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BUILDING TRUST
ENSURING TRUST AND ACCOUNTABILITY. Trust enables our access to communities and to 
partnerships…Our first accountability is to the communities we serve. In all our interactions with 
communities, we must demonstrate integrity, transparency, humility and honesty. 

The paramount consideration is that the people who come into contact with our services and 
initiatives must at all times be safe and protected.

Donors and supporters also place their trust in us to use their resources to help drive a better life for 
affected people, and this trust is sustained by our obligations and commitment to use these 
efficiently and wisely.

(International Federation of Red Cross and Red Crescent Societies, Strategy 2030) 



BUILDING TRUST: FIVE STRATEGIC APPROACHES

Advocacy

Campaigning

Internal 
communications

Communicating 
results

Everyone 
communicates

The Finnish Red Cross is an active social influencer and a powerful advocacy organization in its strategic 
priority areas (health, preparing for emergencies)

Campaigning is a common tool for the Finnish Red Cross to achieve results in fundraising, advocacy, 
or awareness raising.

Our organization communicates between internal target groups quickly and efficiently, considering that 
the Finnish Red Cross is a preparedness organization, preparing for emergencies, natural disasters and 
major accidents. 

Citizens, authorities, partners and funders know the results and goals of our work.

Red Cross employees and volunteers communicate actively about the activities of the organization 
and represent the organization in accordance with the principles and values of the Red Cross and Red 
Crescent movement. 



COMMUNICATION IN EMERGENCIES IN A NUTSHELL

1. What does the Red Cross do?

2. How can you support the Red Cross?

3. How do you help yourself?

4. What can you do to help others?

• Using mainly existing comms channels 
and workflows

• Doing same things but more and faster 

• Changes are based on existing 
(rehearsed) plans

• Mainly existing roles, significantly more 
resources in internal/volunteer comms

• Comms objectives and guidelines set by 
the Covid operation



Example: PSYCHOSOCIAL SUPPORT DURING COVID CRISIS 



Example: COMMUNICATING WITH AFFECTED PEOPLE, EUROPE HEAT WAVE 2019





Example: COMMUNICATING WITH AFFECTED PEOPLE, COVID OPERATION



STEP 1: WAKE UP CALL IN 2015 – WE DON’T HAVE ANY DIGITAL SERVICES FOR 
VOLUNTEERS! 

• More than 10 000 new volunteers registered in 2015 

🡪First major crisis when almost all new volunteers registered online

🡪48% were not contacted at all or it took more than 3 weeks

🡪42% of those contacted were not offered volunteering or it didn’t 
meet the expectations



2017

STEP 2: VOLUNTEER JOURNEY MAP (2016)



DESIGN DRIVERS (2016-2019)



STEP 3: STRATEGIC GOALS FOR DIGITAL VOLUNTEER MANAGEMENT SYSTEM 
(2018) 

• New volunteers find motivating and rewarding volunteering easily. 

• Digital tools for local key volunteers changes the way local volunteer 
work is organized and supported.

In practice: 

• 1st touchpoint for new volunteers and leads

• Dashboard and toolkit for local key volunteers

• Dashboard for district offices and HQ



REQUIRES HARMONIZED METADATA STRUCTURE IN MULTIPLE 
PLATFORMS



STEP 4: PRINCIPLES OF DIGITALIZATION IN THE FINNISH 
RED CROSS (2020) 

1. DIGITAL SERVICES ARE DESIGNED TOGETHER WITH USERS

• Through collaborative planning, we better understand what users need.

2. DIGITAL DEVELOPMENT DRIVES CHANGE

• Knowledge is an important management tool at all levels of the organization, used by both employees and 
volunteers.

• Good practices spread and develop more effectively.

• Technology provides a platform for volunteering and networks that are not tied to time and place.

3. IN THE DIGITALIZATION OF AN EMERGENCY ORGANIZATION, WE PREPARE FOR EXCEPTIONAL SITUATIONS.

• The systems also operate in exceptional conditions.

• Exceptional circumstances are anticipated and activities are practiced in advance.

4. THE RISKS OF DIGITALIZATION ARE COMPREHENSIVELY ASSESSED AND MANAGED.

• Digital development must support long-term strategic goals of the organization.

• However, the agility and experimentation must constantly accelerate development.



5. UNDERSTANDING DIGITALIZATION IS CRUCIAL AT ALL LEVELS OF OUR ORGANIZATION

• Collection, processing and analysis of information is changing the roles of Red Cross staff and volunteers

• Managing information (knowledge) requires new skills and expertise

6. VOLUNTEERS ARE SUPPORTED IN THE USE OF NEW DIGITAL SERVICES

• Using digital services is key competence in future volunteer work.

7. WE DEVELOP SERVICES USING EXISTING SOLUTIONS AND THE LATEST TECHNOLOGIES.

• Digital development is based on tested existing systems and solutions.

• We follow latest trends outside NGO sector and as part of the international movement.

• A nationwide preparedness organization based on volunteering has specific requirements for digital systems.

8. RED CROSS DIGITAL SERVICES PROCESS DATA APPROPRIATELY AND FAIRLY.

• We only collect and store information that is necessary and useful for the operation of the Red Cross.

STEP 4: PRINCIPLES OF DIGITALIZATION IN THE FINNISH 
RED CROSS (2020) 



Example: USING ALGORITHMS TO FIND MOTIVATING VOLUNTEERING 
SOON AFTER SIGN-UP  



Example: USING ALGORITHMS TO FIND MOTIVATING VOLUNTEERING 
SOON AFTER SIGN-UP  



Example: USING ALGORITHMS TO FIND MOTIVATING VOLUNTEERING 
SOON AFTER SIGN-UP  



Example: VOLUNTEER RESOURCES DURING COVID OPERATION  



That’s it! Thank you! 
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Crisis management at Aalto
Types of “crisis”
� Incidents on campus
� Reputation issues
� Broader and long-lasting societal 

crisis impacting Aalto

Crisis Management Team
� President
� Head of Security
� Communications Director



Crisis Communications

� Guidelines 
� General instructions, check lists, social media, press release frameworks etc. 

� Team
� Comms director
� Head of University Communications – operational lead
� 3-4 colleagues from University Communications team
� Aalto School communicators
� Translators

� Cooperation within Aalto and with stakeholders
� Not just crisis – broader community perspective



Crisis communications principles
� Clear and consistent 
� Timely and frequent 
� Open and accessible 
� Contextual
� Focus on community: encouragement, empowerment, lead with 

gratitude
� Accept uncertainty, listen to concerns, act on questions



Case Corona



Communications through the phases

� Crisis 
Management 
team 
activated

� convened 
more 
regularly end 
of February

� Messaging to 
whole 
community

� Formulating 
guidelines

� A website for 
Corona-related 
topics

� Crisis 
communications 
team activated

� Comms with 
specific target 
groups (e.g. 
students in 
exchange in 
China/Italy)

� New ways of 
(remote work 
and study)

� Community 
engagement 
through Aalto 
Helps, Social 
media etc.

� Moving towards 
a different 
normal

Feb-March March March-May June-September ?



Email, SMS, Social Media



Info, instructions and news



Empowerment
� In March an Aalto Helps website was launched 

for the Aalto community to submit their ideas on 
how to help with the corona crisis

� Over 60 ideas have been submitted
� Three major approaches:

� Modelling the pandemic & spread of the 
virus

� Developing quick solutions for 
corona-related problems

� Support to economic policy-making



Aalto Helps



Engagement – social media



Challenges, learnings, 
opportunities



Challenges
Flow of information and sense of urgency.

Commenting rounds and language versions.

A broad spectrum of expectations within the community.

What if the virus hits the campus?

Multiple channels and stakeholders.

Fatigue.

Other work. 

Other life. 



Learnings and opportunities

Real life is the best practice. 
This is hard to simulate. 

Ensure availability, 
assign clear responsibilities.

In crisis, hierarchies are different.

Keep Communications close 
to decision making.

Keep a log.

Work on the little things in the comms process.

Stick to facts, don’t forget emotions.

Ensure that non-communicators communicate too.

The community wants to help. Enable it.

Humour helps.



aalto.fi

Thank you!

http://biz.aalto.fi/
https://www.facebook.com/aaltobiz/
https://www.instagram.com/aaltouniversity/
https://twitter.com/AaltoBIZ
https://www.youtube.com/user/aaltouniversity
http://www.aalto.fi/snapchat/


This Thursday:
Designing the Ketju Contact 
Tracing App: Interaction Design, 
Technology and Privacy 
Implications

Karri-Pekka Laakso
Lead Designer (Interaction), 
Reaktor

Privacy-Preserving Contact Statistics 
Collection using COVID-19 Contact 
Tracing Apps

Prof Antti Honkela
Associate Professor at the Department of 
Computer Science, University of Helsinki 
and Coordinator of Research Programme 
in Privacy-preserving and Secure AI, 
Finnish Center for Artificial Intelligence 
(FCAI)

http://reaktor.com/
https://fcai.fi/
https://fcai.fi/

