Dance4life: an effective campaign to change the thinking and behaviour of minors in respect to the World Aids Problem.



[image: image1.jpg]



Date: 31 st of May 2007
By: Rozemarijn Rellum  20013870
Supervisor : Mrs. Nieuweboer


The School of Higher European Studies
Department of Communication Management

Tell me and I will forget,


Show me and I may remember;



Involve me and I will understand.



· Confucius

"Dance4Life is a wonderful example of how the talent and strength of young people can energise our struggle" 


-  Kofi Annan, Secretary General of the United Nations
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Chapter 1. Introduction


Aids is a disease which first turned up in the early 70’s and 80’s, it first appeared in America and then later in Europe. 85% of the sufferers of the disease were homosexuals and it was first thought that this was a homosexual disease. However, after much research on the disease it was soon know that Aids is a disease, which originates from drug users and sufferers of the disease haemophilia. Aids is an Acquired Immuno-Deficiency Syndrome. Because Aids is a deadly disease if not treated with the proper medication, without proper information and education on the subject many suffers die from the disease every day. Aids prevention is possible and it is possible that we can eradicate the disease entirely although in order for this to happen proper education is needed concerning prevention. Every day 6000 people gain HIV, every 14 seconds someone is infected with the disease. (My Life, My Body, 2006, “Jongeren Hiv en Aids” section, 7) According to the World Wide Aid Statistics over 25 million people have died from Aids since the disease appeared and there are over 38.5 million people who are living with Aids today. ( Avert, 2006, “Global HIV/AIDS estimates” section, 1)


1.1Dance4life 


Dance4life is an organization that was founded in 2002 by Dennis Karpes and Ilco van der Linden. These two men had a vision while they were on holiday in South Africa, shocked by the poverty stricken nation they were touched when they visited one of the many shanty towns to discover the large pandamenic of Aids sufferers. Through this they decided to set up an organization in order to educate, inform and raise money for Aids projects all over the world in need of funding. Rather than being like other campaigns to inform and educate the public, Dance4life places its emphasis on involving the youth as their primary strategy to bring their message across. Dance4life is a growing worldwide project to fight back HIV and Aids by dancing. This organization has tried to find the most effective way to penetrate the youngster’s minds. In 2004 was the first ‘action’ (event) year for the organization in which they held their first event. There was a live satellite connection during the event, which brought together youngsters in the Netherlands and in South Africa; millions of euros were raised for the cause. 

( Dance4life, 2006, “Initiatiefnemers”,  section 1) Before this event in 2004 next to no one knew of the organization dance4life, and since then the organization has grown into the most well know charity organization in the Netherlands.

The focus of my paper will be on the relationship between the adoloescents and Aids in the Netherlands. In the world today there is a lot of peer pressure on youngsters today, one of these pressures in teen sex. Through the media, it can often be portrayed to be cool to have sex before the age of eighteen. Many youngsters in the Netherlands begin to have sex by the age of twelve; when they are this young they do not realise the dangers of having unprotected sex, and have no idea about the sexually transmitted disease which they could have as a consequence of their behaviour. There are 4.3 million new infections per year, which are almost 13,000 per day and 10 infections per minute. ( Dance4life, 2006, “Over Dance4life” section 1)Therefore my aim is to evaluate the communication strategy of a relatively young organization and to determine its successes and failures.

1.2 Central Question

 Does Dance4life effectively reach their target groups through their established communication policy?


1.3 Sub-questions

In order to answer my central question the following sub-questions will have to answered: 

· What communication theories do Dance4life include in their strategy?

· What are the current issues with regard to youth and HIV Aids in the Netherlands?


· How effective have campaigns targeting HIV Aids prevention and education been in the Netherlands in the past five years?

1.4 Research methods

In order to conduct my research I have researched the main issues concerning HIV Aids in the Netherlands amongst youngsters today. I have researched what the consequences are of teen sex, sexually transmitted diseases such as Aids, and what repercussions the disease may have on their lives. 


In being able to determine the successes and failures of Dance4life, it was imperative for me to research and evaluate various Aids preventative campaigns from the past in the Netherlands. I have acquired information on whether these campaigns were effective and whether they had any influence in the decision making of the adolescents in the Netherlands in the past. I looked at which type of campaigning would be effective and what would be the pull factor to involve the young people in such an important issue as Aids; and was able to have an interview with the co-founder, Mr. Karpes of Dance4life in order to determine his personal views with his hopes and goals for the future concerning the organization Dance4life.


In order to make my conclusion concerning the subject I acquired valuable information from the NIGZ  (Nationaal Instituut voor Gezondheidsbevordering en Ziektepreventie) concerning facts and figures about youth, Aids and other topics in the Netherlands. Through this research and through my own conducted research I designed a questionnaire, which was answered by 25 students who took part in activities from Dance4life, as well as 25 students who did not. These results from this questionnaire were needed in order to create an unbiased view concerning the effectiveness of the Dance4life campaign in 2006.

1.5 Overview

In order to gain a clear overview of my thesis I have divided my paper into different chapters, each chapter working towards answering my central question. In chapter 2 I will be looking at the organization Dance4life. 
Chapter 3 will be focusing on the Youth and the Aids problem in the Netherlands today. Here I will be elaborating my research concerning the subject, and determining why I choose my subject country as the Netherlands. Even though the Netherlands is a developed and resourceful country we can still see the trend of unprotected sex amongst the adolescents, which leads to several sexually transmitted diseases the largest being HIV Aids. 

Chapter 4 here I will evaluate the organization as a whole, the campaign the young organization has had so far and the action year of 2006. This year the campaign is focusing on the school tour in which Dance4life visited and the final closing event that will be held on World Aids Day on the 25th of November in the Gelredome in Arnhem.

In chapter 5 I will present the results from the research of the questionnaire, which I conducted amongst 25 students, as well as a SWOT analysis of the 2006 school tour campaign of Dance4life. In this Chapter as well as chapter 6 I will be formulating my findings as well as offering recommendations for campaigns concerning Dance4life in the future. Having done this I will be able to answer my central question, through knowledge gained from my sub questions in this way concluding my thesis.


Chapter 2. Policy Dance4life
2.1 Dance4life


Dance4life is an organization that raises money through an innovative and energetic project. Its aim is to communicate its goals to its target group through involvement. Every two years before World Aids Day (25th of November) there is a large dance event to celebrate its successes.


The communication policy of Dance4life is to get as many people to be involved on an interactive level. “Tell me and I will forget, Show me and I may remember, Involve me and I will understand” – Confucius (Dance4life, 2006, “Mission statement” section 1)


Rather than relying on the tools of communication, the organization relies on the creativeness of the adolescents itself. Because Dance4life is an organization aimed at young people, their target group being young people between the ages 13- 19, the initiators have thought of an original way to keep this group involved. Rather than just being a campaign that is portrayed in the media Dance4life communication policy lays the emphasis on involvement. Every two years there is a major event, and a large school campaign leading up to this closing event. In 2006 the emphasis was placed on three different steps.


Firstly a Dance4life team visited the schools in the Netherlands where they were given workshops with musicians as well as talks given by someone living with Aids. This is done to keep the interest of the target group, which hopefully leads to fundraising by the children in school, and their own living communities and environments.  Children are stimulated to think of their own fundraising projects, in order to combat the problem of HIV Aids in the Netherlands as well as the world and raising awareness. The organization works with a reward policy, if each child from the participating school has raised at least  50 euros for the cause they were rewarded with a free ticket to the festive dance event held every Saturday before World Aids Day, on the 25th of November 2006 this event was held in the Gelredome in Arnhem. During this event several Dutch popular artists performed namely, De Jeugd van Tegenwoordig, Partysquad, Don Diablo, DJ Tiesto and the event was hosted by Dutch televison/radio personalities, Miljusjka (The Music Factory – video jockey), and Giel Beelen (3 FM radio – DJ)

Dance4life is an innovative organization that has researched its tools of marketing communication in detail. In order to reach the target group they have used the media to its full extent in campaigning to do so, these methods will be described in chapter 3.


Dance4life in fact is a two yearly event organization, with an international action campaign. There is also an international campaign and the organization is active in more that 10 countries. Due to the charitable nature of this organization (non – profit), the number of employees of the organization is small. The Dance4life office in the Netherlands has 8 employees who work on a full time basis. However this number changes during an event year, which is every two years; to 25 employees who are active at that time. The International office of Dance4life has 10 employees who work for the organization full time. The way that an organization can function in this way on a national as well as international level is through their friendly franchise implementation. Dance4life is an organization that focuses on awareness, and education as well as aiding third world countries in growth. The organization adopts a friendly franchise approach, when involving other countries to participate in Dance4life, they offer the concept, logos banners, advertisements to another charitable organization abroad, and this organization is then allowed to fill in and implement the criteria of Dance4life in their own way. This not only leads to market growth and job opportunity to the countries involved in Dance4life, but also bears again on the motto of Dance4life,  ‘involve me and I will understand – Confucius”. By involving others rather than just presenting a concert, the emphasis on involvement really makes people feel and learn what the organization and creating awareness in respect to the world aids problem is all about. 

 


2.2 Dance4life in collaboration with


Dance4life raises money not only for their individual charity, but also works closely with other non-profit organizations which have the same mission: to inform, educate and raise money for Aids awareness/research. There are two main organizations which they work together with to achieve the same goal, their founding partners include STOP AIDS NOW and My Body. The money that is raised by the organization is distributed amongst these two organizations and helps fund certain projects. 

 STOP AIDS NOW        

Stop Aids now is a worldwide organisation, which works towards combating the Aids problem on a global level.
Their main goal is to give orphans who have lost their parents from this disease a future. They do this through education, and investing in a vaccine against HIV Aids. (Stop Aids Now, 2007, “Organisatie” section 1)

My Body

My Body is an organisation that focuses in developing countries to give new generations of men and women a chance to decide over their own sexuality. Through education ‘My Body’ hopes to offer better information and protection from diseases such as HIV Aids, unwanted pregnancies, sexual violence as well as giving them the chance to break the circle of poverty. (My Life, My Body, 2007, “Missie” section 2)
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Figure 1. Logos of founding partners, Stichting My Body, Stichting Stop Aids Now, and Dance4life                              
2.3 Examples of projects funded by Dance 4life

In total there are 17 organizations which Dance4life offers funding and education to in relation to the World Aids problem. Dance4life mission is to eradicate the World Aids problem, but it is well aware that it cannot be done on its own in order for the organization to be successful it must collaborate with different organizations who have the same vision. They are well aware that countries, companies, governments, charity organizations on a national as well as international level are the only way in which to achieve their goals. Below there is a list of examples of organizations and projects which Dance4life contributes to. 

· The World Starts with Me


To break the aids taboo in Uganda, there is a learning package developed, one in ten people in 
Uganda are infected with the Aids virus. In collaboration with Stichting My Body.

· Aksion Plus


An organization set up to educate people on Aids in eastern Europe. In collaboration with Stichting Stop 
Aids Now.

· Ombetja


10,000 teachers and 1,500 students were given lessons outside of school in order to educate others in 


Aids prevention, HIV prevention, treatment and sexual health. In collaboration with Stichting Stop Aids 
Now.

· Club of Mutual Aid+

· Siyabhabha

· Life Skills Based Education

· UJEDO

· The World turns by my Hands

· Twilight Children

· WIDE

· Targeted Aids Interventions

· Usiu University

· Community Radio

· Today’s choices

· Straight talk

· Mosaic

· EC Hotline

2.4 Goals Dance4life


The goal of Dance4life is to raise money and educate about Aid awareness, they would like to start the reversal of the spread of HIV Aids by the year 2015. They hope to achieve this by working together with other organizations against Aids such as the World Aids Campaign, Stop Aids Now and My Body. By working together with these organisations they hope to form a united front and gain global recognition for their work. 


The most ambitious goals which they have to date is to have at least one million people dancing all over the world in 2010, connected via satellite communication to make a bold statement. The countries, which are already involved, are Ireland, the United Kingdom, Nigeria, South Africa, Egypt, Ethiopia, Tanzania, Kenya, Indonesia, Vietnam, Russia and Germany. Their motto is “Together we can make a statement of hope, a powerful global statement about and against HIV and AIDS”


In the past Dance4life has been described as a larger form of the event ‘Live 8’. Although the founder, Dennis Karpers, sees this as a compliment he says that there is no form of comparison. ‘Live8’ goals are to raise money for the third world and many people see it as that they have done their job by purchasing a ticket, to the event and that they feel that they have done their part. The events from Dance4life are free to the involved and tickets are gained on a reward basis, this means that you have to be involved for at least a year to take part in the large dance event every two years. He feels that through this it is more effective than just purchasing a ticket by the true work and involvement from the event it will be something that you will remember for the rest of your life being involved in such an event. 

Chapter 3 .The Youth and the Aids Problem


3.1 Introduction 

There are two million people in the Netherlands in the age group of 15 and 25 years old.  These form the risk group, which Dance4life targets, are amongst the ages 13-19. The pattern that I have found in my research shows that a large number of adolescents despite their education on Aids form a great risk for health issues. Research has shown us that adolescents from the ages of 12 to 18 have increased their levels of sexual activity since 1995. (Soa Aids Nederland, 2005, “Jaarverslag 2005, section 2)The increase of the use of contraceptive of the pill and condoms has increased. However, when one looks at different sexual activities it is clear that during anal sex most youngsters do not use condoms, despite the health risks. In 2005 Dance4life contributed along with other organizations to promote Aids awareness in a safe sex congress, there were 70 participants, 10 who came from abroad for this conference. In this chapter we will be looking at the current situation with youngsters in relation to Aids in the Netherlands.
The amount and type of sex which youngsters have will be analysed in this chapter, as well as the number of HIV infected in the Netherlands amongst the target group (ages 13-19).

3.2 Terms and Definitions

In conducting my research I have found that the rise of HIV infections has increased since the year 2004. This is shocking in a country such as the Netherlands where education is readily available as well as contraception such as the contraceptive pill as well as condoms. In the Netherlands it is legal for children from the ages of 12 onwards to have sexual relations, this is of course only allowed within their age groups. Adults are not allowed to have sex with children under the age of 18 by law. In my paper when I refer to the target group this will be from the ages of 13 – 19 unless otherwise specified.  The sexually transmitted disease (S.T.D.  Sexually transmitted disease) that I will be describing in relation to my thesis will be HIV Aids unless otherwise specified. 


3.3 Research from Dance4life

Dance4life is an organization that specialises in Aids Awareness as mentioned previously. It is an organization that hopes to reduce the spread of HIV Aids worldwide by starting in their home country through involving the youth. Their findings are from UNAIDS, United Nations Programmes on HIV/Aids, which publishes on a yearly basis it’s finding concerning the disease. 
Almost a quarter of people living with HIV/AIDS are between 15 and 24 years old; worldwide this means ten million young people.


The main findings are:

· In the Netherlands there are 17,000 people living with HIV Aids from the ages of 15 onwards


· The probability of up to 25,000 people living with HIV Aids living in the Netherlands today.


· Every day, over 6,000 people between 15-24 years old are infected with HIV Aids


· Every six seconds a new infection takes place. 


· 8,500 people die every day of AIDS related causes. 


· Thousands of children lose their parents to HIV/AIDS. 


· Only 12% of those in need of AIDS inhibitors actually get them. 


· 25 million people have already died of AIDS. 


· According to the United Nations, this figure will be 280 million in 2050 if we do not act now. 


· 90% of people living with HIV/AIDS live in countries of the Global South! 

Source: Dance4life, and research results UN Aid (United Nations Programme on HIV Aids 2005)

3.4 Research from Soa Aids Nederland / Aids Fonds / STOP AIDS NOW!

Sao Aids Nederland (Sexually transmitted diseases Aids Netherlands) Aids Fonds (The Aids Fund) STOP AIDS NOW! are organizations in the Netherlands who work to educate and research Aids in the Netherlands. They are separate organizations which come together in different ways in order to create new innovative campaigns as well as raise money for the necessary funding. 

The main findings from these organizations are:


· More school children between the ages 12 – 18 are engaging in teen sex.

· The percentage of teen sex has gone up from 24% to 31% since 2005.


· The average age at which minors start having sex is 15.1 years old.


· The percentage of minors who do not have protected sex is 15%


· The adolescents who have sex under the age of 13 don not use a condom or the pill


· The majority of information acquired by the target group concerning sex is through Internet, 63% of boys and 23% of girls use this form of media communication.


· The new diagnoses of HIV Aids cases has increased in 2005 by 22% 


Source: Thermometer Soa and Hiv March 2006, and the Hiv Monitoring Foundation
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Figure 2. AIDS related mortality rates by gender, source Centraal Bureau voor Statistieken
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Figure 3. AIDS-related mortality by gender and age, 1983/2004, source Centraal Bureau voor Statistieken

3.5 Target group

The target group of Dance4life are young people from the ages of 13 – 19. This target group was chosen because although sex is not a taboo in the Netherlands, to talk about HIV Aids still is. The deal would be to open up a dialogue in which one no longer has to be embarrassed or ashamed to talk about living with HIV Aids. Dance4life hopes to open a dialogue between the target group amongst each other as well as with adults to make the issue less of a taboo, and encourage people to be aware of the consequences that unprotected sex may have. The reason Dance4life targeted this group is as well as looking at the high risk group that practice unsafe sex, also because these are youngsters who in the future because of their involvement of the Dance4life project, may continue to make a difference in there future lives. By learning valuable information and the encouragement to help others in countries in need of funding for the Aids problem, Dance4life hopes that they will gain the skill and information to help them in their everyday lives.

Social and demographic forces of students practicing sex from the ages of 13 – 19

Research has shown that in relation to different educational levels there is a difference in the sexual pattern. In the Netherlands there are different levels of secondary education namely, different vocational levels such as Vmbo, Mavo and Havo ( I.G.C.S.E and G.C.S.E) to Vwo (A-levels). According to my research I have found that children who have a lower level of education engage on a more frequent basis in teen sex. The percentage of Vmbo students engaging in sex is 28% in relation to Vwo students in the same age category is 9%. (Soa Aids Nederland, 2005, “sex onder je 25ste”, section 3)


3.6 Field of forces


In this thesis the target group is children from the ages of 13 – 19; this group has often been the target group of HIV Aids awareness campaigns although one may question the effectiveness of these campaigns. We have seen that in the previous paragraphs there is a significant difference amongst educational levels, in relation to teen sex, however there has been no successful campaign so far for this target group. 

When thinking of setting up a new campaign it is important to take into account all relevant parties to the target group, their involvement will determine if the campaign is successful.
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Figure 4. Field of forces Dance4life

3.7 Current issues with regard to youth and HIV Aids in the Netherlands 

Almost a quarter of people living with HIV/AIDS are between 15 and 24 years old; worldwide this means ten million young people. (Dance4life, 2006, “HIV and Aids Facts, section 2) In the Netherlands today there are 18,000 people living with HIV Aids, people from the ages of 15 onwards living with HIV Aids are 17,000. These figures come from research conducted by UN Aids and are relative because we must also consider the number of infected people who are oblivious to their disease because they have not been tested. ( Soa Aids, 2006, Hiv in Nederland 2006, section 1)  The estimated figure of people living with HIV Aids in the Netherlands could be as high as 23,000. From this research we can also see that men are more likely to have HIV Aids and spread the disease. Women from the ages of 15 and onwards who are documented to having the disease are 5,900 in relation to men 11,100. Research has shown that in the Netherlands only 80% of the young people practices safe sex during one night stands. During the beginning of relationships only 6 to 10 youngsters use condoms. 60% of men and 40% of women claim not to like sex as much when using condoms, which leads to the demise of the use of condoms. (Hiv Vereniging Nederland, 2006, “GGD waarschuwt nieuwe studenten voor oude soa’s, section 2)

The Netherlands prides itself on being an open society in which most subjects in relation to sex are not a taboo; the number of teens who are sexually active in the Netherlands today are increasing each year. The ages of sexually active youngsters has gone decreased in the last 10 years. The number of youngsters having sex from the ages to 12-18 has gone up from 24% to 31% in relation to the figures from 1995. (Soa Aids Nederland, 2006, “sex onder je 25ste”, section 1) the young people in the Netherlands are becoming sexually active at a much younger age, with all the risks. The average age of sexual activity is 15.1 years old. There are many sexually transmitted diseases which youngsters may receive from practicing unsafe sex.  These include Chlamydia, Genital warts, Herpes genetales, Gonorrea, Hepatitis B, Syphilis, and HIV. HIV Aids is the most lethal if not treated with the proper medication. 
To most Dutch families, sex is a normal part of life. Even teen sex is a normal part of life, parents condone it and do not ask many questions when a new boyfriend or girlfriend of their child’s spends the night. Because the Dutch are very open minded they do not feel that they should talk to their children concerning safe sex. In my questionnaires which I passed out among parents a large percent felt that is was not their job to teach or talk to their children about safe sex but rather that it was the task of the teachers at school to pass on this valuable information.

Chapter 4. Act4life 


4.1 Introduction

Chapter 4 deals with the introduction of a national anti- HIV Aids campaign in the Netherlands, it deals with the history of the disease and the political effects, which made these campaigns, come about. The successes and the failures of the anti HIV Aids campaigns will be highlighted and discussed. I will be looking at the first national campaign in 1987 up to 2005, and discussing current event finally highlighting on what makes Dance4life different. Special attention will be paid to campaigns aimed at the target group, and what results these campaigns have achieved. 

4.2 The first national anti Aids campaign 1987

The first national anti HIV AIDS campaign was in 1987 in the Netherlands. It was from the Dutch Aids foundation

 (Stop Aids Now / Vrij Veilig of Vrij niet! l) and was titled: Flower and Bee (in Dutch Bloem en Bij). The advertisement consists of a bee sniffing a flower with a voiceover informing us about the risks of having sex with different partners. The advertisement and the set up of the advertisement offer no explanation concerning the disease and what can be done to prevent it. It ends by saying that you can pick up a brochure from your pharmacist to find out more about it. The campaign was supported by the Dutch government (Ministerie van Welzijn en Sport) but the communication strategies were in the hands of the organization Stop Aids Now!  

During my research I have come to find that this sort of campaigning is not and was not very effective. It is a given that in 1987 Dutch society was not as open to issues concerning sex as they are now.  The message that was portrayed during this first campaign, it is not particularly clear what the HIV is and what can be done to prevent it, therefore one can question the effectiveness of this campaign. On seeing several of these campaigns (video research acquired from the Stichting Stop Aids Now) we can see the development of these campaigns and the wider variety of information which was spread in the latest years; however these campaigns seem not to trigger discussions and a dialogue between the target group.


4.3 Other national anti - Aids campaigns in the Netherlands from 1987 to 2005 

In collaboration with the Dutch Government and the organization Stop Aids Now! A series of campaigns were launched on every two years under the slogan of Have Safe Sex or No Sex (in Dutch Vrij Veilig of Vrij niet) 
1988 / 1990:
 Smoezen campaign - 

1993 / 1994: 
Ik vrij veilig of Ik vrij niet – I have safe sex, or no sex at all
1995: 

Doe jij iets aan, doe ik iets uit – You put something on, i’ll take something off
1996 / 1997:
Wat is een goed moment om over condooms te beginnen 


What is a good moment to start talking about condoms

1999 / 2000:
Altijd handig om een condoom bij je te hebben – goudvis


Always handy to have a condom with you - goldfish
1999 / 2000: 
Altijd handig om een condoom bij je te hebben – zwemmen


Always handy to have a condom with you - swimming
1999 / 2000: 
Altijd handig om een condoom bij je te hebben – tent


Always handy to have a condom with you - tent

2001: 

Het aanzoek – the proposal 
2003:

Gebruik nu een condoom! – kinderen 


Use a condom now! - Kids
2003:

Gebruik nu een condoom! – Vriendje 


Use a condom now! - Boyfriend
2003: 

Gebruik nu een condoom! – Syfilis 


Use a condom now! - Syphilis


2004 / 2005: 
Wie laat zich dan nog naaien zonder condoom! – Computer 


Who has sex without a condom! – Computer 
2004 / 2005: 
Wie laat zich dan nog naaien zonder condoom! – Mobieltje 


Who has sex without a condom – mobile


4.4 Dance4life 2006 – Act4life

"Dance4Life appeals to me both as a performer and as a human being. Their approach to one of the world youth's major challenges, HIV/AIDS, is very strong. They offer young people attractive ways of becoming involved in the project, rewarding them with a dance event at the end. It is this combination of serious information with dance and entertainment which motivates so many young people to move for Dance4Life." 
- Tiësto, ambassador Dance4Life

As mentioned in the chapters previously Dance4life does not simply campaign and expect one to listen, the emphasis is placed on involvement the organization hopes to place itself on another level. Not only by breaking the taboos and making HIV Aids a normal subject, but also encouraging the youth to help others who are in need. In 2004 Dance4life encouraged students to raise money through their own initiatives, and students from the Netherlands, South Africa and Indonesia were involved. 


In 2006 Dance4life took a larger approach to their campaigning. They not only used the media to its full extent, but have also initiated a large school project in which more than 45, 000 students from 50 schools took part. 
This was a two-week school tour in which 50 schools were visited, students we taught about HIV Aid through interactive workshops, speeches, dancing lessons as well as fundraising events. There has also been a mass media campaign in the Netherlands calling amongst all the youth to Act4life, through their own individual projects. So far in total 300,000 euros has been raised and the number is ever growing. Dance4life has used all possible forms of mass media in order to gain the attention of the children in the Netherlands to gain involvement in their campaign, and as I have mentioned before they work on a reward basis, in which students who have raised 50 euros or more for Dance4life will be invited to a large event on 25th of November 2006 in the Gelredome with various famous Dutch artists such as DJ Tiesto, Lange Frans & Baas B, de Jeugd van Tegenwoordig. Through the evaluation of previous campaigns we can see that Dance4life takes a young innovative approach to campaigning through the means that appeal to the youth in the Netherlands and have used television, newspapers, ambassadors, and past experience to design an effective campaign. It is fair to say that given the results and reaching 45,000 of the target group, so far they have been successful, but one question how the rest of the target group can be reached to make the concept of Dance4life a household name.

Newspapers

The most common type of newspapers that the target group read through research has been shown to be the free issues of the spits and the metro, which are found in public transport in the Netherlands. Dance4life has made a deal with the spits to publish six editorials concerning the organization. Here the emphasis is placed once again on the involvement of children in the Netherlands. By doing this Dance4life not only creates an interest amongst its target group but also amongst adults. As it is a reoccurring piece returning to the papers the word is also spread to adults who may show the piece to their children or to their companies who may end up as a friend of the organization in the degree of being a sponsor.

Television

During Dance4lifes campaign leading up to World Aids Day (25 November) and the Dance4life event in the Gelredome, the television was used in order to campaign effectively. During the launch of the ambassadors if Dance4life, television programmes such as ‘De wereld draait door’ amusement programme with over 800.000 viewers per day, Dance4life was promoted. One of the ambassadors of the organization Miljuska who is a video jockey for The Music Factory had a programme dedicated entirely to Dance4life, she went on a trip to South Africa with the founder Dennis Karpes to visit epidemic aid stricken areas in South Africa. The Music Factory has the same target group as Dance4life, youth in the ages 13 – 19. There was also a Dance4life commercial, which was shown on National television in the two weeks leading up to World Aids Day.

Because this medium was used effectively it created a buzz amongst the youth as well as the elders in Dutch society and to a certain extent it opened up a dialogue, not only reaching its target group but going beyond that.


Ambassadors


Research conducted by the TMF (The Music Factory) and MTVE (Music Television Europe) has shown that in the ages 13-19 the person that they most look up to is DJ Tiesto (Tijs Verwest). DJ Tiesto is one of the Netherlands most influential DJs in the dance scene in the world. He was approached to be the ambassador of Dance4life. This is a very smart move from the organization as the involvement of him can be considered as priceless. By tying his name to the organization this is very important due to the amount of publicity and free publicity that this artist will bring to the organization. The launch of his ambassadorship was held in The Hague and ended up with a closed party on the Binnenhof, for 1000 children involved in the school projects of Dance4life as well as the press. Because the launch was held in such a special location, the Binnenhof which is usually reserved for royal appearances and visiting officials, this launch left an important mark in peoples’ memories, and a powerful link to the organization Dance4life.


4.5 Conclusion


In this chapter we have seen several national anti HIV Aids campaigns in the Netherlands, which were targeted at different age groups, and we have seen Dance4life’s campaigns efforts so far. In order to have a successful national campaign there are certain aspects that need to be researched in detail. These aspects include a clear definition of the target group, as described in chapter 2, as well as clear communication objectives.

Chapter 5. Designing and Planning a campaign

5.1 Introduction

In chapter 4 I will discuss the primary objectives when designing and planning a campaign. First and foremost it is necessary to define what a campaign (policy) is and what means of communication tools are necessary to establish a campaign as a communication policy. A policy is an action plan: you state your objectives, you choose the way the means, and the time required to reach these objectives. (Marita Vos, Jose Otte & Paul Linders.2003.Setting up a Strategic Communication Plan. Utrecht : Lemma Publishers) The two communication models which we will be looking at are, STOP & SIT from literature by Jonathan Taylor & a model for a communication plan by Marita Vos, Jose Otte & Paul Linders. 

5.2 Advertising & Campaigns


In our modern day society we are confronted with forms of advertisements every day, this can be through posters, advertisements on television, internet spam, postage etc. Because of the surplus of advertising some say that it is a dead industry, and the focus will need to be laid elsewhere in order to be successful. The party’s over: advertising as we know it will no longer be up to the task on its own. It will need to learn new ways of increasing customer interaction and working outside the broadcast media. (Jonathan Taylor. 2002. Marketing Communication,an Intergrated Approach. Londen.) The importance when thinking of designing a campaign is how to keep the focus of the target group that you are developing a campaign for. 


In order to understand the decision making process there are two things which one must consider, the advertising decisions, goals, & key ideas of the organization (dance4life) as well as the communication instruments and strategies which will be used to implement them. The advertising campaign planning process incorporates an analysis of the current situation and a clear definition of the overall communication objectives, as well as the specific advertising objectives. Only then can the advertising strategy be devised. (Jonathan Taylor. 2002. Marketing Communication,an Intergrated Approach. Londen) 


In the case of dance4life the advertising campaign is not product orientated as they are promoting a way of thinking and a way of life instead of product related industry. Dance4life advertising strategy is institutional advertising also known as corporate advertising. Institutional advertising is the type of advertising to promote an institution or an organization rather than promote a product or service in order to create public support or goodwill.(Mimi, 2007, “Institutional Adverstising” section 1)In order to design an adequate message one must consider the following: the situation, the objectives and the strategy that is needed.  The campaign needs to have a predetermined theme, and it needs to place its message through the selected means of communication tools that is needed to reach its target group, which we defined in chapter two.

5.3 Designing and Planning 

When designing a campaign planning is imperative to determine the strategy.  One of these strategies is STOP & SIT. (Jonathan Taylor. 2002. Marketing Communication,an Intergrated Approach. Londen.)  In short this strategy is designed in order to answer all of these questions, in order to set up a successful and goal orientated campaign.

Segmentation: how is the market broken up?

Target markets: what target markets are chosen & who is the ideal customer?

Objectives: strategy must fulfil objectives
Positioning: of the product or service and what is the overall proposition
&

Stages: is there a sequence or series of stages?
Integration: does it all integrate smoothly?
Tools: are we going to appear on television, or just opt e-mail?














Figure 5. Communication model, Marita Vos, Jose Otte, & Paul Linders

5.4 Evaluation of methods 

In order to gather information concerning various communication strategies it is necessary to measure methods in order to find out which communication methods will be most effective. This can be done in several ways, interviews, street interviews, literature research & evaluating past campaigns. In this case I found that the most effective way to measure the needs of the target group being a questionnaire. In conducting a survey of this kind, it gives us an opportunity to evaluate past campaigns and what the target group may like to see in the future. 


The Questionnaire (Appendix 1) which I have designed for this purpose has open- ended questions as well as multiple-choice questions. Questionnaires have advantages over some other types of surveys in that they are cheap, do not require as much effort from the questioner as verbal or telephone surveys, and often have standardized answers that make it simple to compile data.(Wikipedia, 2007, “Questionnaire”, section 1) There are certain reasons why a questionnaire is an effective communication tool. These include, because of the implememtation of multiple choice questions, it is easier to deal with the answers, as all the answers are pre- coded. There fore it is easier to create tables and graphs of the results. The respondent can remain anonymous and it is more likely that they will answer the questionnaire truthfully, a questionnaire is also able to reach a larger audience (quantitive research) in a shorter period of time. (Daniel Janssen, Frank Jansen, Geert Kinkhorst, Gerard Verhoeve, Jan van den Urk, Matha Langendijk, Miriam van der Loo & Peter van Steen (2002). Zakkelijk Communicatie Deel 2. Groningen) Although questionnaires are a good way to find out what the matters of importance are for a target group, the restrictions may cause the respondents to feel limited in their answers, and may feel due to answer restricitions they may feel their answers are being steered in a certain direction. In order to create a balance in the questionnaire I have implemented open ended questions as well, even though the development of these results are more difficult. 
5.5 Conclusion


In this chapter we have evaluated and seen two types of strategies which could be effective in an advertising campaign. As we have see in the communication model (figure 5) of Marita Vos, Jose Otte, & Paul Linders the next essential step is to plan and work out the communication strategy & instruments according to the research which we have gained from interviews and questionnaires conducted amongst the target group. 

Chapter 6.  Analysis of Results & conclusion from conducted questionnaires

6.1 Introduction

In this chapter the results of the questionnaire will be analysed and from these results we can determine several objectives from the outcome of the respondents. The questionnaires were also passed out to several parents, in order to determine whether Dance4life has been effective with its campaign in not only opening a dialogue between the youth but also between parents and the youth. The outcome of this questionnaire will be the basis of my recommendations for future campaigns of Dance4life. 

6.2 Results

From the results of the questionnaire a clear picture was created on how the youth feel that HIV Aids affects their everyday lives. Although sex is an open subject for most Dutch and their families when the respondents first glanced at their questionnaires many respondents declined to answer the questions as they felt embarrassed, even though it was an anonymous survey.  Most parents who answered the questionnaires felt that they were up to date on their children’s sexual behaviour but were shocked to find out what percentage of the youth are sexually active at such a young age. Due to the fact that the questionnaire had open ended questions there were several interesting suggestions. 

6.3 Breakdown of results

Q 1

was created to gain demographics of the respondent’s age and gender.

Q 2 & 3

These two questions were developed in order to determine whether the respondents were open 

about sex and sex education. These results can be taken into consideration when developing a 

new campaign, on how to get children to communicate better. 

Q 4 & 5

A personal question, which I felt necessary for the development of my results, those of the 

target group who are sexually active may have different views as opposed to those who are not 

sexually active. More than 50 % of the respondents are sexually active and under the age of 16, 

also most respondents claim to be having sex on a regular basis.

Q 6 

A 100% reply to this question was that it is unacceptable to practice safe sex.

Q 7 

75% of the respondents claim to have safe sex. 25% of the respondents claim not to have safe 

sex. As to why they are not practicing safe sex the answers ranged from, peer pressure from 

their respective partners, as claiming that they are too embarrassed to shop for condoms, or ask 

their doctors for any other form of contraceptives.

Q 8, 9 & 10 
In response to these questions most respondents claim not to be aware of these figures, 

especially not to the fact that there were so many children under the age of 18 who are 


practicing sex in the Netherlands today.

Q 11 & 12
All respondents claim that it is important to talk to their parents concerning sex as well as talking 

and being educated in school about the subject.

Q 13

Most respondents claim to know the permanent dangers that may occur from having 


unprotected sex.

Q 14

Although most respondents claim they are mature enough to talk about sex as well as 


engaging in it, 50% of the respondents do not feel comfortable talking to their parents about it.

Q 15

Most of the respondents feel that the “wie laat zich nog neuken zonder condom’ as ineffective, 

without a clear message and that it does not portray the clear effects of unprotective sex.

Q 16

This question was designed to see if the target group found it more effective to have more 

advertising in places where they are tended to ‘hang out’. 75 % of the respondents did not feel 

that this was an ineffective way of campaigning, because they feel it does not have enough 

educational or shocking value.

Q 17

All of the respondents felt that Dance4life is an effective campaign, combining what the youth 

most like to do in a charitable way. The feel not only did they learn from the Dance4life 


campaign but felt involved and proud of their efforts of contribution. Also some respondents felt 

this was a successful way to open up a dialogue with their parents on safe sex.

Q 18

All respondents answered that anti – aids campaigns should shock the youth with their 


campaigns, and most respondent s felt that the target group (13 – 19 year olds) should be 

portrayed in campaigns in order to bring the reality Aids closer to home.

Q 19 & 20
Most respondents feel that television should lay the emphasis on underage sex, and that 

programmes such as Spuiten en Slikken, are taking the innocence away from children. 

Q 21

50% of the respondents claim that due to such programmes do have an influence on young 

people having sex.

Q 22

The target group respondents as well as parents feel that there is a need for a specific anti – 

aids campaign.

6.4 SWOT analysis of Dance4life

Strengths

Clear message on an educational level. 

Strong visuals of the effect of Aids.

Involvement good key point, in creating awareness.

Informative and educational workshops, and speeches.

Clear idea of what trigger target group, ambassadors and dance events.

Weaknesses

Campaign only focused on 45 schools, should be on a larger national level.

More advertisement airtime on national television.

This campaign should be in every school in order for the campaign to be fully effective.

A larger basis of support from the government in form of funding. 

Opportunities

Dance4life is an effective campaign if more famous people act as ambassadors for the cause.

The education is brought in an informative yet fun way through workshops and allowing children to take part in dance events, however there should be more funding made available to this organization, as it proves effective and every child in the Netherlands should be able to take part in these events.

Threats

Children most not be lead to believe that sex is per definition related to disease, with proper care and maturity the subject must be approached. 

Sex is a normal part of adult life and therefore one must not terrify the children, through proper education and discussions this can be achieved. 

As described previously there must be a balance created in order to omitting the message when concerning safe sex. A great opportunity is that if a good message is created with the correct supportive documentation and products that all those organs in the field of forces can combine efforts and use the campaign to the maximum. 

6.5 Confrontation Mix

Positive

· Clear message on an educational level.

· Involvement good key point, in creating awareness

· Informative and educational workshops, and speeches

· Clear idea of what triggers target group

Negative

· Campaign only focused on 45 schools, should be on a larger national level.

· More advertisement airtime on national television

· Dance4life campaign should be in every school in the Netherlands in order for the campaign to be fully effective.

· A larger basis of support from the government in form of funding.

6.6 Creating objectives and communication means

In this chapter the goal was to create communication objectives and find out which means would be successful in implementing these objectives. In order to set up a communication means certain criteria must be followed. 

Criteria for communication objectives

Concrete: means that the objective must describe what effect, with respect to knowledge, attitude and behaviour, needs to be obtained from the target group.

Quantified: means that state the percentage of people within the target group who must be affected.

Timed: means that the objective must state when the effect needs to be achieved or not.

Measurable: means that the objective must be formulated in such a way that it can be assessed retrospectively whether the effect on the target group was achieved or not.

Figure 6:  an overview of communication objectives





(Marita Vos, Jos Otte & Paul Linders. 2003. Setting Up a Strategic Communication Plan. Utrecht: Lemma Publishers.)

In Chapter 6 we will discuss which communication tools are the most effective in creating a new communication strategy for the Dance4life campaign in 2008. The year 2008 is a year in which Dance4life will launch a new campaign and a new event, here we will discuss the recommendation that we will offer in order to create a new anti – aids campaign for the youth aged 13 – 19.

6.7 Conclusion

In this chapter the goal was to create communication objectives and find out which means would be successful in implementing these objectives. In the questionnaires conducted it was clear that the current campaign is effective, however it did not open the effect between the youth and parents. However the campaign does create awareness concerning the disease even thought the respondents were not aware of the facts and figures concerning Aids in the Netherlands. The aim now is to focus on creating a new campaigning and determining the objectives, the means, the time and whether the campaign can be successful i.e. measurable. (Marita Vos, Jos Otte & Paul Linders. 2003. Setting Up a Strategic Communication Plan. Utrecht: Lemma Publishers.)

Chapter 7. Conclusions and recommendations

In relation to Dance4life being a relatively young organization, founded in 2004. An organization like this experiences successes as well as failures, which is normal in the growth of an organization. Dance4life is an organization that understands the importance of the use of mass media, and has used it to its full advantage through out its campaign. Therefore it is not necessary to change much of the company’s strategies but rather to expand them. 

Previous Dance4life campaigns as mentioned previously have had successes with their campaigning and we can see through 2005 and 2006 that the organization as a whole has improved with using tools of mass communication. Their 2006 campaign has stimulated the target group to be active and creative in their own way by offering their own contribution to the campaign. This was stimulated by offering the youth to take part in a large dance event for 25,000 people with the Netherlands’ most popular artists. The website of the organization www.dance4life.nl, (national) and www.dance4life.com (international) is very detailed. It offers video clips; information on aids, where to go with your questions concerning sexuality and other issues related to the topic. A clear idea can be gained from this website that it has been designed for the target group to be able to navigate easily and in an entertaining manner on an issue that is so serious. 

One recommendation that we have is despite the fact that Dance4life is an organization aimed at the target perhaps the organization can take steps to involve parents in some manner as well. Being that the target group are stimulated to create and take part in events in order to raise money for Aids, for some activities parents permission or supervision may be required, in creating special information pamphlets or packages for parents might help stimulate an open dialogue between parents and the adolescents. 

7.1 Evaluation

In chapter 6 in the communication means model  from Marita Vos, Jose Otte & Paul Linders, one must be able to measure the successes of the campaign and the effectiveness. The final step in the model described is to measure or evaluate the effectiveness of the campaign, there must some form of panel set up to see if all the goals and objectives are met. Since Dance4life is an organization that works on a two yearly basis, evaluation should occur at fixed times for example every 8 weeks, 2 months and on a yearly basis.

 7.2 Conclusions 

Does Dance4life effectively reach their target groups through their established communication policy?
Throughout this paper, several sub-questions have been researched in order to answer the central question. Each chapter covered a different aspect and from these results come the formulated recommendations. 

In this first section of the paper it was imperative to define the subject, with terms and definitions to create a clear setting. As well as determine the target group, it is of essential value to determine a target group when evaluating and designing a new campaign.

In chapter 4 of the paper the importance of having a communication model becomes clear show us the importance of having a clear communication model which is necessary for implementing a successful communication strategy, ranging from a clear situation analysis, communication analysis, defining target groups and objectives, to a clear communication strategy, planning and budgeting. 

 Approach 
– 

Central theme 

–

 Message for each target 

Figure 7 .The Key Idea

The preparation phase of creating a communication strategy must not be underestimated, and must be measured correctly. Communication objectives need to be confirmed in order to determine why certain communication objectives will be achieved more efficiently and effectively justifying each method. 

7.3 Recommendations

Communication is an effective tool in order to influence behaviour changes; there are internal factors as well as an external factor that need to be taken into account. Internal factors can be determined by the organization itself, by the way an organization chooses to present itself and by which strategies and planning an organization plans to follow. External factors are the target groups and the way in which society influences them i.e. living environment and social behaviour. In order for there to be a specific change the planning and budgeting in terms of a predetermined target group are imperative. 

For Dance4life to set up another communication objective there are certain factors that must be taken into account. We have already discussed the fact that the target group definition is of crucial importance, but because this is a target group which moves along with current trends and pop culture this area needs to be exploited as well. The way, in which Dance4life chooses to bring its message across in order to have an impact on the youth in the Netherlands today, it must bring across a clear and concise message. It has been shown through research that different educational levels have an effect on whether this target group engages in underage, sometimes unprotected sex. The emphasis lies not only on determining a target group on a national level but perhaps a distinction should be made on an educational level, for such a national campaign to have a full effect. Therefore the target group has been defined as children from the ages of 13 – 19, from all educational levels in the Netherlands. The two communication models that I have implemented into this paper can be used to design a new campaign. 

The communication model in chapter 3 and the communication objectives from chapter 5 contain key points in setting up a new campaign. In order to achieve this it is recommended that Dance4life evaluates its progress from the past and produces a new timeline, with new objectives when and how to achieve its goal. 

	Task
	Time
	Time Needed
	Elaborate

	Defining target group
	January 2007 – March

2007
	3 months
	Evaluate from previous campaigns, and determine changes through questionnaires and field research.

	Determine communication objectives
	March – May 2007
	3 months
	From results from questionnaires and field research determine objectives

	Define communication tools needed to comply with objectives
	May – August 2007
	3 months
	Decide which forms of communication tools can be used i.e. Mass media.

	Create a clear/concise communication message
	August  - September 2007
	1 month
	Determine from questionnaires and field of forces, a clear message

	Determine which communication tools will be used
	September – October 2007
	1 month
	Make final decisions on communication tools, i.e. pamphlets, folders, internet, magazines, television, ambassadors.

	Inform schools and volunteers of the yearly programme
	October – December 2007
	3 months
	Inform schools and start training of volunteers who will be participating in the school programme. Create a tool kit for the volunteers to use during their speeches and school tours. 

	Scout location for two yearly dance event
	October – December 2007
	2 months
	Search for a location to host two-yearly dance event; start looking for sponsors and artist who are willing to perform.

	Prepare for media offence
	December 2007 –

August 2008
	8 months
	After having determined which tools of communication will be used. Start creating articles, written texts and speeches which will be used during the launch, prepare information packages for the press.

	Launch of media offence
	August 2008 
	1 month
	Launch a mass media offence, radio, internet, newspapers, television shows, and statements from ambassadors. 

	Evaluation of progress after 8 weeks
	October 2008 – December 2008
	3 months
	From the response from the media, money raised, as well as the target group, determine successes and failures. 

	Evaluation of progress after 2 months
	February 2009
	1 month
	From the response from the media, money raised, as well as the target group, determine successes and failures.

	Evaluation of progress after every 2 months
	March 2009

May 2009

July 2009


	6 months
	From the response from the media, money raised, as well as the target group, determine successes and failures.

	Evaluation progress after 1 year
	August 2009
	1 month
	From all the responses on campaigns, through field research questionnaires and meetings with the target group, evaluate successes and failures. 

	With achieved results and evaluation start planning new campaign year
	September 2009
	1 month
	From predetermined objectives to measure results, determine if all objectives have been met, and if not to use these results to improve in the future. 
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APPENDIX I
Questionnaire

PART A
DEMOGRAPHICS AND PERSONAL SITUATION

1) Please state your age and sex:

m ___ f ___ ……….. years old

2) Do you receive sex education at school?

Yes ___
No  ___
3) Have your parents ever talked to you about sex?

Yes ___
No  ___
4) Are you sexually active? 

Yes ___

(go to Q5)

No  ___

(go to Q6)

5) Are you having sex on a regular basis?

Yes ___



No  ___
6) Do you feel it is acceptable to practice unsafe sex?

Yes ___
No  ___
7) Do you practice safe sex?

Yes __

why? 

No __

why? 

PART B FACTS & FIGURES?

8) Are you aware that Aids percentage has gone up in 2005 has gone up by 22%?

Yes ___
No  ___
9) Are you aware that the youth in NL under that age of 13 who are sexually active do not use any form of contraception?

Yes ___
No  ___
10)   Are you aware of the growth of sexually active teens from the ages of 12 – 18?

Yes ___
No  ___
11)  Do you feel that it important to talk to your parents about the dangers of unprotected sex?

Yes ___



No  ___



12)  Do you feel that it is important for you school to educate you on the dangers of unprotected sex?

Yes ___
No  ___
13) Are you well aware of the permanent dangers of having unprotected sex?

Yes ___
No  ___
14) Do you feel comfortable talking to your parents about sex and sexually transmitted diseases?

Yes ___
No  ___
PART C NATIONAL AIDS CAMPAIGNS & DANCE4LIFE

15) What do you think of the anti-aids campaign ‘Wie laat zich nog neuken zonder condoom’? 


Please answer on a scale from 1 (completely disagree) -5 (completely agree)


The campaign sends a good anti aids message




_______


The message in the campaign is clear





_______


It portrays an accurate message of the effects of unprotected sex

_______

16) Do you think it would be effective to have more warnings and advertisements in public places such schools, youth clubs, and sports clubs?

Yes ___
why? __________________________________________________________

No___ 
why? ___________________________________________________________

17) What do you think of the Dance4life slogan: start dancing, stop aids? Do you find this more effective than other Aids campaigns in the past in the Netherlands?

_____________________________________________________________________

_____________________________________________________________________

18) Want is your opinion on the following statements


Please answer on a scale from 1 (completely disagree) -5 (completely agree)


Anti-aids campaigns should portray shocking images of aids victims
_______


An anti-aids campaign should rely on facts & figures to inform the youth
_______


Anti-aids campaigns should feature target group victims of the disease (13 – 19 year old)











_______

19) Television and other media such as internet should lay the emphasis on the negative side of having sexual intercourse at a young age.

I agree

_________________________________________________________

I disagree
_________________________________________________________

20) Do you think such show, as Spuiten en Slikken should have a place on television?

Yes ___
No  ___
21) Do you think that such shows as Neuken doe je zo, Spuiten en Slikken have an influence on young people having sex?

Yes ___
No  ___
23) As a parent what do you think is important to have a to have specific anti-aids campaigns for the youths of the ages 13-19 years old?


_____________________________________________________________________


_____________________________________________________________________

Thank you for your time and cooperation!
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