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Presentation

ɈState of public opinion in the Netherlands (Annelies)

ɈCampaign for MDG 5 (Ilse)



State of public opinion in the Netherlands

Support for 0,8% GNP

ɈSupport for 0,8% GNP is high, in 2008 64% said to maintain or increase 

this level.

ɈLevels are however down from 1990s (from 80%) ɬmethodology of 

research complicates a good comparison of figures.

ɈPercentage of people who want to increase aid levels is decreasing.



State of public opinion in the Netherlands

Accountability

ɈSupport is increasingly conditional, the public wants to see results in 

exchange for its support.

ɈKnowledge of how the sector works and what it achieves is low. 

ɈThe public lacks a general framework to understand what is going on.

ɈWhen asked if the Dutch government spend their aid budget well, the 

ǔɯÖÍɯ×ÌÖ×ÓÌɯÞÏÖɯÚÈàɯȿàÌÚɀɯÏÈÚɯËÌÊÙÌÈÚÌËɯÐÕɯÛÏÌɯÓÈÚÛɯàÌÈÙÚȭɯ

ɈThere is an increase in the do not know/have no opinion category.



State of public opinion in the Netherlands

New actors

ɈSeparate trends come together when the public cannot see results and 

is at the same time looking for personal fulfillment.

ɈThe rise of the fourth pillar: individuals and organizations whose core 

business is not development aid have moved into the arena.

Ɉ3ÏÌàɯÊÖÔÔÜÕÐÊÈÛÌɯÈÉÖÜÛɯÛÏÌÐÙɯÌÍÍÌÊÛÐÝÌÕÌÚÚɯÈÕËɯÖÍÍÌÙɯȿÚÐÔ×ÓÌɯ

ÚÖÓÜÛÐÖÕÚɀɯÓÐÒÌɯÉÈÚÐÚɯÏÌÈÓÛÏɯÊÈÙÌɯÈÕËɯÌËÜÊÈÛÐÖÕȮɯÛÏÌÙÌÉàɯÖÍÍÌÙÐÕÎɯ

accountability. 



State of public opinion in the Netherlands

Effects of fundraising and marketing on public opinion

Ɉ3ÏÌɯÉÐÎÎÌÙɯ-&.ɀÚɯÈÙÌɯÊÖÔ×ÌÛÐÕÎɯÍÖÙɯÍÜÕËÚɯÐÕɯÈɯÛÐÎÏÛɯÔÈÙÒÌÛȯɯÕÌÞɯ

figures show public giving has gone down. 

Ɉ3ÏÌɯÍÜÕËÐÕÎɯÚÊÏÌÔÌɯÍÖÙɯ-&.ɀÚɯÉàɯÛÏÌɯ#ÜÛÊÏɯÎÖÝÌÙÕÔÌÕÛɯËÌÔÈÕËÚɯ

that they obtain 25% of funding from the market > more competition.

ɈMarketing techniques for donations often show the problem that 

funding is needed for, not the results of previous projects > a focus on 

what still needs to be done and not what has been achieved. 

Ɉ3ÏÌɯ3ÏÐÙËɯ6ÖÙÓËɯÐÚɯ×ÖÙÛÙÈàÌËɯÈÚɯÈɯȿÉÓÈÊÒɯÏÖÓÌɀɯÐÕÛÖɯÞÏÐÊÏɯÉÖÛÏɯ

government and NGO funds flow > this has its effect on public opinion, 

and this debate is now also taking place within the parliament.



State of public opinion in the Netherlands

Policy priorities

Ɉ#ÜÛÊÏɯÎÖÝÌÙÕÔÌÕÛɯÐÚɯÍÖÊÜÚÐÕÎɯÖÕɯ,#&ɯƙȮɯÈÚɯÐÛɯÐÚɯÖÕÌɯÖÍɯÛÏÌɯ,#&ɀÚɯÖÕɯ

which progress is slow.

ɈThese policy priorities have not (yet) been communicated effectively to 

the Dutch public ɬwhen asked, only 1% of the public states that MDG 5 

should have priority.



How to inform and how to 
raise awareness? 

Dutch public want to know what
happened with their paid taxes



The process of coming to an adequate communication 
about Millennium Development Goals

ɈBe specific about one MDG to illustrate your result

ɈNCDO chose MDG 5: improve maternal health

ɈWhy?: Less known, slow progress, one of the priorities of Dutch policy 

ɈSo, what did we do?

Ɉin close relation and close cooperation with ministry: which country, 

which result, in consultation with the embassy

ɈProcess is not easy: how to pinpoint a concrete result out of millions of 

dollars of budget support &:

ɈÛÏÌɯÕÌÌËɯÛÖɯÚÐÔ×ÓÐÍàɯÈÚɯÈɯÊÖÔÔÜÕÐÊÈÛÖÙɯÍÖÙɯÔÈÚÚɯ×ÜÉÓÐÊɯËÖÌÚÕɀÛɯÈÓÞÈàÚɯ

correspond to the specific know-how and content of the technical policy 

maker

ɈBut, we made it: Mali, showing progress on MDG 5 (focus on clinics 

and education)



Our Communication Strategy

'ÖÞɯÊÈÕɯÞÌɯÎÌÛɯÐÕɯÛÖÜÊÏɯÞÐÛÏɯÛÏÖÚÌɯÞÏÖɯËÖÕɀÛɯÊÈÙÌɯÏÐÎÏÓàɯÈÉÖÜÛɯ

ËÌÝÌÓÖ×ÔÌÕÛɯÚÜ××ÖÙÛɯÈÕËɯ×ÙÖÉÈÉÓàɯËÖÕɀÛɯÒÕÖÞɯÛÏÌɯÌßÐÚÛÌÕÊÌɯÖÍɯÛÏÌɯ

Millennium Development Goals.

We based on three principles:

1) 3ÙÈÕÚÍÖÙÔɯɁ%ÈÙɯÈÞÈàɯÍÙÖÔɯÏÖÔÌɂɯÐÕÛÖɯÈɯ×ÌÙÚÖÕÈÓɯÐÚÚÜÌɯÉÌÛÞÌÌÕɯ

human beings

2) Must be a positive perspective: no stereotype images of very poor 

people but people working on their future, with noticeable results

3) Not talking about them but with them



The Communication Concept

We wanted good news. 

No message that the climate is getting worse, or the obesity-problem is 

running out of control.

No. 

We want to show that we are making progress.

We want to raise awareness of development results they probably did 

not know of.

Target group:

6ÌɯÜÚÌɯÈɯɁÔÌÕÛÈÓÐÛà-ÔÖËÌÓɂɯÛÏÈÛɯÊÈÛÌÎÖÙÐáÌɯ#ÜÛÊÏɯ×ÜÉÓÐÊɯÐÕɯÈÊÊÖÙËÈÕÊÌɯ

with their living standards and not based on geographical criteria, sexes, 

ages.



To what did this all lead? 

ɈResearch that lead to this campaign: up to 85 percent of Dutch people 

receive their information on poverty and development from television.

ɈSo: use massmedia to reach your public

Means we used:

ɈTv commercial: showing you

ɈRadio commercial

ɈMDG5-docu clip: showing you

ɈOnline spot

ɈFreecards: giving to you later on

ɈPhoto-exhibition Good Work: - no poor people but strong portraits of 

Malinese people talking about their own experience. (few examples 

follow)

ɈAwareness Masks: facial masks, to stimulate the awareness (examples 

present)



PHOTO EXHIBITION
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