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Respected Products:

Those who are not surprised that I am addressing them like this, are on the right track and 
maybe they do not need this guide at all. “If you use something for free, then you are a product” 
- an old saying from advertising has become a key profit motto of social networks, whose users 
we are all, voluntary, happy, because it is free. But numerous studies, as well as insiders who 
have spoken publicly about the business model of social networks, show that nothing is free. 
Especially not information about ourselves, which we share with social networks. However, there 
is no going back. Rare are those who do not use these simply because they do not want to be a 
product. So, if we cannot defeat them, it remains for us to learn how to deal with them, that is, 
how to use them for our own benefit and those we care about; to use them responsibly, with an 
awareness of how our words, images and videos that we “upload” may look to those to whom 
they refer, and with full knowledge of our rights, but also those to whom our posts concern. 
Our right to freedom of expression MUST NOT jeopardise anyone’s right to equality, as required 
by international and national regulations. And vice versa. 

Let another social media insider’s statement be noted here: “There are only two industries that 
call their customers ‘users’: illegal drugs and software.” (Edward Tufte, a computer scientist and 
a professor emeritus of computer science, political science and statistics at Yale University.)

I sincerely hope that this guide will help you navigate the (muddy) waters of social networks more 
easily, but also that you will be aware of the impact of your words, pictures and videos, and that 
before you post them you will think: “Would I say in the public square what I think in the comfort 
of my room?” By the way, social networks are the same as a public square, and by going to that 
public square, you take responsibility for your publicly spoken word.

Plan your online activities carefully, because I’m sure you don’t want to be just a “product” or a “user”.

Milica Pesic,
Executive Director, Media Diversity Institute, London, UK.
London, November 2020.



Social media play a significant role in gaining new customers, 
increasing sales of products or services, visibility, and building 
community around our projects or organisations. The essence of 
the social function of social networks is that they are the platforms 
that connect us and enable us to create and share content in 
real time. We visit social networks to connect with people of 
similar interests, brands and projects that we love, but also to get 
informed, have fun, find inspiration, explore and learn something 
new. In addition, they have huge commercial potential (most 
of us have communicated through social networks with certain 
brands or bought certain products or services).

Launching and running
a social media campaign

Tijana Banović

It is important to remember that building a relationship between 
a brand/project/organisation and the online community is a long 
and demanding journey where a good reputation is hard to 
gain, and can be lost overnight. When designing a campaign, 
communication, messages and content for social networks, it is 
necessary to approach all of the above carefully and thoroughly, 
but also to set aside some time for learning and constant moni-
toring of innovations in the field of marketing and communica-
tions. If we do not keep up with this digital game, it is very likely 
that our campaign will become unsuccessful, which will lead 
to a loss of time, money and audience trust. In order to avoid 
such an outcome, below we will explain the steps, techniques 
and process examples of good practice, which will help us to 
become/remain good digital players.

Online campaigns – From A to Z
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Research before launching
Every campaign planning begins with research, i.e. gathering 
information about the topic / problem / product / service / 
market. Research is a system of activities to determine the 
characteristics of the target group or target market that are 
the subject of the campaign. It is necessary to collect as much 
detailed data as possible and in as large a sample as possible, 
in order for the campaign to be of better quality and more 
precise. Until recently, such research required more resources, 
not only to hire a specialised company to conduct the research, 
but also to analyse and interpret the collected data. Today we 
have at our disposal a number of tools that give us freedom and 
choice in the way we collect data, these include:

With the help of these tools, we can compile questionnaires 
and forward them to the addresses of those we want to invite 
to participate in the research. Site integration, integration with 
a Facebook and Twitter account is also possible. Typeform is a 
completely free tool, while the other two offer a limited amount of 
features for free. In addition to the above tools, we should check 
if someone has researched the same or a similar problem previ-
ously. Secondary research can help us define the problem, but 
also save money and time.

We will then define the goals of our campaign that will determine 
what it will look like and how it is going to run. What do we want 
to achieve? Is our campaign goal to achieve greater visibility on 
social media or to engage followers? Is the goal to gather leads/a 
certain number of people who would volunteer during the duration 
of our project? Do we sell a product or service? When we define 
goals, it is necessary to quantify them and set certain deadlines, 
e.g. “With this campaign, I want to achieve visibility of 200,000 
people within two months.”

Is “EVERYONE” our target group?
There’s one rule that applies when creating a campaign on social 
networks - it is necessary to send relevant messages to relevant 
people at the right time. Sounds simple, doesn’t it? Is this 
rule that easy to apply in practice? Let’s answer this question 
together. Imagine working in the marketing department of an ice 
cream factory. What would you say, who is your ideal customer? 
Who is the person to whom you will send messages at a certain 
time and try to sell ice cream? If you say that the answer is 
“EVERYONE”, we suggest that you pay more attention to the 
next segment of the text.

Believe it or not, not everyone eats ice cream. There are people 
who are allergic to certain ingredients of ice cream (chocolate, 
nuts…), people who are lactose intolerant, people who are on a 
diet, people with diabetes. These are just some of the ‘metrics’ 
that determine who IS and IS NOT an ice cream buyer. If we 
know the habits, interests, attitudes and reactions of the target 
group, it will be easier for us to create a successful campaign 
and thus attract exactly the people we want.

Who is our target group?
The tool that Facebook launched in 2014 - Facebook Audience 
Insights - can significantly help us in determine the target group. 
It is a tool that allows us to get to know our target group better, 
based on the information that Facebook has collected about 
its users (demographics, interests, pages liked…). We need to 
connect our Facebook account with Ads Manager and to access 
this tool afterwards. We will take as an example the analysis 
of the target population in Serbia that is interested in human 
rights, to see how many Facebook users are interested in 
human rights, graphic representation of gender, age, infor-
mation related to the status of the relationship and level of 
education. We will add Serbia in the box for the location, and 
human rights in the box for interests.

Typeform Survey Monkey
Basic

Zoomerang

https://www.typeform.com/surveys/
https://www.facebook.com/business/tools/ads-manager
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We will notice that our target population includes between 
150,000 and 200,000 people, with a similar percentage 
between men and women. The largest percentage of women is 
aged 45 to 54, while men aged 35 to 54 are the most numerous. 
As many as 63% are highly educated.

After the demographic analysis, Audience Insights gives an 
even more concrete picture of the interests the target population 
has. When we click on the page likes option, data related to the 
categories and pages that the target population liked the most is 
displayed. It is the pages that are most liked that will give us a better 
understanding of “lifestyle” and show us a broader picture in which 
the person to whom we want to target our messages is presented.

We will see that this person likes to visit “Zvezdara Theater” and 
the Cultural Center “GRAD”, to read dailies “Vreme” and “Danas”, 
and is interested in investigative journalism (“KRIK”, “Insider”). 
The following table provides data sorted by affinities, number 
of followers per page, and size of the target population that has 
already liked the listed pages, relevant to our targeting.

The French writer, Muriel Barbery, wrote the following in her 
book “The elegance of the hedgehog”: “What you drink, what 
you read at breakfast, that’s how I know who you are.” This 
is exactly what the Facebook Audience Insights tool gives us 
- to get to know the desired target group better, to prepare a 
campaign or to improve an existing campaign.

How to define a “Buyer Persona”?
Buyer Persona is a semi-fictional character of our ideal client 
(customer). It is a person who does not actually exist, but we 
created them based on collated information and data about our 
real clients, or data from the research we did based on infor-
mation from Facebook Audience Insights. Buyer Persona is a 
generalisation of all the characteristics of a particular target 
group. It is an ideal representative of one of our target groups, 
which includes demographic, psychological, socio-economic 
characteristics, but also shopping patterns, fears, interests, 
etc. What does this mean? It is desirable to know as much 
as possible about the person or people for whom we create 
a campaign (depending on the campaign we can create more 
Buyer Personas). so we will find out what gender, age, where 
they live, whether they need our campaign, why they need it, 
what problems of theirs it could solve, etc. The more detailed 
we define the Buyer Persona - the better conversion we will 
have, the better we will understand the needs and problems of 
the target group we want to address. We will be able to create 
content specifically aimed our target audience. Defining a Buyer 
Persona can be done with the help of a series of questions, 
not all of which we have to ask. It is important that we choose 
only those questions that suit our needs and the needs of the 
campaign.
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Name:

Age:

Gender:

Family status (married, number of children):

Income (under/above average)?

Location:

Education:

Interests:

Hobby (what entertains him/her, what content uses for relaxation)

What books/print media reads?

Favourite sites/blogs/social media pages:

Favourite brands:

What motivates him/her?

What issues/ fears this person confronts? 

Main values he/she stands for?

How we can help her/him?

Other:

Later on, when content 
and copy writing for social 
networks, as well as press 
releases, it would be good to 
imagine this Buyer Persona 
“sitting across from us at a 
table”, that is, to know them 
like we know our best friend. 
We must not forget to think 
about the details, because
it is the details that make
a campaign successful,
so when we talk about 
favourite sites/blogs/brands,
we should be as specific
and precise as possible.
In one way, we will create 
a campaign and address a 
person who is in their early 
twenties and reads “Dylan 
Dog”, and in a completely 
different way, a person who is 
in their late forties and reads 
daily “Danas” regularly.

A good plan is half the battle!
Once we have done all the research, gathered enough relevant 
information and defined the problem, we will start creating: 

>  a campaign plan and decide which are our key messages, 

>  on which social media we will place them, and in what tone we 
will address the target group, 

>  how often we will post, what these posts will look like (textual 
and visual part), 

>  and we will clearly and precisely define the goal (e.g. raising 
awareness of the existence of our organisation, drawing 
attention to a particular problem in society, increasing audience 
engagement, etc.)

A good campaign is the one that has reasonable goals - specific, 
measurable, relevant, achievable and timed. Specific goals are 
those that are precise, as vague or general goals can lead to 
confusion. Measurable goals are all those goals in which we use 
numbers (the increase in visits by 35%, to double the number 
of followers ...). Relevant goals are those that contribute to 
the general interest of the entire organisation/project, so it is 

important that our social media campaign is aligned with other 
elements and organisation/project values. Goals should be 
achievable, i.e. realistic and possible. If we devise impossible 
goals, it is possible that we will not improve, but we will feel 
increased pressure and frustration. Finally, we should decide on 
a period of time when we will verify the success of the goals and 
check the success and status of our work.

Elements of posting on social networks
>  Tone of communication
>  Topic(s) and copy
>  Visual identity
>  Post format

The tone of communication on the public-facing page refers to 
the text within our posts, but also how we communicate to our 
users through comments and messages. It depends on the target 
group we are addressing, the topic and the campaign itself. 
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If we decide to be formal, we will hardly be able to make closer 
contact with our followers, but on the other hand, our site will 
exude respect, professionalism and security. The tone on social 
networks can be more informal, intimate or familiar (especially 
if we are addressing a younger target group). Whatever tone of 
communication we choose, we must not forget that our messages 
should be simple, clear, and without ambiguous and complicated 
expressions.

The topics we will cover should reflect our and the campaign’s 
values. We will weave the content around the topic(s). Do you 
know what is worse than irregular posting? When we create 
boring content, content that is not of interest to our target group, 
or when we are focused exclusively on ourselves and our project 
(a lot of people recognise these posts as bragging or egocentric).
In addition to connecting with friends, we are all on social 
networks to get informed, have fun or learn something new. When 
we provide our users with certain information, the opportunity to 
learn something or entertain them - we give them value and build 
a stronger connection with the community. It is difficult to provide 
“all” information to “everyone”, so it is important to choose certain 
benefits, problems or issues. After determining the topics, we will 
need knowledge in the field of copywriting. Unlike creative writing, 
which is artistic expression, copywriting means writing that aims to 
promote a service, product, organisation, project, idea, etc. in the 
best possible way. Written content is copy, which should cause 
a desired reaction in those who read it. Unlike a journalist, who 

follows the traces of their story, researches and checks the facts 
and is able to write a story from a personal point of view when 
writing a column, a copywriter takes from all forms of writing 
the means to be creative and to (for the reader/listener/viewer) 
unexpectedly express and write messages with the voice of the 
organisation or company that hired them, or from the position 
of the brand or project whose messages on the market they are 
supposed to create. The communication process that takes place 
between the message written by the copywriter and the recipient 
of the message works on the basis of a model referred to as 
AIDA (Attention, Interest, Desire, Action). Copy needs to attract 
attention, arouse interest, provoke desire and force action, and 
if we were to analyse all successful advertising messages, we 
would see that most work the way they do.

In addition to knowledge in the field of copywriting, it is desirable 
to plan and create a content calendar (Social Media Content 
Calendar). Social Media Content Calendar will allow us to plan 
the content for the next month in two to three days in advance 
for social media, dates and times when we will publish it, social 
media where we will publish them, visuals and links. The calendar 
should be easy to read and contain all the necessary informa-
tion for publishing content. We can make it ourselves using an 
Excel spreadsheet. The image below is one example of how we 
can create a content calendar that includes the dates, visuals, 
and social networks on which we want to place the textual part 
of the message.
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Visual identity is the consistent design approach that sets us 
apart from everyone else. It helps users to recognise us even 
when they are not on our page. Specific filters, colour palettes, 
fonts, shapes, prints in a certain corner, etc. Since those who visit 
our pages on social media form an impression about them in a 
very short period of time (sometimes only a few seconds), it is 
necessary that our profile and cover photo are in line with the 
colours and elements of our visual identity, since that’s the first 
thing anyone sees when they visit a Facebook page or Instagram 
profile. We also need to pay attention that our visual identity 
remains consistent across different social networks, because it 
increases the recognisability, and with it the differentiation, from 
the other profiles and pages within our niche. Not only the format 
but also the dimension is important for a good post on social 
networks. If we do not determine the dimensions correctly, i.e. as 
required by social networks, our photo, video or infographic may 
turn out to be messy or blurry, and thus not attractive enough for 
those who follow us to stay and read/view the post.

Recommended dimensions for different social media.

The format of posts on social media partly works as it does in 
life - we will be more attracted to content that has a photo and 
text than exclusively textual content. Warm human stories are 
remembered longer than numbers. However, there is not just one 
format that applies to all social media. Every social media has 
its own requirements in that regard, but there are also frequent 
changes that need to be monitored. When creating posts, we can 
learn the most when we are not standing still and sticking to only 
one format (e.g. a photo post). We achieve better effects when we 
experiment with different formats and combine them in different 
ways (video + text, Instagram live, etc.).

One in a series of interesting options is Instagram Q&A. On the 
Instagram story, we can set the option for our followers and 
those who watch our stories to ask us a question or answer our 
question. Unlike direct message communication, it is possible 
to ask questions one-on-one through a story and later share 
answers with followers. Through this option, with just one photo 
and relevant questions, we can do a little market research, get 
better acquainted with the needs of the target group, what they 
like or dislike, see how they react to a certain segment of the 
campaign and whether they have suggestions or criticism.

Numerous marketers single out video content as leading. 
Since it represents a combination of sound, image and text, 
it is visually attractive and stands out from other forms of visual 
representation. If we decide to present certain segments of our 
campaign with the help of video content, it is important to pay 
attention to a few things:

Each video needs to be optimised and adapted to the platform on 
which it will be published.

> The video needs to be effective from the very beginning in order 
to attract the audience’s attention (this especially refers to 
Facebook, where the video automatically starts the moment it 
appears on the feed).

>  Shorter videos and those in which we share a certain value that 
is relevant to our campaign are more effective. How to videos 
are mostly interesting to watch and give us the opportunity to 
build a deeper relationship with the community by showing 
it how it can specifically do something (some skill, problem 
solving, or overcoming a problem in an easier way). If we are 
creating a campaign with the goal of raising money for stray 
dogs in a certain city, and we also want to make the public 
aware of why it is more important to adopt a dog instead of 
buying it, How to videos can refer to tips on nurturing, caring 
for dogs and keeping them healthy. Therefore, we can record 
a series of videos that can refer to the proper maintenance of 
dog hair, places in nature that are interesting for walking with 
a pet, bathing tricks at home that save time and money, etc. In 
this way, in addition to presenting the goals and values   of our 
campaign to the community, we show that we care and that we 
are there for those we address.

Source: https://neoreach.com/

https://www.falcon.io/insights-hub/topics/social-media-management/social-media-images-guides/
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> With the desire to bring the campaign closer to the target 
audience and build a relationship that is filled with trust, we 
can use the options for live video streaming. With the help of 
Instagram live, we have the opportunity to show who our team 
is, but also to include followers in the process that takes place 
“behind the scenes”, which will certainly lead to more interaction.

Digital roadside assistance
In order to successfully run our campaign, we need certain tools 
that can save us time and money, but also make it easier to deal 
with certain aspects of the campaign.

Google Analytics includes analytics tools, content analytics, 
social media analytics, mobile analytics, advertising analytics, 
conversion analytics, and provides insight into how visitors use 
and access our site.

BuzzSumo is a tool that searches for posts that have been shared 
many times on social networks. We just need to type in the 
keyword that interests us and we will get a list of the most shared 
posts. This tool reveals to us which topics are the most read and 
helps us gain insight into creating our own.

Canva is a type of free designer and can be of great help if we 
have a small budget for the campaign. The basic free version 
gives us the ability to design visuals, digital postcards, posters, 
stories, graphic solutions for the site in just a few clicks.

Content Idea Generator can help us when we run out of inspiration 
to write content for social media. The tool works on a question-
answer basis. When we answer a dozen questions about our 
campaign, it will generate close to a hundred topics, of which 
we will be able to use at least ten as potential ideas for creating 
content.

Buffer is one of those tools that automates posts on social media 
and publishes them in a scheduled order. However, the real value 
of Buffer lies in blog posts on various topics related to social 
media, so it can be a starting point for all of us who want to 
follow the news, interesting campaigns, tips, analytics and learn 
something new.

Unfold and StoryArt are apps available for iOS and Android devices. 
They allow us to design stories, use a number of pre-prepared 
themes, colour palettes and fonts, and customise them to the 
needs of our campaign.

Splice and Swish are apps that can help us when processing 
video material via mobile phone. Through Splice we can merge 
different videos into a whole, add transitions, lyrics and music, 
while Swish offers us pre-prepared themes that we can adapt to 
our needs to some extent. Both applications offer us everything 
we need for fast and basic video processing. They are available 
for iOS devices.

Advertising
One of the key and powerful tactics for achieving our campaign 
goals is paid advertising. When we activate followers and reach 
as many people as possible for as little money as possible, we 
need to identify reach and qualify them according to interests 
(e.g. if the goal of our campaign is to create a network of 100 
volunteers during the summer, we can target the audience who 
has just completed secondary education, assuming that they do 
not have many obligations at the moment and will have more 
time for extracurricular activities, useful training and develop-
ment). If we have a site, thanks to advertising we can turn to the 
people who visited our site and remind them of our campaign. 
We can measure all the results of our actions during the course 
of our advertising campaign and, based on the obtained results, 
optimise the campaign. Adequate activation, identification and 
qualification of the audience in conjunction with relevant content 
(constant, useful and valuable) can be key to the success or 
failure of the campaign.

Recommendations
When it comes to creating a social media campaign, it is advisable 
to constantly monitor the news in the market, to learn and be 
ready for change (e.g. when a new social network appears, we may 
want to add it to our plan, or to set new goals). If we include all the 
above-mentioned campaign elements and recommendations, 
if we opt for proactivity and willingness to play with those elements 
that are offered to us - we will only increase the chances of getting 
good results from the campaign on social networks. We should be 
aware that not every campaign we set up will be successful, which 
must not discourage us from taking further steps. We can draw 
conclusions from each campaign, what is good for growth and for 
spreading the values and ideas we advocate, and what produces 
results and a return on our investment (ROI). That way we will 
have a solid foundation and experience for our next campaigns.

https://play.google.com/store/apps/details?id=com.google.android.apps.giant&hl=sr
https://buzzsumo.com/
https://www.canva.com/
https://contentideagenerator.com/
https://buffer.com/
https://apps.apple.com/us/app/unfold-create-stories/id1247275033
https://apps.apple.com/us/app/storyart-insta-story-creator/id1403688089
https://apps.apple.com/us/app/splice-video-editor-maker/id409838725
http://swishvideo.io/


Online campaigns – From A to Z

Assignment:
Based on the photo below, design a product or service 
for which you will create a campaign. Give the product 
or service a name, design key messages, and determine 
the target audience to which you will broadcast 
messages, as well as the campaign goal.

Source: https://unsplash.com/@jonathanborba

Examples of successful campaigns
Creating campaigns on social media has long gone beyond 
mere presence on certain channels and publishing content. 
Those campaign creators who recognise the importance 
of knowing the target group, proper use of data, relevant and 
valuable content, advertising, presence and building relation-
ships with the community, will have the opportunity to create 
more successful campaigns. This gives us the answer to the 
question why some campaigns are much more successful than 
others. Also, one of the traits that is common to all successful 
campaigns is creativity and courage.

ORCA is a civil society organisation that helps people in Serbia 
and the Western Balkans to take care of nature and animal 
welfare. They achieve their goals through public advocacy, 
research, education and monitoring the implementation of 
policies and regulations. When we visit their social networks, we 
will notice that they are followed by a little more than 10,000 
people on Instagramu while they have gathered a community of 
nearly 64,000 people on Fejsbuk-u The content they publish 
is constant, adapted to the tastes and needs of the audience 
that follows them (animal and nature lovers) and is themati-
cally divided. Thus, we will come across posts that are educa-
tional and fun (about squirrels that plant trees, dogs that 
cannot bark), exclusively educational (e.g. posts that introduce 
us better to the Animal Welfare Act, whether laying poison is 
a crime, how to know if our neighbor is neglecting animals) 
and informative (e.g. announcing a competition to expand 
the team of volunteers). They use different content formats 
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(photo-post, video ...) and are an example of an organisation 
that successfully builds and develops its community in accor-
dance with its values. 

One of the ORCA stories can be an inspiring indicator of activism, 
philanthropy and change contributed by social networks and 
adequate campaign creation. It is about the #LjubinkinLegat 
campaign. In her will Ljubinka Vivčar left a 35-square-meter 
apartment in Belgrade to ORCA. This woman dedicated her life to 
caring for animals, nurturing and raising them, and at the same 
time relying on the help of “Orka”, when it comes to legal and 
professional advice. When she passed away, “Orka” decided 
to use her gift to turn the apartment into a mini dormitory for 
female students who want to dedicate themselves to animals
and nature. They launched a campaign to raise funds for the reno-
vation of the apartment on the Donacije.rs platform, and spread 
the idea on social media. During the campaign for #Ljubinkin-
Legat, which lasted 51 days, the target amount was exceeded 
by 13%. Let’s take a look at just a few of the posts on the social 
media Instagram that depict how the campaign was presented. 
We will soon notice how the community is involved (through testi-
monials and personal stories), that the messages are precise and 
clear, with adequate call to action, but that the faces of volun-
teers are not forgotten in this campaign.

https://orca.rs/
https://www.instagram.com/orca.rs/
https://www.facebook.com/ORCASerbia
https://www.youtube.com/watch?v=lR_vbs1TMR4
https://www.youtube.com/watch?v=lR_vbs1TMR4
https://www.donacije.rs/projekat/ljubinkinlegat/
https://www.youtube.com/watch?v=lR_vbs1TMR4
https://www.youtube.com/watch?v=lR_vbs1TMR4


The “1000 days of spring” campaign (Kampanja „1000 dana 
proleća”), unlike the previous campaign, which was initiated 
by civil society, was initiated by an individual. Tomislav Perko 
was a broker who replaced the stock where he used to work for 
writing, adventure and travel. He came up with the idea to launch 
a campaign to raise funds for the publication of the travelogue 
“1000 Days of Spring”. He wanted to write his biography in the 
book, to explain why he decided to replace work with travel, but 
also to answer questions such as: How is it possible to travel 
almost for free? How safe is this way of traveling? What does it 
look like when we sleep in strangers’ homes? dDuring his 36-day 
campaign, he managed to collect twice the amount needed on 
the Indiegogo platform. Tomislav decided to launch the campaign 
the day before his birthday. He assumed that his profile on the 
social network Facebook would be visited more on the date of his 

We can learn from Tomislav that it is important to choose a good timing for the start 
of the campaign, a series of activities and stories that will activate the community 
and encourage people to get involved, as well as choosing appropriate social 
networks on which to set up the campaign. Also, Tomislav is an example for us that 
a campaign can be successful even when it was started and led by one person - 
without the support of a marketing agency, consultants and large budgets. If we 
decide to follow Tomislav and start our own campaign - it is necessary to prepare 
well, inform and think through every detail of the future campaign. Creating a clear 
plan and steps for its implementation, as well as a willingness to knock on all 
possible doors and use every existing contact, can lead us to a successful inde-
pendent implementation of the campaign. When the idea is original and unique 
- one person with a minimal budget can achieve the goal. On the other hand, when 
the idea itself has competition, a wider team is desirable for the success of the 
campaign, which will jointly implement the idea in a pre-planned manner.

birth, so he “locked his timeline”. He knew that his friends would 
want to congratulate him on his birthday, so he posted a link to 
his campaign and asked them to support the campaign instead of 
congratulating him. Tomislav also held an Ask Me Anything (AMA) 
conversation on the Reddit forum, with which he explained to the 
audience how they can travel the world while spending only $5 a 
day. The AMA was attended by many people and interest in the 
campaign grew, which in turn, initiated payments. Namely, most 
of those he helped on the Reddit forum wanted to reciprocate 
- by financially supporting the campaign after the conversation. 
Beside the primary goal of the campaign - to raise funds for book 
publishing, editing, proofreading, translation and printing of 1000 
copies, Tomislav also had a secondary goal - all those who would 
buy handmade bracelets during the campaign, would directly 
help the orphanage “Small home” In Kenya.

Online campaigns – From A to Z
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https://www.indiegogo.com/projects/1000-days-of-spring#/
https://www.indiegogo.com/projects/1000-days-of-spring#/
https://www.indiegogo.com/projects/1000-days-of-spring#/
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My first association with the word “offline” is luxury. Why? 
We all leave certain digital traces behind, we spend some time 
on the Internet, while on social networks we get the impression 
that we are connected to each other. Offline time would be 
a time when we are alone with ourselves. And it becomes a 
luxury or a privilege. It is a time when we withdraw from social 
networks, when we leave emails aside and dedicate ourselves 
to our families, friends, books, nature, routines, obligations... 
Let’s imagine some of our offline time that we set aside for 
ourselves. Imagine that during that time we come across a 
billboard or that at the moment when we take the daily press to 
read it - we realise that there is a catalog of some products that 
are currently on sale. Although the products from the catalog 
or the message on the billboard might be interesting - they 
somehow interrupt us in, in our offline time, when we probably 
did not want to see that billboard, or in a “place” where we are 
for other reasons (for example, if we are reading the daily 
news for information, not because of advertising messages). 
Is it more efficient for the message about our campaign on the 

Online or Offline campaign?
Tijana Banović

billboard to be seen by all the people who pass the billboard for 
a certain period of time, or is it more efficient for our message 
about the campaign to be seen by certain people at a certain 
time on Facebook? The answer to this question depends on us, 
our campaign, budget, strategy and campaign goals.

We encounter offline campaigns on a daily basis and they 
consist of messages, texts or advertisements in print publica-
tions such as daily newspapers, weeklies, magazines, trade 
magazines and other content. Offline campaigns include 
broadcasts on TV, radio, but also messages on billboards, 
in catalogues, as well as debates, round tables, interviews 
and direct contact with citizens. On the other hand, online 
campaigns are those that take place exclusively through online 
and digital communication channels (social media, websites, 
emails, webinars, apps, podcasts).
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Smaller investments
The reason why many campaign creators choose an online rather 
than an offline campaign is money. To be more precise - due to 
lack of money, small budget or desire to reduce investments. 
Online campaigns offer us cost-effectiveness, flexibility and 
better budget control. The cost-effectiveness of online campaigns 
is relatively high, compared to the budget we would need in order 
to organise an offline event or create and then post an advertise-
ment on television in prime time. Also, online campaigns do not 
have (or have to a much lesser extent) budget costs for material 
distribution or travel costs. With all that, we can’t even say exactly 
how many people paid attention to it during the broadcast of our 
commercial on TV, because what do people do when their favorite 
show or movie is interrupted by commercials? They usually pick 
up the phone and check social media. They use the opportunity 
for a bathroom break or for snacks.

Measurability
Thanks to tools like Google Analytics, Facebook and Instagram 
Insights, Ads Manager, Mailchimp, etc. we have insight into 
exact information about clicks, visits, conversions as opposed to 
ads or PR texts about our project in newspapers and magazines. 
We will have exact data on how many people bought a certain 
magazine, but not precise data on how many people read our PR 
text. On the other hand, social media campaigns are not perfect 
either - e.g. we can not accurately measure the satisfaction of 
our customers.

Precise targeting
When we say that a group is targeted, a literal translation would 
mean that it is marked as a target by a hunter. In military termi-
nology, targeting is the selection of objects to be destroyed, 
while in marketing, targeting consumers/clients is a process 
during which the target market, segment or niche in which we 
will perform is selected. If we wanted to use military metaphors 
to explain the role and importance of targeting, we would 
say that an offline campaign is a bomb that we throw and 
hope for the best, while online campaigns and targeting on 
social networks give us the opportunity to be “snipers” and hit 

Advantages of online campaigns over 
offline campaigns

with our message exactly the one we wanted. Thus, Facebook 
allows targeting based on location, gender, age, language, and 
interests - in other words their demographic data. If we run a 
local online campaign to collect food for abandoned dogs, one 
of our targeting strategies may be owners of dogs of a certain 
age, who “liked” the page of a certain brand that produces dog 
food, or nearby pet shops in our city. On the other hand, tradi-
tional marketing channels allow us to target ads to a certain 
extent - e.g. we publish an advertisement for ecological cars 
in car magazines, but also in those that have a certain target 
group that is environmentally conscious. However, due to the 
massive amounts of user data collected by online platforms, 
this segmentation is far more accurate on Facebook.

The results are available in real time
Although an online campaign can be a time-consuming process, 
the results can be seen immediately after posting the first post 
or ad on social media, immediately after posting a text on a 
blog we can have insight into readability, average time users 
spend reading that text, and how many people read it at a given 
moment, from which devices, from which parts of the world, etc. 
In addition to the above, we can measure the effectiveness 
of our online campaign and change it in real time as needed. 
Compared to an offline campaign, an online campaign offers us 
more opportunities every minute.

“Lifespan” of an online and an offline campaign
The average “lifespan” of an offline campaign is 1-4 weeks. 
After some time, the billboards that testify to our campaign will be 
replaced with new ones. The PR text about our campaign that was 
published in the daily press will also be replaced by a new one. 
With online campaigns, we are in a position to remain visible for 
a longer period of time. If we take as an example, an interesting 
text about our campaign that we published on the visited portal, 
and previously optimised and fed with appropriate keywords 
(we need knowledge of SEO optimisation and Google AdWords), 
we can reach the first pages of search engines and remain visible 
for a long time, with regular updates. It is necessary to investi-
gate the habits and behaviour of the target group with the help 
of Keyword Research, and based on the obtained information to 
devise a strategy. When designing a strategy, we need to ask 
ourselves some questions, to see if it pays off to rank for a partic-
ular keyword and compete with others similar to us.
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The use of # (hashtag)
Hashtags are actually great filters for content on Instagram and 
Twitter, which help users get to the content they want faster and 
easier. If we use hashtags, we will give greater visibility to the 
content, and if we use currently or consistently active hashtags, 
we will get better reactions to the content (more likes, comments 
and followers). It is very important to understand the way hashtags 
are written, but also to find out which hashtags we could link 
to our campaign.

Popular hashtags - are those hashtags that are used much 
more often than others and are much more visible. Of course, 
it is important to stay focused and use hashtags that have to do 
with a specific post on social media, but also with the goals and 
values of our campaign. It is not advisable to use a hashtag just 
because it is popular.

Friendly hashtags - we can explore hashtags that are frequently 
used in our niche or even in competing projects. If a hashtag 
seems meaningful and relevant enough to us, we can include it 
in our posts.

Our hashtags - creating a unique and recognisable hashtag 
when creating a campaign, can also be one of the ways to make 
it easier for users to access our content at a certain point in time 
and achieve greater visibility. When creating our own hashtag, we 
must take care that these few words are sufficiently clear, precise 
and adequate associations to our campaign. One of the good 
examples is the #neželjena (Unwanted) campaign, which will be 
discussed in more detail below. 

There are also tools for tracking and researching hashtags, such 
as Iconosquare and Hashtracking. These tools are, to a certain 
extent, free to use, and show us the popularity and statistics 
related to a particular hashtag. With their help, we can find out 
which people most often use certain hashtags, the reach of posts 
with that hashtag and the number of photos displayed with the 
hashtag.

As we can notice, some of the main advantages of online campaigns over offline campaigns are less 
investment, measurability, real-time results, better targeting, and longer “lifespan”. If we use these 
advantages and opportunities, with the appropriate skills of creating, planning, advertising, goals, clearly 
defining the target group(s) and relevant messages, we can create a cost-effective, more visible and 
successful campaign. The following examples of successful and notable campaigns will show us that 
sometimes it is best to implement both online and offline elements in a campaign, and the extent to 
which we will do so will depend on why, when, how and what we want to achieve.

Questions may be:
>  How many people search for information about a product/service/project/idea that is similar or close to ours on Google?
>  Which keywords are used by those who are interested in our project/idea/product/service, and which ones are used by 

the ones whose interest does not really reward us?
>  Which of these keywords can we rank well enough for, and for which keywords would it take us a lot of time or money to 

position ourselves in the desired place?

https://pro.iconosquare.com/
https://www.hashtracking.com/


Case study: The “Neželjena” campaign aroused great media 
interest. It spread with incredible speed on social networks, 
sparked a public debate, but encouraged dialogue between 
state institutions and the NGO sector. The goals of the campaign 
were to raise awareness about the abuse of prenatal tests that 
lead to selective abortions, which is an example of inequality 
between boys and girls, as well as activating Montenegrin 
citizens to unite to resolve the problem by motivating them to 
sign a petition. In order to point out the problem that leaves 
lasting consequences on the demographic picture of a society, 
the NGO Center for Women’s Rights (NVO Centar za ženska 
prava) together with McCann Podgorica and McCann Belgrade 
created a campaign and launched a petition to prevent the 
abuse of prenatal tests that result in selective abortions.

They began the campaign with an obituary in the newspapers, 
a guerrilla marketing tactic, with which they managed to draw 
the attention of the Montenegrin public to a problem that is 
rarely addressed. This was followed by an event, the signing 
of a petition, a book with stories about girls and the song 
“Neželjena”, performed by Katarina Bogićević on Montevision. 
An image frame with the message “You are #DESIRABLE for 
me”, made for profile photos on the social network Facebook, 
was adopted by more than ten thousand Montenegrin citizens 
and others in the region in less than 48 hours. The campaign 
motivated and encouraged many to tell their story on social 
media. Since the topic of the campaign is very sensitive, it was 
important to communicate clearly and directly that “Neželjena” 
is not an anti-abortion campaign, as a woman’s right to decide 
on childbirth and non-birth, but a campaign against selective 
abortions that are largely conditioned by old norms and tradi-
tions which favour the male heir.

Case study: The “Ne odričem te se” (I’m not giving you up) 
campaign was launched in June 2019 with an ad in the newspaper 
“Danas” published by a mother which reads: “I, Jelica Živković, 
declare that I will not give up my daughter at any cost, just 
because she decided not to hide her life with the woman she 
loves”. Then, the ads of parents who do not give up their children 
because of their sexual orientation and gender identity continued 
to be published. The ads were written by the parents themselves 
as part of a campaign created for the NGO “Da se zna” by the 
McCann Belgrade agency, UM Belgrade and Drive. “Da se zna” 
was founded in 2016 with the aim of “recording and prosecuting 
attacks on LGBT+ people in accordance with the law, as well as 
to empower the LGBT+ community and encourage them to report 
these cases,” as stated on the organisation’s website. With this 
initiative, the mentioned organisation wanted to start a dialogue 
in the society about the acceptance and support of parents and 
LGBT + children.

In addition to an innovative way of starting a campaign by 
publishing an ad in a newspaper, the content and idea of   this 
campaign are well thought out. Sometimes, if we were disobe-
dient, parents would use the threat and the phrase “I will give you 
up through the newspapers”, and the real giving up of a child in 
small ads is a cruel practice that happens even today. Subverting 
something that was a threat and sending a positive message in 
that way is exactly what made the ads that were published in the 
newspapers find their way to social media as well. Although it is 
a small format through which the campaign was implemented 
(newspaper ad), the message resonated throughout the region, 
and Belgrade Pride took over the campaign slogan and held 
a parade under the slogan “I’M NOT GIVING YOU UP”. Media 
investments amounted to 308 euros, and the message reached 
1.5 million people in less than three days. In addition to what’s 
mentioned above, they have also created a chat platform through 
which people can anonymously ask questions and consult with 
a team of professionals and families who have gone through the 
process of coming out of the closet.

Online campaigns – From A to Z
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Translation: LAST GOODBYE; 
Dear #Unwanted, Your parents 

would prefer a boy over you and 
that’s why you didn’t get a chance 

to be born. Forgive them. With 
condolences, your Montenegro.

Translation: The #Unwanted is the name 
of many girls in our Montenegro. Support 
the campaign by putting this photo as 
your profile photo.

https://www.youtube.com/watch?v=h-P-8nTlSGI
https://www.youtube.com/watch?v=AXAR6lWZboY
https://www.youtube.com/watch?v=AXAR6lWZboY
https://www.youtube.com/watch?v=hELmc5EsGp0


In June 2017, there were 3.8 billion people using the internet, 
and 2.89 billion active social media users and 7.5 billion people 
in the world. There are very few other communication strategies 
that give you the opportunity to reach almost 40% of the world’s 
population, and certainly not with a comparative cost. Yet at the 
same time, this advantage of social media is often decontextu-
alised in a non-helpful way. While all the youth populating your 
country might currently be “reachable” on Instagram, they are no 
more likely to be interested in your content just because you have 
opened a profile.  

Identifying the right audience for your campaign is the step 
that will make or break the entire endeavor. It is also the step 
where most inexperienced campaigners fail.Most good trainings 
on campaigning will include the Meredith Hill quote “When you 
speak to everyone, you speak to no one.” Before designing briefs, 
brainstorming core messages or looking at hashtags’, think about 
who you’re talking to. Keep in mind that “digital tribes” don’t look 

Reach the audience 
(Nika Jelendorf)

the same way traditional media audiences do - while picking a 
news channel to run an ad on might be determined by how “left” 
or “right” leaning the audience is, picking between social media 
channels will depend more on the age of people using it and 
their preferred aesthetic. Obviously, campaigns can reach people 
across spectrums of age, education, gender and geographical 
location – but the important thing is to know what characteristics 
your audience members have. Picking “non-voters” and trying to 
convince them to go out and vote isn’t going to be very successful 
unless you know which “non-voters” you are talking to. Those who 
aren’t voting because getting to a poll both is logistically difficult 
will benefit from community engagement in terms of organising 
transport together – those who don’t vote because they feel their 
voice doesn’t matter need to be motivated to see themselves 
as part of systemic change. In both cases the audience will be 
dispersed across most demographic characteristics, but they will 
also have something clear in common. These characteristics of 
the audience should determine your next steps. 
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https://eprints.lse.ac.uk/62090/1/Social_media_and.pdf
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People, Content, Strategy

People and platform research

Think about your social media networks without the context of 
your campaign for a while. How do they work? Which ones are you 
using and for what purposes? Are there any that you treat more 
like a public page? How do you choose which people you’ll follow, 
and which brands and organisations? What makes you want to 
stop engaging with them?

This kind of framing is important to approach your campaign 
with the right attitude. You might be on a social media network 
because you want to reach people – but people are on that 
network because it satisfies their entertainment, informational, 
or social needs.

Here are some research questions you should consider.

• What do you know about the popularity of social media networks in 
your target audience? There’s research and market penetration 
data available for free about all major social media platforms. 

However, that research tends to be focused on the US and to a 
lesser extent other larger Western European countries, Russia 
and China. Specialised and more localised data is a bit harder 
to find. There’s also the question of local specifics - Facebook 
has great market penetration globally, but a relatively poor one 
in China (for obvious reasons). So, look at what you know based 
on research but also your own experience:

>  Are people using the major ones like Facebook, Instagram, 
Snapchat or TikTok?

> Are there any platforms that are used in your country more than 
their international counterparts (for example, do people use 
Viber more than WhatsApp?)?

>  Is there a local blog or forum service that people go to for local 
issues? Or do they use their accounts to access a different 
service (for example, commenting with their Facebook profiles 
on online news portals)?

Image: Most popular social networks worldwide 
as of July 2020, ranked by number of active 
users in millions

Credit: statista.com

https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/#:~:text=What is the most popular,1 billion monthly active accounts.
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• How are people using these platforms?
Not every platform will have the same audiences, and the same 
person can be a part of a different audience on a different 
platform. For example, it isn’t uncommon for people to use Twitter 
for news and political discussions, while they use Instagram 
for aesthetically pleasing and positive content. So, keep that 
in mind when choosing who you’re targeting, and where.

> Are people using the platform only to interact with their friends 
or do they share content and discuss issues with others?

   Are their profiles private or public and what determines that?

> What days and times of day are they most likely to use the 
platform?

> What do the posts most popular with your audience look like? 
What is the media, aesthetic, ratio of text to visual etc.?

• What is the platform you want to use about?
Some platforms are decidedly visual, while others are much 
more oriented towards textual exchanges. Unless you’re running 
a very expensive campaign that requires nation-wide coverage, 
there’s probably no reason to put it on every social media 
platform that people use. Think about what the platform you 
want must have, and what is it that you don’t need. Can you 
combine different platforms in a way that they complement 
each other?

Content
We can split the content sections into two parts: what your 
content should be saying, and what your content should look like. 
Sometimes you’ll want both things to match - sometimes you’ll 
deliberately mismatch them. The viral campaign #JEGERDANSK 
(#IAMDANISH) shows video-clips of the young children of migrants 
being told they aren’t Danish, in ways often parroted by right-wing 
media and people who hold anti-migrant sentiments. It is heart-
breaking to watch, and does an excellent (some argued, too good) 
job at conveying the horror of experiencing xenophobia with the 
message that migrants are welcome and belong in Denmark. The 
French charity Doctors of the World (Medecins du Monde) uses 
the same visual and emotional cue – a short clip titled “Make 
a Child Cry” starts with clips of children crying, but halfway in it 
becomes clear they are crying because they’re receiving medical 
care (mostly vaccines) and the full tagline is “Make a Child Cry 

- Save their life”. On another note, the Norwegian Organisation 
for Asylum Seekers published a video “So You Think You Can 
Stay?” in which a refugee is trying to convince a panel of judges 
he has “good enough” reasons to be granted asylum. The parody 
of a popular reality show model in contrasting with Amir’s horrible 
story really hammers home the point about unfairness of the 
asylum system. 

When in doubt, try and align your message with the way you’re 
delivering it. While contrasts can be incredibly powerful as a tool, 
misjudging the level of humour or executing a good idea imper-
fectly could leave you with unusable campaign material, or worse, 
a campaign that is hurtful, insensitive and inefficient. 

What you should be saying
There are two things to think about here – what’s the core of 
your message and how should it be packaged. The core of your 
message should be as simple as possible. Think “Informed 
citizens are the lifeblood of democracy”, not “Developing critical 
thinking skills that can be applied to the media discourse will 
educate, inform and empower citizens towards better societal 
outcomes.” Equally “My voice matters” is a much better core 
message than “Engaging the youth to critically respond to current 
affairs in a peer-relatable way”. While a lot of the work we do ends 
up being complex, there will be time for that later – but your core 
message should be simple and intuitively understandable. The 
second thing to think about is what kind of a story your audience 
would enjoy hearing. Your story will be the way of conveying your 
core message. A story is preferable to a lecture – think about the 
difference between telling your audience what they want to hear, 
as opposed to what you want to say. Ideally, a story will make them 

Image: a still from the “So You Think You Can Stay” campaign.
Source: YouTube

https://shortyawards.com/2nd-socialgood/jegerdansk
https://shortyawards.com/2nd-socialgood/jegerdansk
https://www.youtube.com/watch?v=L3gxSEZsYu8
https://www.youtube.com/watch?v=L3gxSEZsYu8
https://www.takeoneaction.org.uk/film/so-you-think-you-can-stay/
https://www.takeoneaction.org.uk/film/so-you-think-you-can-stay/
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think and reach the conclusion you want, rather than spelling it 
out for them. The form of the message can be multiple - humour, 
“Slice of life” stories, emotionally charged appeals, statistics and 
figures, testimonials or any combination of these. You can choose 
a messenger (a sort of a protagonist in a story) or not have people 
at all in your message. But whatever you do, keep in mind the 
main aim of what you’re doing – you want people to react or 
respond to your campaign, rather than just publish something. 
What is often referred to in marketing as a “call to action” might 
seem less relevant for non-funding campaigns but even then you 
should understand it in terms of – what will your audience do 
immediately after seeing your campaign? What change are you 
pushing for and how can it manifest itself in the actions of those 
who are engaging with your content?

What your content should look like
This will depend on what audience you’re trying to reach, what 
platforms you want to use, and what your budget and other 
capacities are. We can divide content firstly into visual and 
textual. Visual content is anything from memes and doodles to 
high-production videos. Textual content ranges from hashtags 
to letters and reports. Most campaigns combine multiple types 
of content – it is rare to have a video without any description, 
even if it’s just a hashtag. Similarly, even spontaneous hashtag 
campaigns will usually include at least a few memes or gifs. 
If you have the capacity to include some sort of video content in 
your campaign, the general advice would be to go for it. After all, 
“If a picture is worth a thousand words, then a video is worth a 
million.” Keep your visuals in line with the platform you’re using 
and the current visual trends (unless you’re deliberately going for 
a retro or futuristic feel). If the platform requires vertical video, 
shooting your campaign horizontally might give you troubles. If 
the maximum duration of a video that the platform will play is 3 
minutes, shooting a 15 minute documentary will end up being 
more trouble than it’s worth. Finally, think about how you can 
spread your message across mediums. How can you communi-
cate the same message with a video and a hashtag?  How can 
you turn an infographic into a photo or a comic?

Strategy

Should you pay for the promotion of your campaign? There’s no 
easy answer to this question. Firstly, there are different ways to 
pay for a campaign promotion. The most obvious one is where 
you use the platform’s advertising feature and directly pay money 
to get engagements, views, or reach. But there are other ways 
to advertise on a social media platform. Partnering up with or 
hiring an influencer to post content about your campaign is also 
a popular method, especially for specific types of campaigns. 
Running a giveaway or a lottery of sorts is yet another way that 
involves paying for promotion in an indirect way. So, let’s look at 
these approaches.

Paying for your ads on a platform
Most large social media networks rely heavily on brands using 
them as marketing tools, and therefore have functional “advertise 
on platform” options. Some might even be offering free training 
for people who want to use this function and run business pages 
on their platform. This is a feature any campaign can use, and you 
don’t have to be a brand - in facet in some cases you can even 
get free advertising credit from the platform itself if they like your 
campaign. So, should you do it? Here are some things to take into 
consideration:

>  Consider the optics of your content showing up with “advertise-
ment” written on it.  Especially if you’re asking for donations, 
advertising your content might make your audience very suspi-
cious of the way you’ll spend their money. Similarly, ads that 
play “in video” - meaning they interrupt whatever content the 
user was watching because they wanted to see it – usually 
create annoyance, rather than compassion in the viewers. 
The last thing you want is someone angrily shouting in your 
comments about you being aggressive in your message, and 
that is an experience most of us who’ve managed social media 
campaigns have had more than once.

> You’ll get reasonably in-depth analytics and metrics which 
might be useful for determining the success of your campaign. 
But reaching your audience isn’t just about vanity metrics - with 
enough advertising funding, you can make sure your content 
pops up for most users of any given network and therefore tech-
nically “reaches” whatever number of people you’re looking for. 
But there is a substantial difference between someone who’s 
going to press “skip” on your promoted post, and someone 

https://www.searchenginewatch.com/2010/10/11/if-a-picture-is-worth-a-thousand-words-then-is-a-video-worth-a-million/
https://www.searchenginewatch.com/2010/10/11/if-a-picture-is-worth-a-thousand-words-then-is-a-video-worth-a-million/
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Source: hemsleyconservationcentre.com

who’s going to click through to your website, register and 
actively donate, campaign and disseminate for your cause, 
even though both of these people have been “reached” on 
social media. So, while the metrics you get out of an adver-
tised campaign might look very attractive, it’s possible that the 
only measure you need is “how many people donated money” 
or “how many people signed a petition”. Especially in cases 
of fundraising campaigns, it is unclear that the cost-benefit of 
paying for advertising will be on the side of paying for ads.

> Keep in mind how much control you want over who sees your 
content. Advertising means you decide who sees your content 
and can select whoever the target group for your campaign is. 
Without advertising, you’re relying on whatever happens based 
on people’s interest in your campaign - so it might result in you 
trying to reach people who are prone to believe in fake news 
but only being shared amongst journalists who are frustrated 
about the existence of fake news. (Generally, campaigns that 
try and change attitudes but end up only “preaching to the 
choir” are more common than anyone would like.) Equally, be 
realistic about how much chance you have of reaching people 
without paying for advertising. If your campaign is new, being 
run by a small team with a small social media presence, the 
chances of you being one of the lucky few who unexpectedly 
go “viral” overnight is slim to none. A good advertising strategy 
could be the difference between having a successful campaign 
and feeling disheartened and unmotivated to continue.

Alternative ways of paying for advertisement
Influence marketing, lotteries and giveaways or “Easter egg 
hunts” are other options for advertising your campaign. They can 
be considerably cheaper than direct advertising (although that is 
not necessarily the case) but their outcomes are less controllable 
and straightforward as well. They might help to bypass the image 
associated with paid for advertising. However, they need to be 
done with a lot of care for the context of your campaign.

> When pairing with an influencer, look at their past portfolio 
rather than just their number of followers. Especially when 
it comes to issues of social justice or causes, it is extremely 
problematic to have a fashion blogger talk about the impor-
tance of paid maternity leave as a workers protection 
while the rest of their feed is full of ads for fast fashion. 
Equally, someone who keeps exotic pets probably isn’t the 
right spokesperson for an animal protection charity. A less 
popular influencer who “lives” your message is more likely 

to get you better results than someone with hundreds of 
thousands of followers who mostly only posts aesthetically 
pleasing selfies. Keep in mind that the first one has followers 
because people are interested in what you’re saying - the 
second one has followers because they’re interested in the 
visually pleasing content. If you’re trying to reach a broader 
audience, sometimes the size of following can be a more 
interesting category because you’re trying to create interest, 
rather than focus on the existing interest. In those cases, 
make sure that the person you’re collaborating with isn’t 
actively living out the opposite values of yours, but the fact 
that they are a bit “distant” from the message might come 
in as an asset.

> Lotteries, Easter egg hunts and giveaways all work on the same 
basic principle - you’re offering an award and hoping that the 
buzz people create about the award will promote your cause. 
One of my favourite examples of this kind of campaigning (and 
possibly any kind of campaigning) is the annual Hemesley 
Conservation Centre’s fundraiser for cockroaches. You’d 
assume this is a hard cause to fundraise for - unlike penguins 
or dolphins, cockroaches aren’t cute and cuddly, and no one 
feels good when thinking about them. But the Valentine’s Day 
campaign used exactly that sentiment in a genius campaigning 
strategy – instead of trying to convince you that cockroaches are 
cute (they really aren’t) or get you to care about how important 
they are for our ecosystem (they really are), they’re allowing 
you to name one after your ex-partner. A similar campaign was 
undertaken by the San Antonio Zoo in Texas as well, and it 
shows a really creative way to get people to not only give money 
towards cockroaches, but brag about it on social media too!

https://www.hemsleyconservationcentre.com/valentinescockroach
https://www.hemsleyconservationcentre.com/valentinescockroach
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How do I know that I reached my audience? 
Preparing to reach an audience is great – but assuming this is not the only campaign you ever want to do in 
your life, learning from it is an important step.  Similarly, once you’ve started campaigning maybe you’ll want to 
adjust what you’re doing. In both cases, evaluating if you’ve accomplished your goals is an important process. 
Evaluating the success of a campaign can be difficult, especially with awareness campaigns or campaigns that 
aim to change attitudes and perceptions. When it comes to social media metrics, if you’re advertising on a 
platform using their advertising features, you’ll get access to information about the demographic your campaign 
reached. You’ll also get measures of engagement (how many people interacted with your content in terms of 
watching your videos, liking, saving, commenting, and sharing) and awareness (the number of people who saw 
your content). You might even want to include some measures in your content – writing “comment or share if 
you’ll do X” (X being your call to action) is an often-used technique (although with variable relevance).  Measuring 
the number and tone of comments on your posts, the number of newsletter subscribers, and amount of money 
raised, or the number of media inquiries you’ve received can all be taken as a measure of success of your 
campaign. Therefore, while social media (and webpage) analytics tools can be great, keep in mind your goal 
when determining the way you’ll evaluate your campaign.

Case study: Ice Bucket Challenge

Challenges are a very popular way of using social media. These 
days there’s usually at least one “challenge” trending at any 
given time, and most of them are for fun (even though the 
outcomes can be anything but fun with some of them) - trick 
your boyfriend, dance while jumping out of the car, or just repeat 
a dance choreography. But in 2014, one of the first viral chal-
lenges was in fact a campaign. People would film themselves
having a bucket of ice water poured on their heads and then 
nominating others to do the same. Those nominated had 24 
hours to post their own video or refuse the challenge but give a 

donation to a charity. The purpose of the campaign? To promote 
awareness of the disease amyotrophic lateral sclerosis (ALS) 
and encourage donations. Similar challenges have been popping 
up for almost a year but doing the challenge to raise awareness 
and money for ALS gained enough traction to fund a break-
through in researching the disease.This campaign had a clear 
call to action that, while completely unrelated to the cause, 
looked fun, was attractive to the audience, called for a clear 
engagement, gave people a way to feel involved and didn’t 
require an unreasonable amount of effort.
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https://www.theguardian.com/society/2016/jul/26/ice-bucket-challenge-als-charity-gene-discovery
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Case study: Comic Relief

Comic relief is a UK based charity with the mission “to drive 
positive change through the power of entertainment”. It is a 
charity with a huge platform that regularly raises large amounts 
of money, often by partnering up with celebrities. However, their 
campaigns often end up with very polarising outcomes. Their Red 
Nose Day campaign aimed at helping street children in Liberia 
with Ed Sheeran was named the “most offensive” campaign of 
2017 by the Radi-Aid awards - the annual contest organised 
by the Norwegian Students and Academics International 
Assistance Fund. The 2019 documentary on Uganda featuring 
Stacey Dooley resulted in similar criticism. In both instances, the 

charity was accused of engaging in “poverty porn”, perpetuating 
unhelpful and simplistic stereotypes about African countries,
and promoting “white saviourism”. Neither one of these 
campaigns can be considered a straight out “flop” – they still 
raised money and awareness for the goal they set out. But it is 
questionable as to what extend a long-term impact was achieved, 
and what that impact was. Also, the charity lost a lot of credi-
bility, and the increased backlash made it less likely to establish 
successful partnerships in the future.

Source: Third Sector
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https://www.thirdsector.co.uk/already-committed-letting-people-tell-stories-says-comic-relief/fundraising/article/1579857


ITV is a British free-to-air television channel and the oldest 
commercial network in the UK. A 30-second ad during ITV’s 
breakfast schedule between the likes of Good Morning Britain 
or Lorraine costs £3,000 to £4,000 on average. Good Morning 
Britain has around 704,300 viewers regularly, although on a good 
day it will break the one million ceiling. However, the number of 
people who actually watch TV ads (as opposed to leave the 
room, turn off the sound or just play with their phone) is unclear. 
Nearly 90% of television viewers always skip through the 
adverts on their digital video recorder.Uploading the same ad 
to a social media channel is free. If your ad takes off, it can be 
seen by people for free - if you want to make sure it will reach 
your audience, you might have to pay some money. For the cost of 
an ITV ad (3,500£) you could get around 400,000 people to see 
your ad in the UK - and you’ll have all the associated measure-
ments to follow. So, between the options to have your reach for 
free, better control over measurements, and the ability to put 
your content in someone’s pocket, why hasn’t traditional media 
already lost the battle against social media as the primary tool 
for communication in business and charity sectors? 

When it comes to social media networks, keep in mind that 
you’re operating in the context of someone else’s business 
model. So while the fact that building a social media profile is 
free is a great advantage, it is also a downside of this business 
model. A strong social media presence can be an important 
asset, but relying on it too much might leave you severely 
limited if the social media company decides to change the way 
they operate. This is exactly what happened at the beginning 

Potentials and constraints of new media
(Nika Jelendorf)

of 2018. Many organisations who were relying on Facebook to 
reach their audiences, heard a statement from Mark Zuckerberg 
saying that Facebook will prioritise “meaningful” social interac-
tion, cutting the number of viral videos in people’s feeds and 
reducing the time spent on the service. 

The newer a means of communicating is, the less rules and 
established “best practice” protocols there are. That is an asset 
for creativity and innovation in campaigning, but it also makes 
it more risky and means there are less people who can truly 
claim any expertise in campaigning in that way. Similarly, the 
speed of development of the new medium means that by the 
time you’re done testing for a new campaigning strategy, it could 
already be obsolete. This isn’t necessarily a problem, as long 
as you’re willing and able to strike the right balance between a 
solid strategy and experimenting with new options.

Below is an overview of some things to consider when thinking 
about using new media as a tool for communicating for a cause. 
There is a tendency to discuss any new developments in the 
media from a polarised perspective – is social media making 
us more or less sociable? Is constant access to news making us 
more or less informed? Rather than a black and white view, we’d 
like to offer you a couple of considerations. New media isn’t all 
good or all bad, but it has its own rules and trends, and these 
influence what’s happening in the world of media and communi-
cation. These influences can be good or bad, depending on intent, 
strategies, outcomes, and values. So, here are 4 things you 
should think about when you think about new media and content.
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https://www.thedrum.com/news/2017/02/22/how-much-does-it-cost-advertise-uk-tv-heres-what-channel-4-itv-and-more-charge-slots#:~:text=throughout the year.-,ITV,from £10%2C000 £30%2C000.
https://www.thedrum.com/news/2017/02/22/how-much-does-it-cost-advertise-uk-tv-heres-what-channel-4-itv-and-more-charge-slots#:~:text=throughout the year.-,ITV,from £10%2C000 £30%2C000.
https://unitynewsnetwork.co.uk/ratings-for-piers-morgan-gmb-show-collapse-according-to-survey/
https://unitynewsnetwork.co.uk/ratings-for-piers-morgan-gmb-show-collapse-according-to-survey/
https://www.theguardian.com/media/2010/aug/24/tv-advertising
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There is more freedom in who gets to 
speak, and also less accountability for 
what’s being said
It is no secret that the media industry has a problem with repre-
sentation. Women, ethnic minorities, and disabled people are 
all under-represented by the TV industry in the UK. In Serbia, 
the media is a predominantly male environment. In short, the 
media industry isn’t an exception to the usual privileges that 
mark any industry – being male, white, straight and cisgender 
is an advantage. The charity sector struggles with similar 
problems. Newer forms of media, an increase in the number 
of TV programmes and online news-portals, and finally, social 
media, all of these have broadened the scope of who gets to 
speak and have their message heard. From the rapper Akala 
becoming one of Britain’s most prominent anti-racism activists 
to Serbia’s Beli running a presidential campaign that drew in 
a lot of attention, social media can provide a significant platform 
to those whose voices are seldom heard. Yet at the same time, 
this is a potential downfall as well. Standards and procedures 
that apply to registered charities and formal media organisations 
do not apply in the same way to citizen journalists or grassroots 
campaigns. Influencer marketing means your message might 
look more authentic, or that it will be botched by someone who 
doesn’t care for the differences between advertising skinny 
tea or humanitarian aid relief. Look no further than Lili Reinhart 
using a photo of her “Sideboob” to bring awareness to the killing 
of Breonna Taylor.

An American actress popular with younger generations for her 
role in Riverdale, Lili Reinhart, tried to draw attention to the case 
of Breonna Taylor, a 26-year-old African American emergency 
medical technician, who was murdered in her sleep by Louisville 
Metro Police Department officers executing a no-knock search 
warrant.  The post received plenty of criticism calling Reinhart 
ignorant, tone-deaf and insensitive.

Being new, creative, original or even provocative is a great asset 
in any communication strategy. But the fewer professionals you 
have working on a project like that, the more likely you are to end 
up damaging your cause, not promoting it. This ties directly into 
the 2nd point.

What is a “content creator”
and do you need one anyway?
Marketing agencies can often be too expensive for a charity or a 
self-funded campaign. Luckily, you don’t necessarily need them. 
With a smartphone and some very cheap or free photo and video 
editing tools you can run an entire campaign on your own. But 
while you don’t need a professional, that doesn’t mean you don’t 
need skills or a plan. It is an unfortunate occurrence that many 
charities open multiple social media accounts, put it as a side-job 
in the description of their overworked communications manager, 
post rarely and respond even rarer, and then complain of a lack 
of effect the social media network has brought them. Similarly, 
often charities use their accounts to promote content that would 
be better fitted for a newsletter or a presentation, without any 
plan and strategy in place. While the content covered in the first 
two chapters helps you build a campaign, keep in mind that your 
capacities will be what will run it. If you’re a youth-group with 
little formal funding but a lot of enthusiasm and experience 
on Instagram or TikTok, focus on building momentum and coor-
dination, not on making the perfectly polished video. If you’re 
working as part of a charity, focus on finding out what capacities 
you already have that can be used, not on developing plans and 
strategies more fitting for a multi-million dollar company. And if 
you’re relying on people who aren’t professional copywriters, 
designers, and marketing experts, provide them with the time 
necessary to adjust to a new role. Just because you *can* have 
amazing results without paying someone externally, doesn’t mean 
you *will* unless you invest the time and effort in-house.

Lili Reinhart’s controversial Breonna Taylor post Source: Instagram

https://www.ofcom.org.uk/about-ofcom/latest/media/media-releases/2017/diversity-uk-television-industry
https://www.juznevesti.com/Drushtvo/Nezavidan-polozaj-zena-u-medijima.sr.html
https://dlisted.com/2020/06/30/lili-reinhart-is-sorry-for-using-her-sideboob-to-bring-awareness-to-the-killing-of-breona-taylor/
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Niche targeting, interests without borders 
and information overflow
Social media gives you access to highly defined types of 
audiences, and that can be wonderful. If your organisation is 
trying to increase media literacy in the younger population, 
you can target your content based on age, but also on the device 
a user is accessing the network on, the region the user is in, or 
their other interests. If you want to target fathers on Facebook, 
in rural areas, who like football, with an ad comparing media 
literacy to goal scoring, you can easily do that. Similarly, organ-
isations that do work locally can gain a national or interna-
tional following. For example, “No White Saviours” is a Ugandan 
advocacy campaign focused on calling out harmful charity 
programmes being delivered in Uganda, and other mostly 
neighbouring African countries. They have 645.000 followers on 
Instagram from all over the world. This is a glorious opportunity
for any charity with limited funding or abilities to do direct 
advertising. At the same time, it also means that not only are 
you competing for attention with Kim Kardashian, Real Madrid, 
cute cats, and “best ever carrot cake” – you’re also competing 
with charities similar to yours, and the playing field is often “how 
attractive your feed is” rather than how much actual change an 
audience member can contribute to. 

Financial fraud is another danger arising from this way of 
social media operations. In a world of scant attention and 
instant action, scammers thrive. It is not unusual for fake 
charities to pop up with impeccable aesthetics and strategy, 
and defraud well-meaning people, leaving genuine charities 
without the donations they rely on. On a more complex note, 
there are different charities who spend different percentages 
of their donations on charitable activities vs building their own 
resources. Investigating this balance isn’t something that can 
easily be done on a social media site, but the way social media 
is structured encourages people to donate first, ask questions 
later. Keep in mind that this is what you’ll be fighting against 
in your attempts to reach an audience, and act accordingly. 

More audience interaction
isn’t always a good thing
Personalising your campaign is a good way of giving your audi- 
ence a way to feel connected to the cause. This is the principle 
animal preservation charities use when they tell you that a small 
amount of money means you’re sponsoring the penguin by 
the name of Floppy, and then send you his pictures and favourite 
foods. Similarly, charities like Save the Children, Action Aid or 
Sponsors Refugees will offer personal profiles, stories of indi-
vidual service users or “A Day In The Life Of” videos. But trolls and 
opponents of your goals can change the narrative in an interac-
tive setting and abuse this approach. This is something Maltesers 
learned very quickly when they tried to broaden the represen-
tation in their ads and hired the actress Samantha Renke, who 
has Osteogenesis Imperfecta and uses a wheelchair. The ad 
consists of Renke telling her co-workers about how she acciden-
tally drove over a bride’s foot with her wheelchair, but it wasn’t all 
bad because she left the wedding with the “best man’s phone 
number”. Despite the light-hearted tone of the commercial, the 
comments that followed were horrible. The actress received 
torrent of online abuse on social media by users calling her a 
freak and saying she put them off eating chocolate forever.

Source: Screenshot/Youtube/ Malteasers

Charities who work with vulnerable groups should be very mindful 
of this. Using the story of a real person to “humanise” a cause 
is very common in the area of religious tolerance, migration, 
gender-based violence and promoting the rights of the LGBTQAI+ 
community. But while these messengers are a great way to give a 
human face to a value, they are also real people, who can suffer 
psychological distress, discrimination, abuse and even physical 
violence as a consequence.
 

https://nowhitesaviors.org
https://probonoaustralia.com.au/news/2020/03/fake-charities-use-social-media-as-scamming-platform-of-choice/
https://www.dailymail.co.uk/femail/article-3937578/That-midget-freak-advert-putting-eating-chocolate-Disabled-star-Malteasers-advert-reveals-targetted-online-trolls-making-TV-debut.html
https://www.dailymail.co.uk/femail/article-3937578/That-midget-freak-advert-putting-eating-chocolate-Disabled-star-Malteasers-advert-reveals-targetted-online-trolls-making-TV-debut.html
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Below are two short case-studies of different campaigns that 
used the power of new media for their cause. The first one, on 
Stop Funding Hate, shows how a group of enthusiastic people 
adjusted to the reality of online and paper-print marketing by 
connecting dissatisfied individuals into a powerful consumer 
group, mostly using the power of social media. The second one 

focuses more on using the aspects of available technology and 
innovation in how creatives are presented. Both strategies have 
their advantages and disadvantages, and hopefully they can 
show you a bit about what kind of thinking leads to a successful 
usage of the conditions we’re operating in when using new 
media for campaigning.

Case Study 1: Stop Funding Hate

In 2016, Richard Wilson noticed a huge surge of anti-migrant 
stories in the UK press, in particular in The Daily Mail, The Sun 
and The Daily Express. He was at the time working at a UK 
charity that got the newspapers every day. Looking through 
these newspapers at lunch, he would often see an advert for 
his phone company or an advert for a supermarket where he 
shopped. These ads were often published in the same news-
papers that were pushing negative stories about migrants. 
It became very clear that these stories were part-funded by 
the companies he shopped with, and as a consumer he was 
appalled. Richard started urging like-minded people to express 
their disapproval to the companies advertising in these hateful 
publications directly. More and more people started speaking 
out as consumers, and in 2016 they had their first big win – 
LEGO. A man called Bob Jones went to the Facebook LEGO page 
and wrote them a very honest, heartfelt message explaining 
that he loves LEGO. He plays LEGO with his son. But he was 
really concerned that LEGO had this partnership, giving away 
free toys on the front page of the Mail on Sunday. Clearly, this 
was quite a big, lucrative deal. He said that this seems to go 
against the values of your company. That message went viral. 
Stop Funding Hate helped to amplify it. Thousands of people 
shared it. About a week afterwards, LEGO ended their partner-
ship with the Mail. Stop funding hate is a great example of 
people who share values, but not a physical space, organising to 
effect change. A single person might feel like they can’t do much 
in the face of national newspapers and global corporations, but 
that single person is also a consumer. If 10% of Coca Cola’s 
consumers feel strongly about anti-immigration rhetoric, that 
is a significant proportion of their income. Using the power of 
social media, this group can come together and exercise their 
influence over one of the world’s largest corporations. 

Case study 2: No likes for racism by LICRA

Also in 2016, the French organisation LICRA - The International 
League Against Racism and Anti-Semitism (Ligue internationale 
contre le racisme et l’antisémitisme in French) ran their #nolikes-
forracism campaign. The campaign was run on Facebook, and 
is a prime example of using effective social media marketing. 
The video was uploaded upside down - interrupting the scrolling 
through the feed with an attention-grabbing visual cue and 
making use of the fact that most people access Facebook on 
their phone – meaning they would have to turn it upside down 
to watch the video. The video was a series of vignettes, each 
showing a different example of a person saying something racist, 
anti-Semitic or xenophobic. “If you don’t like this video, don’t like 
this video” and an arrow pointing towards the like button - which 
was turned upside down with the phone, looking like a “dislike” 
button. In less than a week, the film had been seen more than 
7 million times and got over 140.000 (dis)likes. The campaign 
can rightfully be considered one that went “viral”. Yet it is unclear 
what long-term effects it had. The majority of people who’ve seen 
the video expressed that if they encounter hate speech, they “may 
consider reporting”. But without behavioural change tracking, or 
follow-up months from the original launch date, it is very hard to 
claim effects from a campaign with a structure like this.

Source: daily motion/LICRA

https://stopfundinghate.info/
https://lareclame.fr/ddbparis/realisations/no-likes-for-racism
https://lareclame.fr/ddbparis/realisations/no-likes-for-racism
https://www.dailymotion.com/video/x3ab0hg
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