project now have a more positive view on 

Skandia as an organization and brand. In addition more than 60% are downright proud to work for 

Skandia, and more than 60% experience a higher sense of community in the organization352. 
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Finally, the amount of unsolicited applications has increased heavily after this project was 

initiated353. 

We see both intangible and tangible effects, but if we only look at the tangible, they involve the 

employees. They are happier at work, they like the organization better, and the team building effects 

are clear. As employee behavior and the personal contact with the brand “…has been identified as 

the most influential factor in shaping consumers’ perception of their most- and least-preferred 

service brands”
354 this certainly provides the brand manager with a way to build the most important 

brand touch point of his brand. 

11.3 Novo Nordisk 

According to the interview with Susanne Stormer (Director, Corporate Branding & Responsibility, 

Novo Nordisk) Novo Nordisk has been involved with CSR since the seventies and was the first 

mover on the Danish market355. Throughout the nineties, this was developed further with the 

implementation of the triple bottom line, and also around the year 2000. This meant that CSR was 

fully integrated in the core business strategy of the organization and implemented in their overall 

strategy. This is reflected in the vision statement. Here CSR is included in purpose, strategy, and 

objective, making the management from top to bottom responsible for certain goals356. This ensures 

that the entire organization is true to its core and strategy and “...do what they say, and say what 

they do”
357

.  

Value for Novo Nordisk in relation to CSR is therefore an overall success for the organization. 

However, they also strive to measure the specific effect of the CSR actions they commit to 

including indirect value received. For instance, Novo Nordisk measures things like the well-being 

of employees, retention rate, and how employees perceive the CSR projects. They measure how 

much publicity certain projects receive and register whether it is positive or negative. In addition, 

measuring of environmental innovations effects, etc. takes place. In short, Novo Nordisk has an 

overall awareness of what value CSR contributes, but only as indirect functions and not in precise 

numbers358. 
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The most important element for Novo Nordisk is that the CSR actions they commit to must be 

relevant to their core business areas. Thus, they see CSR as a component of their corporate branding 

initiatives, and therefore a match with their business purpose is crucial. The strategy is therefore to 

commit to CSR projects that make sense to the most possible stakeholders and, at the same time, 

support the purpose of a specific business area359. 

In regards to the Novo Nordisk approach to CSR, we see very little tangible value, as the value first 

and foremost is directed towards the corporate brand. However, this secures congruence in the 

image sent out from the corporation, which is very important in the building of the corporate brand. 

The list of intangible value creation is long. Some of the most important things mentioned are 

growth, return on capital, employee effectiveness, management quality, risk management and 

resilience, as well as the ability to be far-sighted and keep an eye on stakeholder anxieties360. 

To start from the beginning, growth refers to the ability to create new markets, invent new products, 

and create a better market penetration. Return on capital refers to the fact that they can charge 

premium price for their products and employee effectiveness (which has gone up). As Susanne 

Stormer notes, there are two ways to motivate personnel; the carrot and the stick. Novo Nordisk 

believes that the carrot is the most sustainable approach, as employee turnover is kept down361. 

Risk management or resilience is another indirect value. It includes the ability to handle 

environmental and social risks. For Novo Nordisk, this has come in handy in connection with the 

need for animal testing during production. As they have been early movers when it comes to animal 

rights, etc., they have been spared from activist squatters at production facilities. This is connected 

to what Susanne Stormer calls governance, or the ability to keep track of stakeholder interests and 

anxieties. In regards to value, she notes that their efforts on animal rights as well as environmental 

investments have been directly beneficial to the organizational reputation. One recent example of 

how Novo Nordisk conducts organizational governance is stakeholder anxieties associated with 

stem cell research.  

In total, Novo Nordisk believes that a clear CSR profile aligned with the corporate brand and core 

business of the organization gives the management a reputation of being far-sighted and 

trustworthy. This is connected to an access to capital, as investors assess the management of their 

potential investment and decide if they believe they can provide a return on their investment. 
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All of the above mentioned values are based on perception, acceptance and trust - all things residing 

in the corporate brand. But as Susanne Stormer notes, they can be seen, but not isolated into direct 

value. Thus, it is faith in the value of corporate branding that gives Novo Nordisk indirect value 

from their CSR investment.  

11.4 Possible Value Creation 

If the Danish Cancer Society offered help with product and/or process innovation in the 

relationship, through for instance CSR labeling, or cancer research information, the value would be 

of a networking development nature362. This is an obvious source of indirect value offered to 

relationship partners. In other words, the meaning transferred between the two brands is of value to 

the supporting organization in one or more of their other relationships, such as business-to-

consumer relationships. 

Another obvious way of increasing the value of a sponsorship of the Danish Cancer Society is if 

they were to cut down the number of partnering organizations363. This should be combined with an 

application of “…stringent criteria to their selection of supplier companies”
364 as this would in turn 

give supporters extra value in terms of the rarity of the collaboration and thus, supply and demand 

is in evidence365. In regards to supply and demand, McCracken (2005) has a point. As the Danish 

Cancer Society partners up with an organization, a certain meaning is constituted within them. They 

are, in terms of meaning, interconnected with the partnering organization. As meaning flows in the 

reciprocal exchange of meaning, both will adopt new meaning as the relationship plays out. 

Therefore, as the number of partnering organizations rise, the total image of the Danish Cancer 

Society is more heavily influenced by the meaning constituted by these organizations. The ongoing 

process in society of finding meaning will be influenced by the many new signals from the 

organization through their business relations366. Of course, the Danish Cancer Society is interested 

in as many supporters as possible; however, we argue that quantity does not necessarily brings in 

more value than quality. Actually, we would claim that too many engagements will pollute the 

brand, a point the Danish Cancer Society is aware of (and one that we will get back to in the section 

on possible implications later on). 
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11.5 Value of societal trends 

Douglas Holt (2004) notes that, “…managers of incumbent brands must monitor how their brand’s 

myth works in the culture, tracking how changes in society influence the effectiveness of their 

brand’s myths”
367. One way of optimizing this is by inviting partnering organizations to be part of 

this process of monitoring trends and possibilities. This is what Walter et al. (2001) calls innovation 

development
368. An example of the Danish Cancer Society already doing this with their business-to-

consumer supporters is in the case of the breast cancer collection369. Here it has been up to 

individuals to start, nurture, and reap the results of their own campaigns. This sort of autonomy 

gives the individual a power of giving sense based on whatever sense they have made370. One could 

say that individuals have thrown some ideas out through their campaigns and some have certainly 

been effective. Others might just have found a piece of themselves when realizing their own fight 

against cancer371. In regards to the business-to-business segment, we have already established how 

the Danish Cancer Society brand can work as a cultural branding add-on for partnering 

organizations. This notion will be further developed in a later section with our practical approach to 

partnerships for the Danish Cancer Society. 

12 Pitfalls of Non-Profit Business Partnerships 

It is obvious that there is money to be made on the business-to-business market for the Danish 

Cancer Society. However, they have been reluctant to really take the plunge. They have had 

multiple reasons for not doing this, as it is not without risk to the brand and most importantly to the 

well-established business-to-consumer market. 

In this section, we wish to outline the pitfalls of partnering with organizations as we desire to find a 

way for the Danish Cancer Society to get around these pitfalls and drastically increase earnings on 

their business-to-business market. 

12.1 The Pitfalls 

Several pitfalls can be mentioned in regards to for profit collaborations working with non-profits. 

For instance, the non-profit brand may suffer disproportionately if negative publicity is circulated 
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about the partner; this in fact while the for-profit's brand still benefits from the collaboration372. 

Another pitfall could be that the “…non-profit may be viewed as being guilty by association and 

even accused by other non-profits of 'selling out’"
373. Perhaps the public sees the non-profits turning 

away from their core values, or becoming too commercial in the minds of supporters374. The latter 

would probably be the main concern for the Danish Cancer Society today and also the main reason 

for the relative low income on this account. 

In addition, the supporters “…may either not agree that monies from a particular corporation 

should have been accepted, or they could decide in the light of the additional sums being donated 

that their own support is no longer needed"
375. Also, there is the risk of wasting resources, as when 

the non-profit organization sees the need, they might commit resources such as staff and money to 

the alliance. These resources could have been used somewhere else, and if the collaboration ends 

with no real income, it has all been wasted376. 

“Some corporate partners may seek to place restrictions on non-profits which may limit their 

ability to criticize their partner should the need arise”
377. This risk can also arise within the public 

perception. An example of this is the case with Sanofi Pasteur378. The organization chose to 

multiply tenfold whatever their employees collected during the Danish Cancer Society one-day 

collection in April 2008.  As the employees collected nearly DKK 70,000 the organization ended up 

supporting the fight against cancer with almost DKK 700,000379.  

However, Sanofi Pasteur also has developed a vaccine against cancer in the cervix380. The story 

derived from this could easily become something about a conflict of interest if the Danish Cancer 

Society or Sanofi Pasteur actively used it with PR purposes. The main problem is that even though 

both entities of the collaboration are entering with no hidden agenda and without limiting each other 

etc., the perception of the collaboration could in fact prove to be detrimental and not the real intent. 

The main problem of partnering with Sanofi Pasteur in this case is the chance of a social brand 

network breakdown. If “…a critical mass of followers abandons the brand because the brand’s 
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myth is not addressing their current anxieties”
381 or if a critical mass “…of insiders rallies against 

the brand because it has denigrated the public world in which they participate”
382. 

As a closing remark on this section, an internal pitfall can also occur. The temptation for the non-

profit organization (and others for that matter) can easily become to attempt to “…chase every 

corporate donation that might potentially exist. This is not only an approach that is doomed to 

failure from the outset, it may very well achieve a highly negative return on investment and lose the 

non-profit cash it has worked hard to earn from other sources”
383. 

12.2 Supplier Power 

As we have established in the values chapter above, there are vast amounts of potential value in 

collaboration with an NPO like the Danish Cancer Society. This gives an all important advantage to 

them as they have a high bargaining power. With this power, we argue that they can minimize or 

eliminate some of the main threats posed in our section on pitfalls above. 

12.3 What not to do 

An example of a bad fit, and something we would suggest the Danish Cancer Society not to get 

involved in, is the case of the Danish Red Cross’ collaboration with the shopping mall field’s; the 

campaign ‘give and take’. 

The campaign is completely stripped 

of any joint meaning fellowship, and 

the message fit is non-existing. Thus, 

the shopping mall states that the 

background for the collaboration is 

to show their customers that they 

take interest of the environment 

surrounding them and that they wish 

to take responsibility for future 

development, both in Denmark and 
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out and about384. The main income during the campaign is expected to come from bottled water 

with at specially designed logo. These bottles will be available throughout the entire mall and will 

be exposing the red colors and the cross design of the Danish Red Cross385. 

Still we find no common grounds except for the pure and obvious commercially founded. And so, 

the director of the Danish Red Cross states that “…Working with Field's give us the chance to reach 

out to people who have a surplus, which we hope they will use to help us with help others. It is a 

new and exciting way to create greater visibility of the Danish Red Cross and our activities”
386. 

In short, we argue, that pure commercial partnerships are at best short termed and in the long run at 

worst devastating for the brand, as the insiders (as described by Douglas Holt) find it offensive to 

what they like about the brand. Indeed, the two partners have been trying hard not to convey any 

meaningful messages with direct connotations to both brands. Thus, as shown in Illustration 4, the 

singe Monique was hired to draw audience to the mall with a sentimental song - ‘Song for the 

forgotten’ - about our wealth and their poverty387. Again, we will not say that it is a meaningless 

celebrity endorser, but to us, it is hard to find the culturally constituted values in her, which can be 

linked to the cause, the mall, or the partnership. 
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13 TOWS 

The TOWS Analysis is a variant of the classic business tool, SWOT Analysis. The TOWS analysis 

helps to identify strategic alternatives that address the following questions:  

 

• Strengths and Opportunities (SO): How can you use your strengths to take advantage of 

the opportunities? 

• Strengths and Threats (ST): How can you take advantage of your strengths to avoid real 

and potential threats? 

• Weaknesses and Opportunities (WO): How can you use your opportunities to overcome 

the weaknesses you are experiencing?  

• Weaknesses and Threats (WT): How can you minimize your weaknesses and avoid 

threats? 

The entire chapter will be summarized in the TOWS matrix after the last section. 

13.1  [SO] "Maxi-Maxi" Strategy 

Strong brand elements, such as high awareness, positive associations, and the relevance within the 

business-to-consumer market combined with the strong political influence and media presence of 

the Danish Cancer Society should together form a strategy which has the goal of creating, changing, 

and evolving national ideologies. To mention a recent example of this, we could look to the case 

when the Danish Cancer Society in late June commented on a German ban of solariums388. They 

now want Danish legislators to do the same as the German and other European equivalents.  

These actions by the Danish Cancer Society can be seen as a rising awareness of a potential risk 

creating a desire for legislation and policy making in the area. This is not always possible within the 

neo-liberal state, as it seeks to minimize restrictions on citizens. And sure enough, as the article 

reveals, the government is reluctant to legislate, and thereby anxieties in society create a gap 

between the present state of things and desired openings. One could imagine that this creates new 

products for the Danish Cancer Society. Thus, by partnering up with organizations offering 

substitute products within, for instance, fake-tanning (with non carcinogenic effects), they would be 
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able to communicate their message through this product with the extra added bonus of creating 

tangible brand touch points for their intangible products - information services. 

This exercise has been done before in regards to the earlier mentioned national cancer plan, a case 

which might have started in the same way. This has, as we have identified earlier, already created 

product opportunities for the Danish Cancer Society as all products minimizing the risk of going in 

to the incomplete Danish Health System as a cancer patient are perfect cultural branding objects. 

Thus, the Danish Cancer Society has partnered up with the service oriented drugstore Matas to 

promote their sun protection products389. Disregarding our earlier critique of the collaboration, this 

comes close to one of our suggested models of future strategy for the Danish Cancer Society. 

 In regards to co-branding, this is a perfect case of ingredient co-branding as the producer of the 

sunscreen product wishes to convey messages about the attributes and values of the product through 

its collaboration with the Danish Cancer Society390. Thus, they can be seen as a branded ingredient 

which reinforces the message and the meaning conveyed391. We see several other opportunities for 

co-branding efforts which over time can create close business-to-business partners.  

Further opportunities within this approach could be found in regards to the risk perception within 

society. The strong media presence of the Danish Cancer Society can be used to actively raise the 

levels of risk-awareness and perception; objective and subjective risk levels. Thus, by informing 

about research as they already do, they are involved in risk production or risk maximizing for all of 

society, and in turn, the somatic situid uses this information to further create and raise subjective 

risk levels. 

13.2 [ST] "Maxi-Mini" Strategy 

As mentioned above, we propose a new view on what to sell in the Danish Cancer Society. Thus a 

returning problem is the risk exposed to the brand in connection to business-to-business 

collaborations which have resulted in a risk-averse approach to the subject and a mere 4% from the 

total turnover derived from it. 

By looking at the product as being insurance, this risk will be lowered and the argument of 

exposing the brand to unnecessary risk disappears as it is now a natural part of the brand to 

communicate through relevant channels - including partnering organizations' products. 

 

                                                 
389 http://www.matas.dk/~/media/filer/brochurer/Solbrochure_09.ashx 
390 Blackett & Boad 1999 
391 Blackett & Boad 1999 
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Considering that every third Dane gets cancer and half of these dies, the purpose of the organization 

(curing cancer) is crucial to those people affected by the disease. This fact contains a great strength 

which must be used to maximize the risk in society by mass communication. Doing this, creates 

both an opportunity on the business-to-business market and it reduces the threat of competition, 

who also possesses risk maximizing ‘qualities’, like the financial crisis and the environmental 

threats. The Danish Cancer Society must simply be more present in the minds of the consumers 

than the competition. 

13.3 [WO] "Maxi-Mini" Strategy 

The failure to capitalize on the business-to-business market is due to the above mentioned strong 

focus on the brand as the key product of the organization. 

By changing this focus, the product itself will be strengthened, and thereby the sales arguments. 

Thus, the organization is at the moment tied down by its reluctance to offer the brand to extra 

organizational entities. This has created a sense of ‘nothing in return’ in the potential business-to-

business market which should be changed in order to capitalize optimally. 

In regards to this, it is important to look at the Danish Cancer Society’s relevance in connection to 

national ideologies and risk perception, as this can be the key to turn the course of the organization. 

The proposed product strategy above would also include a new and improved organizational effect 

on the Danish Cancer Society. Poul Møller stated that the objectives of the different departments of 

the organization were not streamlined. This will change (for some of the departments), as what is 

minimizing the risk of a certain cancer form, and thereby constitutes as an objective of the 

prevention department of the organization - will also become marketing’s objective to 

communicate. This is due to the fact that all marketing investments will take a starting point in the 

individual disease and the possible behavioral and consumption-based risk-minimizing aspects; the 

moral insurance model. 

In other words, if healthy foods and exercise will minimize the risk of, for instance, colon cancer, 

the products used to co-brand could be a fitness-chain and a provider of healthy canteens. Thus, the 

marketing department should always yield to the wishes of conveyed meaning raised by the 

research department. 

Also, taking the intangibility of any suggested product of the Danish Cancer Society into 

consideration, another important fact is that a co-branding opportunity with tangible products with 
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coherent meaning and values will create – respectively - an intangible brand touch point for the 

tangible good and a tangible brand touch point for the Danish Cancer Society’s intangible service. 

13.4 [WT] "Mini-Mini" Strategy 

Increasing the focus on alternative capitalizing opportunities on the business-to-business markets 

rather than brand ‘leasing’ will create possibilities for increased earnings. Thus, a different 

approach will offer actual value to partnering organizations, which will increase interest from 

potential partnering organizations. These potential new partnerships will benefit from less risk for 

scandals damaging the Danish Cancer Society’s brand, as it will no longer be the brand carrying the 

collaboration, but rather the collective meaning and values within the two partnering brands. 

As a last note, an increase on the business-to-business turnover will protect the organization against 

a posing risk of a reaction on the business-to-consumer market due to the financial crisis. Thus, we 

see the business-to-business market as a growth market as the current capitalization is so low. 
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 Figure 25: TOWS model based on the earlier SWOT analysis
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14 Future business-to-business strategy 

The purpose of this section is to apply our theoretical perspective with the collected data. This leads 

us to our final conclusion and therein our recommendations for a future business-to-business 

strategy for the Danish Cancer Society. 

We have divided this analysis into two different sections. The first will consist of a theoretical view 

on how the organization should increase their earnings on the business-to-business market and the 

implications this will entail. The second part will be the pragmatic go-to-market ideas based on 

these recommendations. The latter section should culminate in actual product developments and 

practical implementation opportunities.  

 

Our analysis has led us to present two different products that will increase the Danish Cancer 

Society’s earnings on business-to-business partnerships. The first we will name the endorsement 

approach and the other will be named the co-branding approach.  

Both products take their starting point in what we have analyzed until now. The CSR and Corporate 

Cultural Branding put up against the SWOT analysis have shown us that both the internal and 

external factors are aligned for the Danish Cancer Society to engage in these projects. This fact was 

further elaborated on in the TOWS chapter. 

 

To explain the factors that will ensure the success of the product development we propose, it is 

relevant to use the theory of Douglas Holt (2004). He describes the differences between the national 

ideologies and the desires and anxieties of a group of people as the essence of what to address in the 

perfect branding strategy. The keyword for the Danish Cancer Society is ‘anxieties’, which can be 

translated into what large groups of people believe is important in their lives, but which is currently 

not delivering results which can satisfy this desire and thus, anxieties are created.  

As we have earlier mentioned, we have seen a change in the national ideology regarding the 

reliability of the Danish Health System and its ability to create a satisfying cancer treatment plan for 

the Danish society. This has created an increased production of perceived risk. The Danish Cancer 

Society can use this area of tension to provide a product that reduces the risk for these people - and 

cater to their need for insurance to minimize this perceived risk. In fact, the Danish Cancer Society 

can contribute to the perceived risk in society by increasing their mass communication about 

objective risk as they already are doing in their corporate communication. The objective risk is 

easily translated into subjective risk by the somatic situid, who is very focused on potential illness 
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and thus can be seen as a producer of risk. In turn, this risk production is what provides the Danish 

Cancer Society with an opportunity to capitalize by providing risk minimizing products through 

business-to-business partnerships. This represents our proposed process; the framework of 

maximizing - contextualizing - commercializing, which we described in the corporate cultural 

branding chapter. This framework can be characterized as a type of value chain for the products we 

suggest. 

 

Furthermore, when considering Elliot and Percy’s theory about brand attitude and creative strategy 

the approach that must be assumed by the Danish Cancer Society is high 

involvement/informational, as earlier described, because society is– or must become – highly 

involved in the ‘product’ of the Danish Cancer Society and is due to a negative motive. Thus, in the 

process of maximizing the risk, they also increase the involvement level and negative perception of 

their segments which in turn further enhance the possibilities of prospering of this in the 

contextualizing and commercializing efforts. 

 

Unfortunately, it is not a positive myth that the insiders of the cancer myth live out (as described by 

Holt), as they are the people who are diagnosed with cancer and thus provide a very credible myth. 

The followers are the close relatives that are concerned with their diagnosed relatives and 

consciously undertake the most concern and dedication to the myth. The feeders are the distant 

relatives or those who support the cause peripherally because they want to do some good or because 

they want to minimize risk in the long run. The point is that feeders are the people most distant 

from the myth and therefore naturally perceive the risk as being smaller than insiders and followers 

do. These are typically young people who believe that they are immortal and nothing will happen to 

them. However, as they move through life, they become more and more aware of the risks of their 

behavior through life and thus, they themselves become either followers or insiders with time. This 

is important to the Danish Cancer Society, as the Nielsen report shows the main segment supporting 

the Danish Cancer Society financially is women between the ages of 62 and 75392. This correlates 

well with what Poul Møller stated about objective risk when he stated that it is the accumulated 

actions through life which shows later on in the shape of cancer393. For instance, the use of 

cigarettes and sunbathing in the younger years can and, according to statistics, often will lead to 

cancer diagnoses later on. In other words objective risk is higher as the years go on, and these 
                                                 
392 Appendix 6: 10 
393 Appendix 5 
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effects of the accumulated behavior through life show. This has implications for the future 

marketing of the Danish Cancer Society. They have an incredible hold on the older segments 

because their objective risk is higher and thus, their perceived risk is naturally also higher than the 

average. To this segment it is not necessary to maximize risk; however the Danish cancer Society 

still needs to conceptualize and commercialize in a manner that addresses their anxieties and 

thereby offer a product which minimize their perceived risk. The real challenge will be to maximize 

the risk for the younger segments, who think they are immortal, and do not perceive a high risk 

within the cancer myth. The financial incentive of targeting more economically strong segments is 

obvious and is supported by the Nielsen report. This report advises the Danish Cancer Society to 

change their communication focus and brand appeal. Thus, as mentioned earlier, they note that the 

group of stakeholders with the most positive perception of the organization are “…people outside 

the workforce with an annual income of less than DKK 100.000”
394. These are, as noted, most 

elderly on state pensions and thereby they cannot be counted on as a future source of income. The 

Nielsen report suggests that the Danish Cancer Society communicate towards a different target 

group with a higher income/spending power as well as a lower age and thereby future spending 

potential. Apart from the financial incitement, the Danish Cancer Society also has a morale 

responsibility in regards to maximizing risk for the younger segments, as this correlates with one of 

their main purposes: prevention to society in order to minimize the objective risk of the cancer 

myth. 

 

Even though the cancer myth is formed by tragic circumstances, the anxieties that exist between 

what is being done to minimize risk and what society believe should be done must be addressed in 

order to achieve the most possible value. At the same time, society must understand this correlation 

in order to not devaluate the perception of the brand. If the correct partnerships are created, society 

will accept the commercialization as the meaning sought after by society is offered through the 

partnering organization and the Danish Cancer Society. The meaning is used in the consumers' 

cultural projects and thereby minimizes risk and offers society a frame of reference when trying to 

understand the cancer myth; how cruel and damaging it can be. Thus, the anxieties of society are 

addressed by the collaborating organizations and thus, the Danish Cancer Society becomes ‘the 

missing link’, which we described in the Our view on CSR chapter, for the partnering organizations 

to reach into the culturally constituted world of the consumers. 

                                                 
394Appendix 6: 49 translated 
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The two products we propose to the Danish Cancer Society will address two different segments. 

The first segment will be organizations that have products with a natural synergy to one of the three 

main purposes of the organization: research, patient support, and prevention. This could, for 

instance, be sunscreen products, fitness, healthy foods, canteen operators, etc. A further description 

of these pragmatic executions will be found in the next chapter.  

It is precisely the fit between the objectives which ensures that the organization’s stakeholders will 

understand the meaning of the partnership and not devaluate the Danish Cancer Society’s corporate 

brand. This notion increases the importance of a lengthy business-to-business partner selection 

process, as the preliminary analysis of the partnering organization will prove vital for the long term 

effects of the collaboration. The partnership is intended for end-users on the consumer market, and 

so the theoretical foundation and the execution method of this product are co-branding; and thereby 

the name ‘co-branding approach’. The value of the co-branding approach, from the view of the 

Danish Cancer Society, is first of all that they will receive financial compensation for providing the 

‘patches’ for cultural ‘tears’. The Co-branding strategy reaching in, by Leuthesser, also shows how 

a co-branding relationship with the right partner can mean a greater market penetration, which for 

the Danish Cancer Society means greater information breakthrough - and their messages come 

through easier and apply for more people. This in turn provides the co-branded product with a 

transferred meaning; the product is minimizing the risk for the targeted consumers. Secondly, they 

make sure that more people will be informed of risk maximizing factors, but at the same time, 

presented with a risk minimizing possibility which correlates with their main purpose. As such, the 

co-branded product provides them with a new and already established communication channel 

creating focused information to a relevant audience. According to the Nielsen report, the value for 

the partnering organization of being associated with the Danish Cancer Society alone is very high 

because of the fantastic image of the organization and that they take part in the risk minimizing 

process. This also accommodates the demand from society and stakeholders in general that the 

organization should accept a social responsibility. In this way, the partnering organization invests in 

minimizing their own risk against a future crisis situation, as was the case with Skandia. Finally, 

both the Danish Cancer Society and the partnering organization get access to completely new 

markets and segments through the partnership. 
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We have named the second product: the endorsement approach. It is aimed at a segment that will 

consist of organizations that do not necessarily have products with perfect synergy with the 

purposes and values of the Danish Cancer Society. This element is not as important here because 

the intention in this approach is not to co-brand a product, but rather to endorse an organization 

towards their internal stakeholders, and in turn, create better organizational brand touch points. 

Thus, the main focus is not to create meaning for the identity projects of the private consumers, but 

rather for the employees of a given organization. In this way, the Danish Cancer Society will 

receive financial compensation for offering a product that generates value for the partnering 

organization. The level of involvement is less than in the co-branding partnership, and thus the 

Danish Cancer Society is undertaking less risk. Consequently, the compensation might be smaller, 

but the number of possible partners is vastly higher. Again, we find an indirect function of value. 

The partnering organization will be involved in the cause of the Danish Cancer Society, and these 

people will be easier and cheaper to communicate with. In other words, the collaboration opens up 

for a new customer base for the Danish Cancer Society. From the Danish Cancer Society’s 

perspective, this product is less comprehensive but basically accomplishes some of the same 

objectives. From the partnering organization’s perspective, this product will primarily bring a 

higher level of employee satisfaction. Our research has shown that CSR initiatives within 

organizations contribute very positively to employee satisfaction, and the greatest effect will come 

if the cause is relevant to the employees and if the setup corresponds to their perception of what will 

minimize the risk for them, and at the same time, create meaning for their identity projects. 
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15 A Practical Approach to Co-Branding 

Now we have established a sound theoretical foundation for the future business-to-business 

investments of the Danish Cancer Society. In addition, we have at several occasions hinted as to 

what our actual idea looks like. In the following section, we will further elaborate on how the 

theoretical propositions will be carried out in reality. The basis of this section is found in our earlier 

introduced framework which is also shown in Figure 26 below. 

 

In addition, we will further elaborate on the actual marketing investment. As we are talking about a 

framework, we wish to show how this can be applied to different goods. And so, the section is 

divided into two different creative ideas. They have been divided by the nature of the good 

involved.  

 

The first product takes its starting point with the 28.772 cancer diagnoses - on average - per year395. 

The most common for men is prostate cancer, and for women, it is breast cancer. We wish to show 

how our framework can use these risks to break through commercial clutter and sell products 

which, in turn, are both relevant for the Danish Cancer Society, the business-to-business partner, 

and the consumer; creating a multiple win situation. As the Danish Cancer Society is relatively 

successful with their approach to breast cancer, we will not be posing any substitutes for this 

campaign, as it is not realistic to unseat this campaign due to its fantastic support and success. Thus, 

we will start out by showing how our framework would function in the case of prostate cancer. The 

                                                 
395 http://www.cancer.dk/Cancer/Nyheder/Presserum/nogletal.htm 

Figure 26: Own Fabrication
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case will be a combined showcase of the framework and a discussion to create a deeper 

understanding of the framework offered. 

15.1.1 Prostate Cancer 

The framework mantra as shown in Figure 26 is maximize, contextualize, commercialize. As 

defined earlier, this means maximizing societal risk production through the corporate brand. In this 

case, it should be based on objective risks regarding prostate cancer. This means classic corporate 

communication in relevant media towards the target group. The KPIs for the campaign now become 

the risk assessment of the target group; in other words, 

how high can the perceived risk of getting prostate 

cancer become? 

We have established a view on the context in this thesis, 

which may or may not be a complete picture. Thus, we 

believe in this case that some gender specific research is 

needed.  

However, we have not been able to find this, and so, for 

the arguments sake, we will go on with an empirical 

study of other product appeals directed towards men.  

The first of the two chosen is the florist who 

reminds men what flowers can do, with the 

benefit being the statement from a woman saying ‘Just go on sleeping dear, I’ll take the kids’ (Fejl! 

Henvisningskilde ikke fundet.). The other 

one is somewhat playing on the same idea. 

Here we have the supermarket which 

reminds us that men do not want flowers. 

Implicitly, it states that it is the steak in the 

ad that men desire.  

 

These two examples are both a part of 

several commercials playing on a man as a 

boyish overgrown teenager. Thus, Carlsberg 

shows men in various beer games and the 

Illustration 5: Interflora’s ‘Remember what flowers can do’

Illustration 6: Super Brugsen’s ‘Men Don’t Want Flowers’
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hardware dealer Inspiration shows the man as a caveman who cannot function properly with his 

small brain.  

All in all, we see a tendency strong enough to indicate the pattern which we will suggest for a 

campaign directed towards men. This combined with our findings in the micro and macro analysis 

creates a powerful communication platform within the contextualizing part of our framework. 

Lastly, we come to the commercializing part of the framework. Research indicates that minimizing 

risks of prostate cancer is a case of keeping the body’s levels of testosterone low396. Low 

testosterone levels are a derived effect of keeping weight down plus regular exercise397. Thus, we 

must browse the market for organizations who offer products with these benefits. We suggest 

starting with the market-leading organization, as they - ceteris paribus - have the largest budget and 

demand for CSR. Also, they have the largest member base, which gives the Danish Cancer Society 

the all-important opportunity to communicate directly to the members already signed up, and to 

new members drawn by the marketing investment. For the sake of further discussion, we choose 

Denmark’s largest fitness chain, fitness dk, which has nearly 100.000 members nationwide, giving 

them a market share of 23%398.  

 

At this juncture, a further analysis of the brand and 

corporate strategy should be carried out. 

Most important is what meaning the partnering 

organization wishes to convey to the end-user about the attributes and values of the product or 

organization399. If a fit between the main focus of the Danish Cancer Society’s prostate cancer 

campaign and fitness dk is found, we are closer to the co-branding partnership. In our empirical 

study, we find some coherence between the organizations. Thus, part of fitness dk’s vision is to help 

more Danes attain a healthier life400. In addition, and in correlation with our micro analysis’ view 

on the individual, they wish to keep their centers “…safe, comfortable, and informal - with space 

for the individual”
401. The initial demands for a further collaboration is there, and if a thorough 

analysis, discussion, and negotiation show further correlations between strategic and 

communicative goals, the two organizations could go ahead with their collaboration. 

                                                 
396 http://www.cancer.dk/fysisk+aktivitet/kraeft+og+fysisk+aktivitet/prostatakraeft/ 
397 http://www.cancer.dk/fysisk+aktivitet/kraeft+og+fysisk+aktivitet/prostatakraeft/ 
398 http://www.idan.dk/Nyheder/497fitnesskaeder.aspx 
399 Blackett & Boad 1999 
400 http://www.fitnessdk.dk/omos/om_fitness_dk/Pages/om_fitnessdk.aspx 
401 http://www.fitnessdk.dk/omos/om_fitness_dk/Pages/om_fitnessdk.aspx [translated] 

Illustration 7: fitness dk - ‘more than workout ‘
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We believe that the collaboration is, and should be, an evolving process. But it has to start 

somewhere.  In the case of fitness dk, we have described how it could start. In regards to what we 

have earlier described as the ideal co-branding relationship, we believe that the relationship has to 

start somewhere between the transactional and the integrative stages. This implies that no matter 

what, a fit between the two organizations' values should be found prior to any investment. Then, the 

relationship should evolve from there, preferably into long term collaborations with the common 

objective of communicating both risk and risk management; fulfilling the Danish Cancer Society’s 

task of informing the public and fitness dk’s goal of providing clear benefits of their product in their 

communication -  which is otherwise rather intangible. 

 

In regards to fitness dk, they receive something very special in addition to the link to the culturally 

constituted world which the Danish Cancer Society provides. Consequently, as they ‘partner up’ 

with the Danish Cancer Society, they have the opportunity to position themselves clearly in the 

market. Thus, fitness dk’s product can be seen as a sensory gratification, a feel good product, or 

social approval - and on the other hand - it could also be seen as an insurance effort against cancer; 

or in other words an avoidance of risks connected to an inactive life combined with obesity. 

Arguing from our theoretical setup, the latter approach would be preferable for the fitness 

organization, as they could indeed cater to the national ideology and anxiety in regards to the 

Danish Health System as well as the neo-liberal State and the somatic situid who demand that 

everybody should take care of themselves and avoid being a burden to the collective society. 

 

In regards to value created for the Danish Cancer Society, we see the all-important brand touch 

points being developed in this relationship. These will help them in more than one way. First, it 

gives tangible evaluation possibilities of their intangible ‘service’. Secondly, the human point of 

contact in the local gym provides the Danish Cancer Society with face to face interaction with the 

customer (who now can put a face on the organization), which will inevitably be perceived as non-

governmental. This is an important point in connection to the ability to create changes and 

challenge existing national ideologies as well as letting the consumer see that the organization will 

not survive on public funding but is in need of both business-to-business as well as business-to-

consumer based private funding. 
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15.1.2 The Sun 

The evening news on June 29th told a story about what could be the next product in question402. The 

news told the story about how incidents of cancer developed through birthmarks have risen by 63% 

over the past decade403. The interesting part is that this cancer most frequently strikes a younger 

group of people than other cancer diagnoses. As chief surgeon and chief of prevention at the Danish 

Cancer Society, Hans Henrik Storm notes in this news feature that it is the relationship to the sun 

that define the risk of having cancer through birthmarks. The younger generation has almost no 

clothing on in the sun and often has the opinion that a great tan is a status symbol404. All in all, this 

is a bad combination, which increases the objective risk of getting cancer. 

Again, if we follow the framework as shown in Figure 26, we will start by finding out what 

maximizing behavior is needed from the Danish Cancer Society’s corporate brand. The main cause 

of this type of cancer is found in the sun and its UVA and UVB radiation. Thus, all activities 

including the sun are risk-producing behavior. To maximize the production of risk, information of 

the severity of the situation should be circulated; the news feature constitutes a great example of this 

kind of information.  

The contextualization is based on the national ideology of a great cancer treatment, something that 

cannot be offered as it is today. However, there is also another, which is the trend of being tan. This 

opens up for two differing product groups as we would both be looking for an insurance type 

product as well as a substituting product as mentioned in the case with solariums earlier. 

Thereby, we find the capitalization to be within the product area of tanning and sun protection 

products.  

As we have interviewed L’Oréal, we wish 

to look further into how they can be seen as 

a possible partner within the sun protection 

category. They initially qualify by being market leading (at least for some of their products). Also, 

they have a product which is risk minimizing in regards to the risk of getting both skin cancer and a 

more serious cancer from birthmarks. In that regard, it caters well to the somatic situid. Thus, it is 

an instant insurance and a preventive ‘medicine’. In addition, it is an insurance based on the moral 

technique which is perfect in the neo-liberal society in which the situid takes more care of itself. 

                                                 
402 dr.dk [News 290609] 
403 dr.dk [News 290609] 
404 dr.dk [News 290609] 

Illustration 8: L’Oréal Logo
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Basically, our interview was based on our intent to probe the interest of investing further in a 

relationship with the Danish Cancer Society and we got more 

than we bargained for. Our proposal for L’Oréal was that they 

co-branded the Garnier product line together with the Danish 

Cancer Society. This should be done through advertising and 

product information, but most importantly, through outdoor-events during the Danish summer. Our 

initial thoughts on this, which are also supported by our theoretical setup, were that the partnering 

sunscreen producer should provide product samples and fund the events. Then, in collaboration 

between the partnering organizations, they should pick out a ‘girl-squad’405 who would be placed in 

parks, beaches, festivals, and even political rallies on, for example,  1st of May; all traditional 

sunburn ‘spots’. This girl-squad would then be offering people to get Garnier’s sunscreen products 

applied in a nearby event tent. Through this action, several benefits arise. First of all, a fewer 

number of sunburns would take place on the particular day. Second, Garnier’s products are placed 

in a sexy environment, with summer, sun, and beautiful girls who approve of men using sunscreen. 

Third, the right application would be demonstrated. It is a known problem that people use too little 

sunscreen, which is why the Danish Cancer Society has incorporated this message into their current 

sun campaign406. In other words, there are some different messages to tell consumers which are 

beneficial to the Danish Cancer Society in regards to the fight against cancer, and on the other hand, 

to L’Oréal, as it increases the amount of sunscreen used per appliance. It was in this regards Sonja 

Christensen, Communications Director L’Oréal Danmark, had something extra for us. She wanted 

to create a common research foundation and an opportunity to spar with each other’s researchers. 

This is due to her belief that the two organizations have different stands on which sunscreen factor 

is best for the Danish market. The Danish Cancer Society recommends a factor 15, while L'Oréal 

would recommend at least 20, but complicates the matter by stating that it depends on one's skin 

tone. However, there is found no rift between the two organizations, merely an excitement as to the 

perspective of collaboration. In short, L'Oréal wishes to be able to inform the public about the risk 

from the sun, and about what precautions one should employ. However, they can never be as 

trustworthy as the Danish Cancer Society407. Therefore, they need a strong NPO partner with the 

same goals, messages, and values. 

 

                                                 
405 http://www.girlsquad.dk/ 
406 http://www.cancer.dk/Sundskole/hvordanundgaa/sol/Solbeskyttelse/solcreme.htm?category=3 
407 Appendix 8 

Illustration 9: L’Oréal’s Garnier 
product line logo



 

 
128 

15.2 Communication Channel Opportunity 

In the above showcase of the practical approach suggested by this thesis, we have not only shown a 

general communicational opportunity for the Danish Cancer Society. In this section, we wish to 

elaborate on how this opportunity looks in its pure form. In a free food magazine handed out in 

some of the larger supermarkets in Denmark, we have found a great example of this opportunity. 

 

In regards to the Danish Cancer Society’s wish to inform men about their risk of getting cancer, this 

free magazine is an example of a joint goal. Thus, they have a feature article on how to get men to 

eat vegetables without complaining. Though the Danish Cancer Society wants men to take their 

bodies' signals seriously, this is another goal for the organization, as healthy foods prevent several 

cancer diagnoses408. 

In the article in question, the Danish pop-sociologist Henrik Dahl tells the story of the feminization 

of the man as he is dragged into the girlfriend’s health-project. In short, the magazine, and the 

sender (GAU)409, want everybody, including men, to eat more vegetables. This is also the goal of 

the Danish Cancer Society, and we can easily suggest GAU to add extra value to their magazine and 

message by co-branding some feature articles. This should not be seen as the only way to go; it is 

merely an example of how diverse the different opportunities might be and how easily new joint 

communicational goals arise. 

 

The latter described communication channel is the purer form of what we have also seen in the two 

earlier described approaches. Thus, the fitness centers' staff, machines, buildings, communication, 

and the brand in general become a channel of communication for the Danish Cancer Society to 

use410. Also, the L’Oréal/Garnier products pose as a communication channel mostly through the 

girl-squad, and of course through the product and package design. 

These communication channels are extremely important, as they are also what we have earlier 

described as brand touch points411. If an organization has previously been unknown, or known for 

the wrong things (such as a public organization), they have the opportunity to meet consumers and 

change the perception of the brand. 

  

                                                 
408 www.6omdagen.dk 
409 Gartneribrugets Afsætningsudvalg 
410 Elliot & Percy 2007 
411 Elliot & Percy 2007 
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On a theoretical note, we find it necessary to conclude on some details in the future business-to-

business relationships built, nurtured, and capitalized on by the Danish Cancer Society. 

As we stated in our co-branding section, the ideal stage of a relationship is the integrative stage 

where both parties have the intent to have as deep a relationship as possible. The vision and mission 

are overlapping and have the full attention of the collaboration. In addition, the two organizations 

are now defining “…themselves partially from their relationship with the other”
412. This should be 

the end goal, but an important note in regards to this is that relationships should only be started if 

this final stage is within sight already at the beginning. 

Therefore, our interview with Sonja Christensen from L’Oréal was interesting, as she showed the 

intent to have a long-term and deep relationship. 

Also, the interviews with both Novo Nordisk and Skandia gave us some great insights into the 

possibilities there. The Danish Cancer Society should not commit to larger collaborations with 

Novo Nordisk (not that they are interested). This is due to the fact that Novo Nordisk has very 

idiosyncratic values. Collaborations here should fit in with their corporate brand values etc. and 

thus, the Danish Cancer Society should not try to fit in there. 

Skandia could have a good fit in terms of insurance; however, this is not a corporate cultural 

branding approach but a mere corporate brand value fit. The cultural fit should be more than just 

‘insurance’ value; it should involve some extent of a fit in terms of meaning. As Skandia has little 

or nothing to do with cancer or risk minimization of cancer, it seems hard to co-brand anything with 

them. 

However, Skandia represents an interesting target for the Danish Cancer Society. As to just how, 

we will further elaborate on in the following chapter. 

15.3 A Practical Approach to Endorsement 

Our endorsement approach differs from the co-branding approach as we will not necessarily have to 

start the relationship in the integrative stage, but rather in the transactional stage in which the 

partnering organization see the Danish Cancer Society as a source of value in regards to internal 

communication, employer satisfaction, and all the values derived as described earlier in regards to 

Skandia’s experiences. 

                                                 
412 Austin 2000:230 
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For the Danish Cancer Society, these endorsements are based on the opportunity to extend the 

customer base into the partnering organization’s customers or, in our case, employees and other 

internal stakeholders. 

Thus, the endorsement approach is first and foremost an offer to organizations and their employees. 

Recognizing that the employees are among the most important brand touch points413, by catering to 

their identity projects, the Danish Cancer Society has a great offering to the organizations - and with 

a minimum of risk connected to it. 

 

We briefly touched upon how Sanofi Pasteur collaborated with the Danish Cancer Society by 

having their employees carrying collection boxes on the annual collection and then multiplying any 

collected amount by ten. 

In short, this is an interesting approach, as it incorporates the meaning of the cancer cause with 

direct actions of the partnering organization’s employees. These employees are proud touch points 

for their firm and enthusiastic about the cause; a perfect connection point for the collaboration. 

This approach creates a strong tangibility to an otherwise intangible product. From the employees 

view, it adds and augments an intangible angle on the tangible ‘product’ - their jobs. 

In addition, they are doing an individual effort in fighting cancer - a notion which correlates well 

with our micro analysis.  

In short, it is important that the individuals (somatic situid) are involved in activities which provide 

meaning for their individual projects. 

 

We suggest involving as many organizations in the annual collection, with a fixed payment, thus 

minimizing risk. If this is combined with a multiplication of the collected sum by the organization, 

it will increase employer enthusiasm and the incentive to maximize collection. 

During ‘off- season’, meaning when it is not time for the collection, the collaboration should build 

on something else. The Danish Cancer Society already has the framework for this called ‘support 

life’414.  This approach includes members signing up and a monthly fee. On the site, one can test 

one's habits, find out one's waist measurement and BMI, and test physical fitness. In addition, there 

is also advice on how to get started living a healthier life, cooking the right food, and of course, 

supporting the Danish Cancer Society. This approach is indeed in accordance to our theoretical 

setup, and we have but three minor changes and add-ons to it, in order to perfect it.  
                                                 
413 Elliot & Percy 2007 | Schultz 2005 
414 http://www.stoetlivet.dk/kb/ 
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First of all, we find the funding a little off. Thus, it is the employee who pays out of his or her 

salary415. We strongly believe that it should be carried up to a strategic level, increasing the 

commitment and flexibility of the employees. This is due to the apparent benefits to the 

organization which we have found in connection with Skandia. These benefits are pure benefits of 

the Danish Cancer Society’s product, and thus, should be used in corporate business-to-business 

communication and sales material416.  

Incorporating an aspect of competition might heighten the enthusiasm around the project. We wish 

to show an example of this by turning to Nike’s Men vs. Women challenge417.  

 

By challenging two distinct groups to fight for their honor, it increases the encouragement, the team 

feeling, and the (perceived) expectations to the individual. 

Lastly, we believe that the brand awareness and associations built on behalf of this initiative should 

in a higher degree benefit the parent brand of the Danish Cancer Society. Instead, as it looks now, 

the positive connotations with this project will be linked with yet 

another product brand; ‘support life’. Though the logo is rather 

obvious, as seen in Illustration 11, it would be interesting if the 

whole idea could be linked directly to the corporate brand. Thus, it 

incorporates the risk maximizing, which can be used to create a demand for insurance, utilizing the 

moral technique. 

                                                 
415 http://www.cancer.dk/Foreningen/virksomheder/stoet+livet/?category=4 
416 Elliot & Percy 2007 
417 www.nikeplus.com 

Illustration 10: The +ike Challenge - Men vs. Women

Illustration 11: Support Life Logo
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Then, the endorsement approach can again be linked to our three-step framework as shown in 

Figure 26, in which the Danish Cancer Society looks to maximize perceived risk in the target 

audience, makes sure it fits with the national ideologies and cultural anxieties, and lastly, 

commercializes by passing on value to a partnering organization which in return pays for the 

service. In addition, the Danish Cancer Society also opens up a new member/customer base, which 

will benefit them in the long run. 

16 Conclusion 

In the introduction, we briefly touched upon why the Danish Cancer Society should intensify their 

focus on business-to-business partnerships. The answer was a situation of equal opportunity and 

threat. We dedicated an entire section to the concept of CSR, as we believe this concept represents 

the opportunity itself of a mutually beneficial non-profit business partnership. The financial crisis 

poses a risk; a risk of the turnover plummeting within the all- important consumer market. Thus, 

income from inheritance, lotteries, and perhaps even private donations are under pressure. 

 

We have established a view on both society and individuals, which has served as a foundation for 

this thesis. The perception of risk in society presents a competitive advantage and therein the 

opportunity that the Danish Cancer Society should exploit to create products for the business-to-

business market. 

 

To accommodate these external factors we also conducted an internal analysis of the organization in 

order to organize their greatest strengths and weaknesses so that maximum value is achieved within 

their business-to-business activities. We backed this up with several theories which supported our 

arguments regarding both the why and the how in connection with our thesis statement.  

 

Our findings showed that the benefits for both parties are great, especially for the Danish Cancer 

Society. Not only will they gain economic compensation, they will also create a new 

communications channel to enhance information regarding prevention against cancer through 

information and risk minimizing products (all in the area of lifestyle related products). In addition, 

this is all done in a manner that should not conflict or cannibalize on their private market as their 

partnerships will create meaning for all stakeholders in society. 
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The partnership open up the counterpart’s customer base and thereby access to a new market. 

Subsequently, linking up with partnering organizations will create new and important brand touch 

points, which in turn will make the Danish Cancer Society brand come to life through tangible (and 

even human) evaluation points. In turn, the intangible value associated with the Danish Cancer 

Society will be added to the partnering organization’s brand which in a situation of complete 

competition, crisis, and CSR demand is very valuable to commercial organizations and present an 

opportunity for a competitive advantage. The touch points also create an important opportunity for 

the two collaborating entities to convey their message of risk-minimizing inputs. All in all, this 

constitutes as a win-win relationship. 

 

The way to achieve these benefits is by using the framework which is the foundation of our 

conclusion. The framework is based on the maximizing of (in this case) risk to the masses. This 

maximized risk perception should be contextualized according to the target groups by drawing on 

the cultural constituted world and the gap between national anxieties and desires; therein creating 

meaning for the individual. Finally, this process must be accommodated with the commercialized 

risk minimizing products through the right business-to-business partnership. 

In these times of crisis, both financial and environmental, the Danish Cancer Society must realize 

that there is an increased competition on the risk market. Even though society may perceive cancer 

as one of the biggest existing threats, the risk of financial ruin or environmental disaster can become 

greater in the future. Therefore, we believe that the framework maximizing – contextualizing – 

commercializing is the tool to use, to constantly be present in the minds of the consumer. All done 

in a manner that makes the most possible constructive meaning to the individual consumers’ 

identity projects, continuing the production of risk, to keep cancer, the most important risk factor of 

society. 

 

An important aspect and side effect for the Danish Cancer Society, is that our recommended actions 

will help the organization to stand out as being non-governmental. This is a goal stated in the 

strategy already, but to our thesis, it has an extra and interesting impact. As the organization grows 

from being perceived as a public entity into a privately held association, they will increasingly be 

able to change national ideologies on the subject of cancer and health. The State is in charge of the 

Health System, and as we found, the basis of the cancer treatment anxieties lies within this area; it 

is important for the Danish Cancer Society to be able to pose as an alternative to the State. Thus, the 
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foundation of the cultural brand is based on exactly this anxiety, which is built through the political 

engagement of the organization.  

 

We can conclude that the current efforts of communication are of the right style. The organization is 

very active politically, they have nationwide campaigns about various cancer diagnoses, and they 

have an incredible gift of getting through to consumers via the media. However, in spite of the good 

showing, there is still room for improvement if the goal is to collaborate with - and capitalize on - 

the business-to-business market. Thus, to summarize the answer to the primary question of the 

thesis statement, we recommend the Danish Cancer Society to employ two different business-to-

business products. First of all, the endorsement partnership, with only a low involvement necessity 

and primarily targeted toward internal stakeholders of the partnering organization.  Secondly, a co-

branding partnership with a higher involvement necessity as the approach is primarily targeted 

towards end-users of the partnering organization’s products.  

 

To summarize, and to answer the sub question of the thesis statement, it should be said that the 

selection process is very important for the Danish Cancer Society. Not all organizations are 

qualified for partnerships, and as we established in the pitfalls section, there are many risks for 

NPOs in regards to business partnerships. It is critical that the Danish Cancer Society realizes their 

bargaining power and does not give into the desire to ‘cash in’ or sell out to a random 

organization’s wish to use their good name as a shield to the surrounding world. Their most 

important source of income is (at the moment) the private market, and if they lose brand value in 

the mind of private consumers, it can have severe consequences. This will happen if, over time, too 

many ‘meaningless’ partnerships are entered. Thus, we shortly reviewed the case of the shopping 

mall Field’s collaboration with the Danish Red Cross. These types of partnerships create little or no 

meaning to consumers other than the obvious financial aspects, and this will lead to a diminished 

brand value over time. 
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17 The Aftermath 

This thesis proposes a number of changes to the Danish Cancer Society. In this chapter we seek to 

outline some relevant reflections based on these changes. 

 

Further research is needed, to find out how risk is produced for different target groups. As we have 

found out, an important perspective of our framework is the notion of insurance. We need to insure 

ourselves against the risks of getting cancer. However, selling insurance to certain segments can be 

more difficult than others. For instance, the younger segments are not as aware of risks as older 

segments are. Thus, one in four under the age of 25 does not have proper insurance418. A known 

challenge in the insurance, but also pension markets, is that young segments do not consider their 

future risks as much as older segments. Now the challenge should also be met within the Danish 

Cancer Society’s markets, as they start selling insurance based products. How can they increase the 

perceived risks within segments that do not give much attention to future risk? And therein sell 

them risk minimizing products? 

 

NPOs such as the Danish Cancer Society, the Danish Red Cross, Save the Child, etc. must always 

be careful in everything they do, as their business foundation is based on the willingness of their 

surroundings to donate to the cause. The Danish Cancer Society is currently dependent on the 

private funding and thus, this thesis has recommended that they increase focus on the business-to-

business market in order to exploit their potential as well as to spread the risks. However, an area of 

further investigation could be the ethics in relation to NPOs evolving from being a mere recipient of 

charity and goodwill to being a highly involved business partner of commercial organizations. 

Some people may think that NPOs have a moral responsibility of not speculating in increasing their 

income or participate in partnerships that involve commercial organization as this could potentially 

have consequences for other NPOs and could also diminish the credibility of their cause. We 

believe that through the meaningful partnership (as earlier explained) the Danish Cancer Society 

will avoid this danger. However, further research on the subject is needed. 

                                                 
418 http://www.forsikringogpension.dk/Presse/nyheder/2008/Sider/Hver_fjerde_unge_har_ingen_forsikring.aspx 
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19 Appendices 

19.1  Appendix 1 - The Danish Cancer Society Marketing Strategy 

Please find this appendix on the attached CD in the back of the thesis. 

19.2  Appendix 2 - Top 20 CSR Activities/Characteristics 

 

• Makes products that are safe 

• Does not pollute air or water 

• Obeys the law in all aspects of business 

• Promotes honest/ethical employee 

behaviour 

• Commits to safe workplace ethics 

• Does not use misleading/deceptive 

advertising 

• Upholds stated policy banning 

discrimination 

• Utilizes “environmentally friendly” 

packaging 

• Protects employees against sexual 

harassment 

• Recycles within company 

 

• Shows no past record of questionable 

activity 

• Responds quickly to customer problems 

• Maintains waste reduction program 

• Provides/pays portion of medical 

• Promotes energy-conservation program 

• Helps displaced workers with placement 

• Gives money to charitable/educational 

causes 

• Utilizes only biodegradable/recycling 

materials 

• Employs friendly/courteous/responsive 

personnel 

• Tries continually to improve quality 

 

 

‘Top 20 CSR activities’. Source: Walker Group (1994), in Carroll (1996) 

19.3  Appendix 3 

Interview Susanne Stormer – Corporate Branding & Responsibility Director, Novo Nordisk. 

Please find recording on the attached CD in the back of the thesis. 

19.4  Appendix 4 

Interview Finn Christensen – Project Manager – Development Sector, the Danish Cancer Society. 

Please find recording on the attached CD in the back of the thesis. 
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19.5  Appendix 5 

Interview Poul Møller – Marketing Director, the Danish Cancer Society. 

Interview notes: 

1. Kræftens bekæmpelse er en forening i princippet omend en mere kompleks version i forhold 

til standard foreningen, som fx den lokale bolig forening osv. Organisation er stor og har 

selvfølgelig væsentlig større indtjening end de fleste. 

2. Den er bygget op omkring en foreningsdel som udgør bestyrelsen, der er frivillig og primært 

politisk orienteret og så er der administrationsdelen som består af professionelle folk der 

lever af arbejdet. Derudover er der selvfølgelig alle de frivillige der hjælper organisationen 

med at samle penge ind til landsindsamlingen osv. 

3. Der er mange forskellige udvalg og mange afdelinger som hver især har deres egne små 

målsætninger som selvfølgelig stiller efter at nå de overordnede målsætninger, men det 

betyder at organisationen er silo opdelt og kan derfor godt blive lidt tung i det. 

4. Derudover gør det at der er en overordnet todelt struktur også at det kan være svært at få nye 

tiltag igennem, da den beslutningstagende del er meget risikoavers. 

5. Vi har et enormt stærkt brand i forhold til vores direkte konkurrenter, og vi har faktisk også 

set en rapport der sætter os meget højt i forhold til for profit organisationer. 

6. Dette kommer sig af at vi sætter vores brand over styr når vi indgår i samarbejder med andre 

virksomheder 

7. At sætte brandet på spiller hænger sammen med den forargelsesjournalistik som lægges for 

dagen. Se fx Morten Strunge Meyer. 

8. Desuden er ROI lav. Vi stiler gerne efter 1:4. 

9. Indgår man i for mange samarbejder når man ’brækpunktet’ på den lange bane og så er det 

jo som at pisse i bukserne. 

10. Beslutningsprocessen gå fra Repræsentantskabet � Hovedbestyrelsen � 

Forretningsudvalget. Disse kan ses som værende gatekeepers i forbindelse med vedtagelse 

af strategien 
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11. Vi er tunge at danse med i forbindelse med samarbejder. 

12. Marketings formål er at skaffe penge, men kun i overensstemmelse med KBs indhold. 

13. Strategien er at omsætte identiteten til kommunikation som er attraktiv og giver penge i 

kassen - både for os og samarbejdspartnere. 

14. Mht. de 4 % så tales der mere om CSR end der bliver gjort. 

15. Vi har opdelt erhverv i to dele. 

a. Små virksomheder = Donationer 

b. Store virksomheder = Strategiske samarbejder 

16. Matas samarbejdet ser vi som et godt fit. Det giver os uden at sige for meget mellem 1 og 2 

millioner. 

17. KB er en noget siloopdelt virksomhed. Derfor kan vi jo opleve en del organisatoriske 

benspænd. 

18. Blandt andet har vi forskellige succeskriterier i de forskellige afdelinger 

19. Når vi samarbejder med andre NPO’er udvander det vores gevinst. Fx i 6omdagen-

kampagnen. 

20. Det er jo sådan at det er vores handlinger som ung der virkelig spiller en rolle på vores 

risiko for at få cancer senere i livet. Det er virkelig en vigtig faktor indenfor livsstilsrelateret 

cancer. 

 

19.6  Appendix 6 - Nielsen Report 

Please find this appendix on the attached CD in the back of the thesis. 

19.7  Appendix 7 

Interview Birgitte Strand – Market, Business-to-Business & Mass Communications Manager, the 

Danish Cancer Society 
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Please find recording and transcript on the attached CD in the back of the thesis. 

19.8  Appendix 8 

Interview Sonja Christensen – Communications Director, L’Oréal Danmark. 

Please find email on the attached CD in the back of the thesis. 

Interview notes: 

1. Vi samarbejder allerede med KB i forbindelse med lotteriet. Her donerer vi produkter som 

præmier. 

2. De er en bøvlede og bureaukratiske at samarbejde med. 

3. Vi har været i kontakt med dem for at samarbejde yderligere, men vi har ikke kunnet få 

noget igen. Vi måtte ikke fortælle om samarbejdet. Vi vil have et samspil, ikke blot være 

yder. 

4. Vi er interesseret i at samarbejde på flere områder - solcreme er ikke nok. Fx er vi uenige 

angående brugen af SPF. De siger det er nok med 15 her i DK men vi mener der skal mere 

til. Vi er interesseret i et forskningssamarbejde udover produktplanet. Det er jo klart at vores 

forskere ikke har samme kommunikative pondus som KBs 

5. Vi er allerede engageret i cancer-sagen internationalt. 

a. Vi støtter kvinder i videnskaben � Priser til kvindelige forskere 

b. Look who feel better --Z Sminke til cancerramte kvinder 

6. Ifm. KB kunne vi være interesseret i et større samarbejde med en kæmpe lancering, på 

størrelse med Siesta, Solhat, Skygge kampagnen 

7. Det er jo vildt med lidt royalt støv 

8. Vi kunne godt lægge reklamekronerne 

9. Vi går ikke ind for deklaration, branche foreningen fortæller om parabener og den slags og 

vi går ind for sundhed og sikkerhed frem for miljø. 

 

19.9  Appendix 9 

Interview Vibeke Molin – CSR Project Manager, Skandia 

Please find recording and transcript on the attached CD in the back of the thesis. 


