
 

e-ISSN:2582-7219 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

       INTERNATIONAL JOURNAL OF  

          MULTIDISCIPLINARY RESEARCH 
 

       IN SCIENCE, ENGINEERING AND TECHNOLOGY 

 

 

 

Volume 7, Issue 12, December 2024  
 
 

 

 

 

 

 

 

 

Impact Factor: 7.521 
 
 

 

 

 

 

 

 

 

6381 907 438    6381 907 438  ijmrset@gmail.com @ www.ijmrset.com 



© 2024 IJMRSET | Volume 7, Issue 12, December 2024|                                  DOI: 10.15680/IJMRSET.2024.0712126 

 

IJMRSET © 2024                                               |     An ISO 9001:2008 Certified Journal   |                                                     18330 

Social Media Marketing Strategies of Red 

Cross and WWF 
 

Goutam Sharma, Dr. G Sathish Kumar 

Final Year BBA, NIMS School of Business Studies, NIMS University, Jaipur, India 

Associate Professor, NIMS School of Business Studies, NIMS University, Jaipur, India 

 

ABSTRACT: This paper explores the social media marketing strategies of two prominent non-profit organizations: the 

Red Cross and the World Wildlife Fund (WWF). Both organizations utilize social media to raise awareness, mobilize 

support, and engage with their audiences, but their strategies differ based on their missions and target audiences. The 

Red Cross focuses on real-time crisis communication, emotional storytelling, and urgent calls to action during disasters, 

while WWF emphasizes educational content, influencer partnerships, and long-term environmental advocacy. By 

analyzing these approaches, the paper highlights the effectiveness of social media in fostering engagement and driving 

action. The study provides insights for other non-profits seeking to enhance their social media presence, emphasizing 

the importance of storytelling, community engagement, and  

timely communication in achieving their goals.  

 

I. INTRODUCTION 

 

Social media has become a powerful tool for non-profit organizations to connect with people and promote their causes. 

Two well-known organizations, the Red Cross and the World Wildlife Fund (WWF), have successfully used 

platforms like Facebook, Twitter, and Instagram to engage their audiences. The Red Cross focuses on providing urgent 

updates and mobilizing support during crises, while WWF uses social media to raise awareness about environmental 

issues and encourage sustainable living. Each organization tailors its approach to meet its specific goals— whether it’s 
offering immediate disaster relief or advocating for long-term conservation. This paper explores how both 

organizations use social media to connect with people, share their messages, and inspire action. By comparing their 

strategies, we can learn how social media can help non-profits build stronger communities and drive change. The 

insights shared here can also help other non-profits improve their own online presence and  Impact 

 

II. LITERATURE REVIEW 

 

Literature Review:Social media is a vital tool for non-profits like the Red Cross and WWF to engage with supporters 

and promote their causes. The Red Cross uses platforms to provide real-time updates during crises and create emotional 

connections through storytelling, encouraging donations and volunteerism. WWF focuses on environmental education, 

raising awareness about issues like climate change through visually compelling content. Both organizations build 

communities by fostering interaction with followers, empowering them to take action. However, challenges such as 

content oversaturation and maintaining authenticity require careful strategy. Overall, social media remains an essential 

resource for non-profits to drive meaningful change. 

 

Social Media Marketing in NON PROFIT Industry: 

Social media marketing has become a crucial strategy for non-profit organizations to reach and engage their audiences. 

It allows these organizations to share their missions, raise awareness, and mobilize support efficiently and cost-

effectively. Non-profits use social media to connect directly with followers, share real-time updates, and promote 

campaigns for donations, volunteering, and advocacy. By creating engaging, shareable content, they can amplify their 

message and build communities around their causes. Additionally, social media offers a platform for emotional 

storytelling, which strengthens connections and drives action. Despite challenges like content overload, it remains a 

powerful tool for creating social impact 
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The Non profit Industry and Its Impact on society : 

The non-profit industry plays a significant role in shaping society by addressing unmet needs, promoting social justice, 

and driving positive change. Non-profits focus on a wide range of issues, from humanitarian aid and health care to 

environmental conservation and education. They often work where government and private sectors fall short, providing 

services and support to vulnerable populations. Through advocacy, non-profits raise awareness about critical social 

issues and push for policy changes that benefit society as a whole. Additionally, non-profits foster community 

engagement by encouraging individuals to volunteer, donate, or get involved in local causes. Their efforts not only 

create a direct impact on the issues they address but also build stronger, more compassionate communities. Overall, the 

non-profit industry plays a vital role in promoting equity, sustainability, and social welfare, enriching society by 

encouraging collective responsibility and action. 

 

Red Cross and WWF : 

Both the Red Cross and WWF are dedicated to improving the world, but their focus areas differ. The Red Cross 

addresses humanitarian crises, offering immediate help and long-term recovery, while WWF works on long-term 

environmental preservation to ensure a sustainable future. Despite their different missions, both organizations rely on 

social media and public engagement to raise awareness, drive action, and create a collective impact. Through their 

campaigns, partnerships, and community outreach, they help shape a more compassionate and sustainable world. 

  

III. METHADOLOGY 

 

This study uses a comparative approach to analyze the social media marketing strategies of the Red Cross and the 

World Wildlife Fund (WWF). The methodology is designed to examine how both organizations utilize social media 

platforms to achieve their goals, engage their audience, and mobilize support. The research follows a qualitative 

framework, utilizing content analysis and case studies to gain insights into their strategies. 

 

Research Design: 

The research design for this study follows a qualitative and comparative approach, aimed at understanding the social 

media marketing strategies of the Red Cross and the World Wildlife Fund (WWF). The design is structured to gather 

data on how both organizations use social media platforms to engage their audiences, promote their causes, and achieve 

their objectives. The study will involve content analysis, case studies, and comparative analysis to explore the 

similarities and differences in their strategies. 

 

Data Collection: 

The data for this study will be collected through the following methods: 

Social Media Content Analysis: A sample of posts, tweets, images, and videos from the official social media accounts 

of the Red Cross and WWF will be analyzed. This includes their presence on platforms like Facebook, Instagram, 

Twitter, and YouTube. 

Campaign Case Studies: Specific social media campaigns run by both organizations (such as emergency response 

campaigns by the Red Cross or environmental advocacy campaigns by WWF) will be analyzed to understand how they 

structure their messaging and engage followers. 

Reports and Publications: Annual reports, strategy documents, and any publicly available social media marketing 

research from both organizations will be reviewed to understand the goals, tools, and strategies behind their online 

presence 

 

Data Analysis: 

The analysis will focus on: 

Content Strategy: How both organizations craft their messages, choose visuals, and create narratives to engage their 

audience. This includes looking at tone, frequency, and type of content (e.g., educational vs. emergency-focused 

content). 

Audience Engagement: Measuring the level of engagement (likes, shares, comments, retweets) on their posts to assess 

how effectively they engage their audience and encourage interaction. 

Campaign Effectiveness: Evaluating the success of specific campaigns based on metrics such as public response, 

donations, and action taken (e.g., volunteering, petition signing). 
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Sampling: 

Social Media Accounts: A selection of official social media profiles (Facebook, Twitter, Instagram, and YouTube) for 

both the Red Cross and WWF will be chosen for analysis. The sample will focus on the last 12 months of posts to 

ensure the research reflects current trends and practices. 

 

Campaigns: Specific social media campaigns will be selected from both organizations. These campaigns will be 

chosen based on their visibility, engagement rates, and alignment with each organization’s core mission (e.g., disaster 

relief campaigns for the Red Cross and environmental conservation campaigns for WWF)  

 

Limitations: 

While this study aims to provide valuable insights into the social media marketing strategies of the Red Cross and 

World Wildlife Fund (WWF), several limitations must be acknowledged: 

 

1. Time Frame: The analysis will focus on a one-year period of social media activity from both organizations. This 

time frame may not fully capture long-term trends or strategic shifts, potentially overlooking seasonal or year-over-year 

variations in engagement and messaging. 

 

2. Platform Bias: Different social media platforms (e.g., Facebook, Twitter, Instagram, YouTube) have unique 

engagement dynamics, which may affect the type of content shared and audience interaction. The study may not 

account for how strategies might vary significantly across platforms, leading to a potential bias in understanding each 

organization’s overall approach. 

 

Future Research: 

Future research could explore how non-profits like the Red Cross and WWF adapt their social media strategies over 

time, focusing on long-term trends and changing audience behaviors. Studies could also compare how different 

platforms (e.g., Instagram, TikTok, YouTube) influence engagement and campaign success. It would be valuable to 

measure the real-world impact of social media campaigns, such as donations or volunteer sign-ups. Additionally, 

research could investigate how partnerships with influencers or user-generated content contribute to campaign 

effectiveness. Exploring the ethical challenges of social media marketing in the non-profit sector, like transparency and 

emotional appeals, would also be important for maintaining trust with supporters 

 

IV. RESULTS 

 

The results of this study aim to provide insights into the social media marketing strategies of the Red Cross and WWF 

and their effectiveness in engaging audiences, promoting their causes, and driving action. Key findings may include: 

Content Strategy: 

Engagement and Interaction: 

Campaign Effectiveness: 

Audience Reach: 

 

Overall, the results highlight that both organizations leverage social media in ways that suit their missions, with the Red 

Cross focusing on immediate crisis response and the WWF prioritizing long-term advocacy and education. Both 

strategies have proven effective in engaging audiences, though their goals and approaches differ significantly. 

Social Media Presence of Red Cross and WWF: 

 

Both the Red Cross and the World Wildlife Fund (WWF) have strong and strategic social media presences across 

major platforms like Facebook, Instagram, Twitter, and YouTube. The Red Cross uses social media to provide real-

time updates during emergencies, raise awareness about humanitarian crises, and mobilize donations and volunteers 

quickly. Their posts often feature emotional storytelling and calls to action, especially during disasters. On the other 

hand, WWF focuses on environmental conservation, using social media to raise awareness about climate change, 

endangered species, and sustainability. They often share visually engaging content, like stunning wildlife images and 

educational videos, to inspire long-term behavioral change. Both organizations effectively engage their audiences by 

creating shareable content, building global communities, and fostering meaningful connections with followers. 



© 2024 IJMRSET | Volume 7, Issue 12, December 2024|                                  DOI: 10.15680/IJMRSET.2024.0712126 

 

IJMRSET © 2024                                               |     An ISO 9001:2008 Certified Journal   |                                                     18333 

1. Crisis-Oriented Messaging: Real-time updates and urgent calls for donations or volunteer support during 

emergencies. 

2. Emotional Storytelling: Personal survivor stories and images to foster an emotional connection. 

3. Actionable Calls to Action: Direct prompts like “Donate Now” or “Become a Volunteer” for immediate 

involvement. 

 

WWF: 

1. Educational Content: Raising awareness on environmental issues and providing actionable tips for sustainable 

living. 

2. Visual Storytelling: Using stunning imagery and videos of wildlife to inspire and educate. 

3. Long-Term Campaigns: Ongoing campaigns like Earth Hour to encourage continuous support for conservation. 

 

Engagement Metrics 

Engagement metrics measure the level of interaction with content on social media. For both the Red Cross and WWF, 

these metrics include likes, shares, comments, and retweets, which reflect how actively audiences engage with posts. 

Click-through rates and hashtag usage also serve as indicators of campaign reach and participation. These metrics 

help assess the success of campaigns and determine how effectively the organizations mobilize their followers to take 

action, such as donating or spreading awareness. 

 

Influencer Partnership 

Red Cross: Collaborates with influencers to promote urgent calls for donations or volunteer support during crises. 

Influencers help amplify the Red Cross's message, making it more relatable and widespread. 

WWF: Partners with environmental activists and celebrities to highlight campaigns on conservation and sustainability. 

Influencers create content around WWF's initiatives, such as promoting Earth Hour or encouraging eco-friendly 

behaviors, thereby reaching larger, diverse audiences. 

 

Social Media Advertising: Red cross and WWF 

Social Media Advertising is a crucial tool for both the Red Cross and WWF to increase visibility, engage a broader 

audience, and drive action. Through paid campaigns, both organizations target specific demographics and tailor their 

messaging for maximum impact. 

Both organizations use retargeting ads, reaching people who have previously engaged with their content, ensuring that 

their messaging stays top-of-mind and prompts further action. Social media advertising helps both groups amplify their 

messages and generate support quickly and effectively. 

 

Crisis Management: 

Crisis Management on social media is a critical strategy for both the Red Cross and WWF, particularly during 

emergencies or urgent situations. Both organizations use social media to communicate quickly, effectively, and 

transparently to manage crises. 

 

1. Red Cross: In the event of a natural disaster or humanitarian emergency, the Red Cross uses social media to provide 

real-time updates, share safety information, and mobilize support. Their posts often include urgent calls for donations, 

volunteer recruitment, and disaster relief efforts. They also use social media to coordinate with partners and inform the 

public about how to access emergency services, shelters, and assistance. 

 

2. WWF: WWF's crisis management focuses on environmental disasters, such as oil spills, deforestation, or poaching 

crises. They use social media to raise awareness, mobilize support for affected wildlife, and pressure governments or 

corporations to take action. WWF also engages in advocacy campaigns, calling for policy changes to address 

environmental crises and safeguard ecosystems. 

 

In both cases, clear, consistent communication, rapid response, and emotional appeals are key elements in managing 

crises through social media. This allows both organizations to effectively rally support and provide valuable 

information during critical times 

 



© 2024 IJMRSET | Volume 7, Issue 12, December 2024|                                  DOI: 10.15680/IJMRSET.2024.0712126 

 

IJMRSET © 2024                                               |     An ISO 9001:2008 Certified Journal   |                                                     18334 

V. DISCUSSION 

 

Discussion 

The social media strategies of the Red Cross and the World Wildlife Fund (WWF) illustrate the diverse ways non-

profit organizations use digital platforms to engage audiences and advance their missions. Both organizations harness 

the power of social media to connect with followers, raise awareness, and drive action, yet they do so with distinct 

approaches aligned with their goals. 

 

Red Cross: 

The Red Cross uses real-time crisis communication to mobilize resources during emergencies. Their social media 

presence is focused on immediacy, with urgent appeals for donations, blood donations, and volunteer efforts. By 

sharing personal stories from disaster survivors and showcasing the immediate need for help, the organization taps into 

the emotional responses of their followers. This approach is highly effective in times of crisis, as evidenced by high 

engagement metrics such as shares, likes, and donations. The emotional resonance of their posts often leads to quick, 

short-term responses. 

 

However, the challenge for the Red Cross is maintaining engagement during non-crisis periods. While they excel at 

mobilizing resources in emergencies, their social media presence can become sporadic during times of relative calm, 

which risks losing long-term followers and donors. Expanding engagement through educational content, success 

stories, and ongoing campaigns could help build a more loyal, year-round supporter base. 

 

WWF: 

In contrast, the WWF focuses on long-term advocacy and education, aiming to raise awareness about environmental 

issues like climate change, wildlife conservation, and sustainability. Their strategy relies heavily on visual storytelling, 

using striking images and videos of nature and wildlife to engage audiences emotionally. WWF also runs consistent 

campaigns like Earth Hour and pushes for policy changes, aligning with their mission of global conservation. By 

emphasizing sustainable actions and the urgency of preserving ecosystems, WWF inspires followers to take concrete 

steps toward environmental protection. 

 

WWF's social media campaigns are often supported by influencer partnerships and paid advertising, which allow 

them to reach broader, more diverse audiences. These strategies help extend the reach of their campaigns and 

encourage greater participation, particularly from younger, environmentally conscious users. However, WWF faces the 

challenge of standing out amid the overwhelming amount of content on environmental issues. They need to continue 

innovating and producing engaging, shareable content to maintain relevance and ensure that their messages resonate 

deeply with their audience. 

 

Comparison and Insights: 

While both organizations use social media advertising and influencer partnerships, their focus differs. The Red Cross's 

crisis-driven model relies on urgency and immediate action, while WWF emphasizes education and long-term 

behavioral change. Both strategies are effective in their respective areas, but they highlight different needs within the 

non-profit sector: the Red Cross requires immediate, crisis-based engagement, while WWF focuses on consistent, year-

round advocacy. 

 

In conclusion, both the Red Cross and WWF exemplify how social media can be harnessed for impactful, mission-

driven purposes. The Red Cross could benefit from fostering engagement outside of crises, while WWF must continue 

to evolve its content to stay ahead of the digital noise. Both organizations show that, when used strategically, social 

media can drive both immediate action and long-term support, creating lasting connections with their audiences.  

 

VI. CONCLUSION 

 

The social media strategies of the Red Cross and the World Wildlife Fund (WWF) highlight the unique ways non-profit 

organizations can leverage digital platforms to achieve their missions. The Red Cross excels in crisis management, 

using real-time updates and emotional storytelling to mobilize support quickly during emergencies. Their social media 
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presence is crucial in rallying immediate donations, volunteerism, and public action. However, the Red Cross could 

benefit from expanding its engagement during non-crisis periods to maintain long-term support. 

 

On the other hand, the WWF focuses on long-term advocacy and environmental education, using compelling visual 

content and sustained campaigns to raise awareness about conservation issues and inspire behavioral change. Their use 

of influencer partnerships and social media advertising helps broaden their reach and deepen audience engagement, 

though standing out amid a saturated digital landscape remains a challenge. 

 

Both organizations demonstrate the immense potential of social media to drive action and build communities. The key 

takeaway is that effective social media marketing in the non-profit sector requires tailored strategies that reflect each 

organization's goals—whether in crisis response or ongoing advocacy. By continuing to innovate, adapt, and engage 

with their audiences, the Red Cross and WWF can further strengthen their digital presence, ensuring sustained support 

and long-term impact for their causes. 

 

RECOMMENDATION 

 

Based on the findings and discussion of the social media strategies employed by the Red Cross and the World 

Wildlife Fund (WWF), the following recommendations can help both organizations enhance their online presence, 

increase engagement, and achieve their mission-driven goals more effectively: 

 

For the Red Cross: 

1. Expand Engagement During Non-Crisis Periods: While the Red Cross excels during emergencies, maintaining 

engagement outside of crisis periods is crucial. Developing educational content, sharing success stories, and updating 

followers on ongoing initiatives could help build a year-round supporter base and keep the community engaged 

between disasters. 

 

2. Create Long-Term Campaigns: Beyond immediate calls for donations and volunteers, the Red Cross could develop 

long-term campaigns focusing on preparedness and prevention. This would allow them to remain relevant during 

calmer periods and keep the public engaged in disaster resilience efforts. 

 

For the WWF: 

1. Innovate with Interactive Content: WWF could enhance engagement by using more interactive content like 

quizzes, polls, and challenges (e.g., sustainable living challenges). This can increase follower interaction and encourage 

active participation in campaigns. 

 

2. Focus on Local Activism: While WWF has a global presence, creating more localized campaigns or region-specific 

conservation efforts can help build a deeper connection with communities and drive local action. Highlighting local 

endangered species or environmental issues could resonate better with followers. 

 

REFERENCES 

 

Websites: 

1.WWF. (2023). Social Media Strategy. World Wildlife Fund. Retrieved from https://www.wwf.org 

2.Red Cross. (2023). Social Media Campaigns. American Red Cross. Retrieved from https://www.redcross.org 

Academics data: 

3.Kaplan, A. M., & Haenlein, M. (2010). Users of the world, unite! The challenges and opportunities of Social Media. 

Business Horizons, 53(1), 59-68. 

4.Lipschultz, J. H. (2017). Social media communication: Trends and consequences. 

5.Routledge. 

6.Bortree, D. S., & Seltzer, T. (2009). Dialogic strategies and outcomes: An analysis of environmental advocacy 

groups' social media efforts. Public Relations Review, 35(3), 317-319. 

7.Seltzer, T., & Mitrook, M. A. (2007). The state's role in disaster response: The case of the American Red Cross. 

Public Relations Review, 33(2), 138-142. 



© 2024 IJMRSET | Volume 7, Issue 12, December 2024|                                  DOI: 10.15680/IJMRSET.2024.0712126 

 

IJMRSET © 2024                                               |     An ISO 9001:2008 Certified Journal   |                                                     18336 

8.Crosby, D., & Angell, R. (2017). Using social media for community engagement and marketing: A case study of the 

American Red Cross. Journal of Nonprofit & Public Sector Marketing, 29(4), 352-370.  

Reports: 

Red Cross Reports: 

9.American Red Cross (2023). The Role of Social Media in Disaster Response and Crisis Communication. Source: 

American Red Cross 

10.American Red Cross (2021). Social Media Impact and Engagement Report: How Social Media Helps in Crisis 

Situation Source: American Red Cross Blog 

WWF Reports: 

11.WWF (2020). Digital Strategy and Social Media Engagement: WWF’s Approach to Global Advocacy. Source: 

WWF Annual Reports 

12.WWF (2022). Social Media and Environmental Advocacy: A Year in Review. 

13.Nonprofit Tech for Good (2021). The 2021 Global NGO Technology Report. Source: Nonprofit Tech for Good 

14.Hootsuite & We Are Social (2023). Digital 2023: Global Overview Report. Source: Hootsuite Reports 

15.Sprout Social (2022). Social Media for Nonprofits: A Comprehensive Guide. Source: Sprout Social Reports  

These reports provide both quantitative data and qualitative insights into the effectiveness of social media strategies for 

non-profit organizations, helping to understand how both the Red Cross and WWF use these platform  to engage 

audiences and drive support for their mission 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

                     

 

 

 

 

INTERNATIONAL JOURNAL OF 

MULTIDISCIPLINARY RESEARCH 
IN SCIENCE, ENGINEERING AND TECHNOLOGY 

 
 
 

| Mobile No: +91-6381907438 | Whatsapp: +91-6381907438 | ijmrset@gmail.com | 

www.ijmrset.com 

mailto:ijmrset@gmail.com
http://www.ijmrset.com/

