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For the Global Envelope Alliance (GEA) and FEPE (European Envelopemakers 
Association) it is a great pleasure to support the publishing of this book 
because ”letter” also means ”envelope”.

The envelope gives the first impression to the recipient when a letter is being 
delivered to him. As stated in this book, the digital development has made 
substantial changes worldwide in recent years, and we appreciate that this 
book even includes information about the digital world. This proves that the 
book describes the situation of the letter in its real environment and not in 
onesided advertising terms.

We thank Post Danmark for all the effort they have put into the project and  
Post Denmark can be assured that GEA and FEPE members will read the book 
with passion.

Maynard Benjamin 
CEO Global Envelope Alliance

This book can facilitate useful “what/when/where/how” discussions linked to 
communication strategies. Neopost Denmark highly appreciate this initiative 
of Post Danmark.

We believe that communication as a business discipline is characterized 
by both predictable and unpredictable dynamics. It is a goal for Neopost 
Danmark to provide professional tools to support as well existing as 
tomorrows communication strategies, might these be carried on paper or on 
electronic/social media or…… 

Neopost Denmark being a key player in the multichannel communication 
business has a strong interest and commitment to support efforts that can 
help people and businesses understand pros and cons related to individual 
communication channels. We find the studies and reflections done by the 
author and materialized into this book of high value to get a better view on 
how communication is managed and practiced. 

Leif Damgaard
Managing Director Neopost Danmark A/S
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We were never in a moment’s doubt that Anne Katrine Lund was the right 
person to write a book about the physical letter. With her background as PhD 
in rhetoric on “The Lost Communication – The Role of the Letter in 
Organizational Communication” and as a highly regarded communication 
consultant, she – more than anyone – is in a position to write about the power 
of the well-crafted letter.

We also knew that giving her free artistic rein would result in a highly nuanced 
book on the subject.

At Post Danmark, it is our business to distribute letters. Even so, we do not 
feel there is a need for a book that simply paints a rosy picture of the physical 
letter’s future. 

Full credit, therefore, must go to Anne Katrine Lund for her balanced analysis. 
As we read through her findings, we noted one thing in particular: The 
physical letter seems to have a secure place in future public administration 
communication. Certainly, the public sector will continue to communicate 
digitally with us on a daily basis and the vast majority will find this easy and 
convenient. However, in those situations where a message requires special 
attention, a physical letter from a local authority delivered to your door will still 
have a role to play.

Consider this: We did not stop sending letters when the telegraph, telephone 
and subsequently the fax machine enabled us to send messages speedily 

over great distances. We did not stop listening to the radio and going to 
the cinema when the television was invented – nor have we stopped buying 
physical books, even though many people now read their eBooks on their 
iPad or digital reader. The letter is here to stay, despite the advance of digita-
lisation. Each time a new means of communication appears, we immediately 
seize the new possibilities for communication and of tailoring our communi-
cation to the needs of the receiver. That said, we often choose the channel 
based on what is smart and modern right now. Perhaps if we were more 
conscious about the strengths of the individual channel in a given situation, 
we might, on occasion, choose differently? 

Readers of this book will not be surprised to learn that we at Post Danmark 
believe in the future of the physical letter. This does not mean that we believe 
that private citizens and businesses will once again begin sending letters in 
the same quantities as before. We, too, recognise the advantages of digitali-
sation. 

What we do believe, however, is that letters possess a set of unique qualities 
when used correctly – also in the digital world.

Henning Christensen
Head of PostNord Danmark
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THE END THAT NEVER CAME

“Physical letters are a necessary evil, soon to be replaced by the digital 
revolution”. “They are a dinosaur waiting for extinction.” Statements such 
as these are not uncommon when the subject of physical letters is on the 
agenda. And as a former letter researcher myself, I had gradually become 
brainwashed into sharing this view or certainly the concern: I wonder if the 
physical letter will survive – and does it matter? 

It was therefore something of a surprise when TNS Gallup’s, Megafon’s 
and Epinion’s opinion polls showed time and again that Danes have great 
faith in the physical letter. The letter is a valued item and is still seen as an 
extremely credible and important means of communication.  However, it also 
became clear that the polls solely reflected the attitudes of the recipient – all 
of us with letterboxes who open the letters and feel prioritised and properly 
treated when a well-written letter containing information about a change, an 
important overview or a response to an enquiry arrives through the post. 

In contrast, senders in Danish organisations were less convinced of the need 
for physical letters.  Here, this means of communication was deemed far less 
relevant and seen as a dinosaur from the past. The letter, which had been 
surpassed by its digital counterpart, was too slow, too expensive and less 
effective.  Here, extinction of the dinosaur was already a historical fact. 

These seemingly opposing views demanded closer examination, which is why 
Post Denmark and I decided to publish this book. 

It is not a prayer for an almost extinct species drawing its terminal breath, 
nor is it a desperate, one-sided defence of an outdated means of communi-
cation. Rather, it is an examination of what the physical letter has to offer at 
a time when it is not the only means of communicating over long distances. 
When is the physical letter a strong choice – and what it is that causes reci-
pients to persistently insist that the letter is a valuable instrument of commu-
nication. In short: what can we, as senders in Danish organisations, use the 
physical letter for in the digital age? 

A heartfelt thanks goes out to all the people who have made this book 
possible. Thank you for your inspiring and challenging input – and thanks to 
Post Danmark for insisting on and not least giving me free rein to write an 
open-minded book.

Anne Katrine Lund,
PhD in rhetoric and Communication Consultant



Once upon a time, the physical letter was the only means of communica-
tion between people separated by great distances. Some of the earliest 
known letters stem from Egypt, where the boats of the Nile carried greetings 
from anxious mothers and heart-sick lovers separated by great distances. 
Nowadays, we can snapchat, skype or even take a low-cost flight and meet 
up. Distance is no longer the challenge it once was – the world has shrunk 
and become digitalised. 

Naturally, this has also had a direct effect on the global volume of letters. The 
internationally renowned Morgan Stanley Research Institute estimates that 
the global volume of physical letters will be further halved in the course of 
the next decade. In Denmark, we are experiencing the same downward trend 
– indeed to an even greater extent than in comparable countries – presu-
mably because we are a highly evolved digital society. The volume of physical 
letters in Denmark has fallen from approximately 1.1bn letters in 2000 to 
approximately 600m letters in 2013 (Annual Reports from Post Danmark and 
PostNord Group).

This development both reflects the inevitable advance of digital technology 
and the desire for cost-effectiveness. For example, the Danish state expects 
to save more than DKK 1bn as a result of the complete digital phase-in of 
citizen contact in 2016. Ministries, agencies, regions and municipalities are 
therefore currently committed to actively channelling as much communica-
tion as possible into to digital platforms.

THE SITUATION OF THE PHYSICAL LETTER IN THE DIGITAL AGE

“Communication between citizens and the public sector will increasingly go 
through the digital channels we know – with more channels certain to be 
phased in as we look to the future. The public 
sector must be skilled in choosing the most 
appropriate channels in each individual case.
Many of us will predominantly use digital 
communication to communicate with the public 
sector

In contrast, those unable to receive digital mail 
will continue to receive physical correspondence 
from the authorities. In other cases, a combina-
tion of channels will be needed – e.g. when you 
order your health insurance certificate online and 
receive it through the regular post,” 
emphasises Lars Frelle-Petersen, Head of the Danish Agency for Digitisation.

CHAPTER 1

Lars Frelle-Petersen
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We must constantly seek out new approaches so 
that we deliver a better and more cost-effective 
public sector service. Danes are already well into 
the digital age – so it is only natural to use the 
digital communication channels for contact with 

citizens. The money saved on paper, postage and manual letter 
handling at municipal level can instead be spent on schools, care of 
the elderly, health or other welfare areas, for example.”

From November 2014, all Danes must have a digital mailbox, and it is 
precisely the digital revolution that has led experts and communication pro-
fessionals to long since hail the demise of the physical letter. However, seen 
from the recipient’s vantage point, the letter, for most of us, is surprisingly 
alive and well.

In light of the above, it is tempting to view the letter as a dying professional 
form of contact – eradicated and replaced by digital technology – not unlike 
the fax, which is a thing of the past in most modern office environments. 
However, the physical letter is far more than a means of sending information. 
The letter belongs to a tradition dating back thousands of years and one 
which has a special place in the hearts of recipients. 

Danes value letters. The latest Wilke poll (May 2014) shows that recipients 
still value and prefer a physical letter in many situations – also many more 
situations than the senders are aware of. For example, when Wilke enquires 
which communication channel gives the best impression of the sender, 57% 
of Danes prefer the physical letter over e-Boks and mail. Only 29% of busi-
nesses choose the physical letter here. (3 out of four of all Danes use e-Boks. 
Public and private organizations send digital letters through e-Boks.)

There are clear indications that businesses and public organisations do not 
attach great importance to the physical letter – indications which are equally 
contradicted by recipients. For example, 54% of Danes feel appreciated and 
valued when they receive a physical letter. And interestingly enough, the 
figure is even higher in the 18-29 and 65+ age groups.

In other words, Danes are still avid letterbox users. 78% of us empty our 
letterboxes on the same day, while a whopping 90% open letters regarding 

A VIBRANT PAPER DINOSAUR 



private finances within 24 hours of receiving them. 55% feel that the 
physical letter is the best way of capturing our attention.

In other words, letters are opened and read – generally speaking, the figures 
show that eight out of ten letters from businesses received by post are 
opened, while only six out of ten emails from businesses are opened when 
they are sent to our private email address. 

Particular strengths of the physical letter in the eyes of recipients are: credi-
bility (57%), overview (57%), its ability to signal importance (58%), appro-
priate when the subject matter is confidential (53%) and when the subject 
matter requires further contemplation (58%). 

Some of the reasons for preferring the letter seem to be directly related to 
its physicalness. A letter can easily be shared with a spouse, for example, if 
the contents of the letter need to be discussed (57%). Similarly, respondents 
point to the superior overview of the physical format and a better informati-
on experience regarding changes to bank agreements, insurance companies, 
pension funds, telephone companies etc. Here, 42% say that they prefer the 
physical letter, 28% prefer email, while 20% choose e-Boks.

Put another way, a physical letter in the hand is considered less fleeting and 
transitory by many recipients. The physical letter has tradition and habit on its 
side.

40%

51%

46%

43%

5% 20%

3%

8%

7%

35%

35%

38% 8%

36%

16%

10%

Communication from your own 
doctor, dentist or hospital 

regarding treatment or examination

Reminder regarding non-payment
of goods or services you have received

Message from utility companies
regarding meter readings

Communication from my municipality
regarding waste collection 

  Letter

  e-Boks or borger.dk (web or app)

  e-mail

  Via text message

When Wilke enquires about preferred channels for different situations, the physical letter still leads 
the field.

HOW DO YOU PREFER TO RECEIVE?
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While Danes are digitally strong, there is nonetheless evidence to suggest 
that there is a big difference between using digital technology in connection 
with music, games and film – and completely digitalising the administrative 
tasks of ordinary Danes.

For example, when I interviewed Morten Bangsgaard, CEO of The Danish IT 
Industry Association, in April 2014 he was surprised to see how many Danes 
have declined digital mailboxes – even prior to the official roll-out of the 
public digital mailbox campaigns. 

 The fact that 100,000 Danes in the space of a 
few months have declined a digital mailbox is a 
worrying trend. Digitalisation offers considera-

ble benefits in terms of better service to citizens and lower 
public expenditure – but there are also some people who 
are concerned about or oppose digitalisation, and here it 
is important that no one goes unheard. Danish society as a 
whole is becoming increasingly digitalised, so Danes should 
seek help rather than try to avoid digitalisation. There is 
a great need for guidelines and even more user-friendly 
digital solutions for Danes.” 

And the letter might even have gained a further advantage as an indirect 

result of digitalisation inasmuch as it takes time to write a letter, thus re-
flecting an extra effort on the part of the sender. As professor in consumer 
behaviour at Copenhagen Business School, Torben Hansen, expresses it:

When, as the sender, you have gone to the 
trouble of writing a letter, it gives the consumer 
the impression not only that you are opportu-

nistic but that you have thought of them personally. This 
strengthens and maintains the relationship and can even 
trigger the reciprocity principle – just as if you give me a 
Christmas present, I am motivated to give you one. In the 
modern digital age, the power of the physical letter lies in its 
extraordinariness, underpinned by two important elements 
that reflect the spirit of our time: time and exclusivity. Time 
is our scarcest commodity, so the fact that an organisation 
has spent time on us leaves a lasting impression. Similarly, 
a personalised and even hand-written letter can give the 
consumer the impression of being someone special.”

The opinion among advertising and lifestyle experts is more divided, however. 
Like recipients, some emphasize the strengths and the unique status of the 
physical letter. Others are of the opinion that the letter has become uniquely 
peculiar in itself.

FROM THE ORDINARY TO THE EXTRAORDINARY AND 
THE SPECIAL TO THE PECULIAR

Morten Bangsgaard

Torben Hansen



The world is changing and as a consultant, I 
often hear the cry: ‘Digitalise!’. It is also the 
rational conclusion of technological develop-

ment, but just as in many other areas, progress presents us 
with over-simplified and unnuanced choices – as when the 
physical book was condemned to become the e-book. To 
a certain degree this has happened, but books continue to 
be printed and distributed on a wide scale. In actual fact, 
the big difference to the industry was that consumers now 
purchase their physical books online as opposed to buying 
them in a high street store.

I am convinced that the physical letter is undergoing the 
same transformation and that it creates the greatest value 
where it is used – and indeed, it has a great many uses, not 
least because it is now possible to create letters automati-
cally in small runs with a highly personal content. And if, 
say, you have something deeply personal on your mind, 
the physical letter is particularly appropriate. One example 
to consider is the Christmas or birthday card. Would you 
prefer to receive a physical hand-written greeting or an 
email?”  Jan Køhler, (Director of strategy & partner, Relati-
onshusetGekko)

This view is challenged by another observer of Danish habits, namely Anne 
Glad, lifestyle expert and Strategic Director, Envision
 

I recently celebrated my birthday and received 
550 Facebook messages and a single letter from 
my former childminder. Even my 73-year-old aunt 

decided to send me an email greeting this year. I’m afraid 
that the days of the physical letter are numbered. I wish 
this weren’t so, as everyone loves to receive an old-fashi-
oned, hand-written letter, but the age we live in and our 
fast pace of life no longer allows for it. Generally speaking, 
smart efficient solutions are replacing slow, old-fashioned 
ones. The many spam letters in our mailboxes are another 
reason why we value letters less. Conversely, our lack of 
overview might actually make room for the physical letter 
where we have a need to gain an overview – and as a 
more personal greeting together with something we buy 
online. These can offer new opportunities for the more 
personal greeting.”

Jan Køhler

Anne Glad
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However, futurologist Anne Skare Nielsen, partner at Future Navigator, 
staunchly disagrees and is not in a moment’s doubt.

The physical letter has a fantastic future ahead 
of it. Despite having computers, we still use 
pens. The physical letter is a legitimate form of 

communication, as it fulfils a particular need. There are 
certain modern trends that promote the use of the physical 
letter, for example the high-tech, high-touch trend. The 
more technological the world we live in, the greater our 
need for touch. Here snail-mail or the physical letter repre-
sents a slower and more intimate relationship than Skype, 
Facebook etc. – simply because of the time we give to each 
other. This was one of the things that Mr Møller (the late 
CEO of the Maersk Group, ed.) attached great importance 
to – writing personal greetings – for example, when he 
sat on the plane following a visit, he was accustomed to 
writing personal greetings by hand. The physical letter is 
here to stay.”

The other trend giving greater prominence to the physical letter is the new 
loneliness described by Mediehuset DenOffentlige, for instance.

”Today, loneliness is present in all social classes. We are more vulnerable and 
alone, and this makes the physical letter even more important. The letter can 
forge a stronger bond and create a dedicated commitment between people. 
We all ought to write more letters – not just more letters, but better letters in 
which we practise good, authentic communication with other people.”

Anne Skare Nielsen



If you ask researchers of culture, literature and language, there is no doubt as 
to the letter’s strong roots or its crucial importance.

The culture-historical significance cannot be 
overstated. Nearly all written communication has 
its origin in letter form. Privately, it is the nature of 

the personal gift that raises the letter above the ordinary. 
The physical letter is an artefact, an object created by a 
person or an important body. 

The sender has gone to the trouble of putting something 
down on a piece of paper, signing it, putting it inside 
a stamped envelope and sending it. As recipients, we 
perceive letters as an important communication. We often 
save letters. The most intimate of which we take out 
and read again even though we know their content. The 
sender has touched them. We, ourselves, are then touched 
as we read.” John Christian Jørgensen (Associate professor 
emeritus at the Department of Scandinavian Studies and 
Linguistics, University of Copenhagen and specialist in 
letters.)

And even media analysts focusing on the myriad applications of modern 
digital technology are in no doubt that the classic private letter has a unique 
status in particularly important situations.

The letter and postcard will not be replaced by 
the new real time media, but they will take on 
new functions. The postcard will become a form 

of acknowledgement – accompanying small gifts given to 
acquaintances and family with whom we are not in regular 
contact. It does not make much sense sending a postcard 
detailing your first days in Paris if you have already sent 
three text messages and an email. The hand-written letter 
will become a medium used in matters of a highly personal 
nature. The choice of the medium alone – both in terms 
of the writing and distribution of the letter – signals to the 
recipient that the sender has something more important 
to share than everyday small talk and functional messages. 
Letters are for declarations of love, reflections during 
periods of severe illness, the breaking off of friendships and 
for reaching out after many years’ silence”, Stig Hjarvard 
(Professor, Department of Media, Cognition and Communi-
cation, University of Copenhagen)

MY DEAR FRIEND

John Christian Jørgensen

Stig Hjarvad
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He is backed up by his colleague from the University of Copenhagen, 
Professor Klaus Bruhn Jensen:

“The personal letter is a special medium which we 
send and receive in connection with moments big 
and small – births, life’s turning points, love, crises 

and death. The letter is a social medium to and between 
the people who matter most to each other. And because 
the letter is a communication about our existence, it is both 
a medium that is cool and old. The letter illustrates one of 
the most well-known media theories – the medium is the 
message – developed by Marshall McLuhan in the 1960s. 
Often, the physical form of the letter means more than 
its content – the fact that it has been sent by one specific 
person to another. The letter is the message.” 

But what has this got to do with the letter to citizens, members or 
customers, you may wonder? A great deal because the very strengths and 
traditions of the private letter imbue it with value as evidenced by surveys 
conducted over the past five to six years, for example, and assign the letter 
a unique status – also when addressing the more administrative than social 
areas of our lives. As customers, members or citizens, we maintain relations 

with those organisations with which we are associated and these relations 
can be strengthened, maintained or undermined using letters as a means of 
communication. 

In the public sector in particular, the physical letter is in rapid decline, but 
researcher in public administrative communication, Karsten Pedersen, does 
not believe that the physical letter will disappear as a form of communica-
tion: “Currently, the physical letter is under threat from all sides.” One of the 
biggest challenges is the digitalisation of the public sector. However, there 
are a couple of points worth noting:

“Firstly, many public authorities are actively committed to improving their 
physical letter communication. Both SKAT – the Danish Tax Authority – and 
several municipalities, agencies and regions are working to improve the effi-
ciency of their physical letter correspondence. Secondly, despite the existence 
of e-Boks etc., there is still a large group of citizens that prefer physical letters 
in their letterbox to electronic mail.”

Klaus Bruhn Jensen



Finally, even if the physical letter were to disappear 
over time – and this may well happen – there 
is nothing to suggest that the letter as a genre 

will disappear, as the letters we receive in e-Boks are simply 
digital versions of physical letters. In terms of language or 
letter format, there is no difference between the letters public 
authorities place in e-Boks and the physical letters you receive 
in the post.

The big advantage of sending and receiving physical letters is 
rooted in habit and convention. Receiving post in your e-Boks 
may be efficient and cost-effective, but there is something 
quite special about taking a letter out of a letterbox and 
opening it. The physical convention simply cannot be fulfilled 
by an electronic letter”, Karsten Pedersen, (PhD and Associate 
Professor, Communication Studies, Roskilde University).

25% 

35% 

8% 
5% 

27% Karsten Pedersen
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The state is busy digitalising as many physical letters as possible and referring 
citizens to online self-service solutions. However, this does not spell the total 
demise of the physical letter. 

A survey (AKL April 2014) among 40 key heads of communications in the 
public sector clearly shows that the physical letter remains a central commu-
nication channel. A little over half of the respondents cite the physical letter 
as being a key communication channel. Perhaps not to the same degree as 
earlier and certainly not in respect of the more standardised responses to 
citizens. Here, most agree that the digital channel is more effective and cost-
efficient. However, when there is a need for particular focus, there is wide 
agreement that the letter has an important role to play in citizen contact:

“The letter has a future role as an important but limited form of commu-
nication. If it were to expand in scope, it would lose some of its exclusivity 
– namely the fact that a letter is something special. As a precision tool in a 
business’ communications strategy, it may well prove extremely effective in 
future in special situations requiring a media crowbar.” (Niels Hansen, Press 
Coordinator, DMI)

“A letter will play an ever decreasing role – on the other hand, it will 
probably mean that we pay more attention to it when we receive one.” 
(Carsten Andersen, Communication Advisor, Danish National Police)

KIND REGARDS, THE STATE

CHAPTER 2

  To a large 
extent

  Not at all

  To some extent

   Don’t know 
  

   To a lesser 
extent

TO WHAT EXTENT IS THE PHYSICAL LETTER A CENTRAL COMMUNICATION 
CHANNEL TODAY?

Survey among 40 key heads of communications in the public sector.



Letters are used in those situations where the recipient group or situation 
requires it, e.g. because you know that the recipient is digitally challenged.

“We will continue using letters to reach a target group if we assess they 
are a better option than digital communication.” (Hannah Maimin Weil, 
Centre Director and Head of Communication, Danish Knowledge Centre for 
Working Environment)

Or because they can be difficult to reach by other means, e.g. the Prison Service: 
“In the Prison Service, we have a procedure whereby we still send out patient 
notification letters through the post to people who will be serving time. We 
are not ready to do away with it yet, despite going over to digital mail in 
line with the rest of the public sector. Some of our clients lead a nomadic 
existence so we do not always have their contact details, email address, 
mobile phone etc.” (Via Christensen, Communication Consultant, the Danish 
Prison Service).

However, it is not only the recipient group that can be key in choosing the 
letter as the means of communication with citizens. Many draw attention to 
the fact that the letter is an excellent way of standing out from the crowd 
and thus making a statement, e.g. that “the communication is important” or 
“more binding than an email”, as several people expressed.

“A letter distinguishes itself from the daily stream of impersonal, generic 
messages which all of us receive on a more or less daily basis. 

Furthermore, we must not underestimate the power of the physical letter 
carrying a signature etc. in support of the ‘ethos’ which a legal decision from 
an authority must carry. Unfortunately, in my organisation there has not been 
sufficient understanding of the importance of the letter for our reputation 
with customers/users and strong stakeholders, despite sending out 800,000 
letters a year. Fortunately, we are changing this perception through a major, 
two-year letter project.” (Laura Auken, Senior Account Executive and Head 
of Communication, Ministry for Food, Agriculture and Fisheries of Denmark)

“At the Danish Coastal Authority, the physical letter remains an important 
channel at neighbour consultation meetings – e.g. in connection with 
the establishment of a new coastal protection facility. Here, they play an 
important role in conjunction with our website, which we actively refer to.” 
(Ole Navntoft, Head of Communications, the Danish Coastal Authority)

 This is a point backed up by Energinet.dk:

“Citizens often have a negative perception of Energinet’s plant projects when 
they are directly affected – e.g. faced with a large power station in their 
back yard. A letter – despatched at the right time, of course – shows that we 
acknowledge citizen concerns and their demands for information etc. 
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Special Occasion Letters

Acceptance Letters

Cover Letters

Confirmation Letters

Information Letters

Miscellaneous

Demands for payment

Complaint responses

Refusals

Notifications

Reminders

Information Requests

17

14

11

9

9

7

7

5

4

4

4

3

In such cases, we use the physical letter, among other reasons, because we 
assess that a letter in the letterbox is still seen by many people as a more 
credible form of communication than an email.” (Karin Tronbech Hansen, 
Communication Consultant, Energinet.dk)

The same is true when we ask heads of communications to indicate when 
they use the physical letter. In their assessment, letters are reserved for the 
most ‘serious’ areas of citizen contact.

Read an example of extremely conscious use of the letter in citizen contact 
on the following pages. The case is Banedanmark (Rail Net Denmark), which 
actively communicates with the local community in connection with major 
construction projects.

In particular, response to complaints, refusals and reminders are assessed as key areas, but also those situations 

requiring information from citizens and an active response to the enquiry. Survey among 35 heads of communica-

tion in the public sector.

WHERE IS THE LETTER PARTICULARLY IMPORTANT TO CITIZENS?
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In the coming years, Banedanmark will be expanding and building new railway lines to the 
tune of DKK 57bn in order to future-proof Denmark’s railway network. However, despite 
being for the good of all, the project cannot avoid causing inconvenience to some people. 

Construction generates noise, large areas of land have to be expropriated, and children 
have to take alternative routes to school. Banedanmark takes its communication with the 
local community very seriously, actively employing letters to maintain and improve relations 
and to explain its ongoing activities.

NEW CONSTRUCTION 
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“It is important for Banedanmark that our construction projects are imple-
mented in close dialogue with municipalities and the local community in 
general. This dialogue is valuable and helps to ensure that we can incorpo-
rate as many local considerations as possible into the construction project 
framework,” says CEO Jesper Hansen. 

Consequently, Banedanmark’s communication staff have played a pivotal role 
in recent years helping to ensure communication with the local community, 
using all channels from letters to the website, subscription schemes, adverts, 
the press and well-attended local information meetings. 

“In particular, the physical letter is used to communicate with immediate 

neighbours directly affected by construction to ensure that they have been 
personally informed,” explains Head of Communications, Karina Nelsing. 

“There are many pitfalls associated with professional letter communication 
– in particular the technical aspects in such a technologically sophisticated 
culture as ours. As communication specialists, it is important that we are not 
simply writing to inform people of our plans. We want to give people trans-
parent and understandable information about what is happening, when, for 
how long and why – and ensure that they can come into direct contact with 
the relevant person at Banedanmark. Our communication staff are therefore 
involved throughout – from project start-up, through implementation,  to 
project completion – so the right people hear from us at the right moment.”

Banedanmark carries out ongoing assessment of its communication policy, 
and the results clearly show that it is highly successful.

“We registered such a high level of satisfaction with our communication that 
we began to doubt the validity of our questionnaire results. We therefore 
decided to conduct a telephone survey, which produced the same result – 
namely that over 90% of neighbours are satisfied with our communication. 
We realise that this does not remove the inconvenience of noise or other dis-
turbances, but our correspondence ensures that people are informed about 
what we are doing, when, why and what steps we are taking to minimise 
disturbance,” concludes Karina Nelsing.

BRIEF FACTS ABOUT BANEDANMARK 

Banedanmark is a state-owned enterprise responsible for main-
taining, renewing and expanding the over 2,000 kilometre long 
Danish railway network. It also monitors and controls daily rail 
traffic comprising more than 45,000 daily arrival and departures.
 
Headquartered in Copenhagen, Banedanmark employs a staff of 
more than 2,200.
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Here is an 
example of an 
introductory letter 
to neighbours in 
connection with 
the building of 
the Ringsted-
Fehmarn link from 
2015-21. 

<



DEAR PATIENT, RELATIVE AND CITIZEN IN THE REGION

On the one hand, the regions are far removed from citizens because 
many people give little thought to them – and on the other, they could 
not be closer as it is the region’s institutions that write to us when we or 
our relatives need assistance in connection with illness. This is why letters 
from regional hospitals and psychiatric institutions etc. are often extremely 
important to us. 

Naturally, the regions are also actively engaged in digitalisation. Many 
physical letters are in the process of being digitalised, but there is widespread 
agreement in the communication functions that the process is a complex one.

In the beginning of May 2014, for example, Central Denmark Region, sent 
out a letter to all households in the region, informing them that in future the 
region’s hospitals will process an increasing number of patient notification 
letters digitally. “This represents such an important change that we want to 
ensure that all citizens are notified – also before the roll-out of the national 
campaigns in the autumn,” emphasises Communication Consultant Rikke 
Ellekilde.

Both Region Zealand and the Capital Region of Denmark have opted for a 
gradual digital phase-in: “Although we are actively transitioning to digital mail, 
we continue to use physical letters for initial patient contact – e.g. in connection 
with patient admissions – in order to highlight that in future they must check 
their e-Boks.” (Margrethe Lyngs Mortensen, the Capital Region of Denmark)

Region Zealand and North Denmark Region have opted to mark the transi-
tion with a physical letter:

“A personal letter stands out from advertising material and unaddressed 
mail. While there is little doubt that we are moving towards an increasingly 
digitalised society, for us the physical letter will remain an important channel 
of communication for some years to come. It is worth noting that all our 
patient correspondence is set to become digitalised in the course of the 
autumn – and that should be an interesting development to follow. From 
initial admission to actual treatment at the hospital, the patient receives one 
physical letter – from then on, everything is processed digitally for all target 
groups.” (Hanne Ahrensbøll, Region Zealand)

Central Denmark Region points out that it will continue using physical letter 
correspondence in connection with young citizen groups – and when the 
physical letter is a cover letter:

“We still send out a large volume of admission notices using a physical letter, 
and although the number of letters will fall in 2014, there will still be patients 
who are notified in this way – either because the person does not use digital 
mail, or because we have to send a sample jar together with the admission 
notice, for example. Similarly, children (under 15) will continue to receive an 
admission notice in the form of a physical letter,” says Rikke Ellekilde, Central 
Denmark Region.

CHAPTER 3
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Unlike the state and the municipalities, the regions, it seems, have not had a 
common regional focus on their communication with patients and relatives. 
Certain hospitals have focused on improving their letter texts, but traditio-
nally this is not a high-priority focus area or an area where communication 
professionals have brought their influence to bear – as Margrethe Lyngs 
Mortensen expresses it: ”Unfortunately, up until now the patient notification 
letter has been the preserve of the bureaucrats.” 

“We are keenly aware that what we send out can affect our reputation. 
We are therefore working behind the scenes to ensure that guidelines on 
language, design and, for example, information volume are observed. We 
must also ensure that the technical content of our communication is in 
order. We offer courses, tools and tips on how to write to the target group, 
but it can still be difficult reaching the individual medical secretary notifying 
patients,” adds Rikke Ellekilde from Central Denmark Region.

Over the past four years, the region has given increased focus to patient 
communication – e.g. the regional network of communications staff have 
prepared a common guide for writing and talking to patients. 

Over the next two years, North Denmark Region is introducing a major 
project aimed at standardising written patient correspondence – including 
letters. All admission notices are to be standardised so they clearly state the 
time and place of the forthcoming appointment. 

The letter will also be accompanied by a REMINDER appendix informing 
the patient how to prepare for the appointment – e.g. stop taking usual 
medicine, fasting prior to the appointment, arriving in good time because it 
can be difficult to find parking or taking a relative along because the patient 
is barred from driving home. 

“The task of writing letters still lies with medical secretaries, but the central 
communications unit is responsible for training them, providing them with 
phrase archives and templates and monitoring the standardisation process 
very closely to ensure that all materials are correctly standardised. It is quite 
new for the Corporate Communications Team to handle tasks at this surgery 
level – but it is imperative that healthcare and communication resources go 
hand in hand,” says Head of Communications, Erik Hagen Jørgensen.

The communications department in Region Zealand is also playing its part. 
Here, however, it is the special cases in particular that are the focus of 
attention: 

“In the communications department, we only quality assure selected letters 
such as HPV letters and bowel cancer letters. The visual layout of these letters 
is handled by our graphic designers.” (Hanne Ahrensbøll, Region Zealand)

All of the above are excellent examples of letter types which Hanne Ahrens-
bøll believes in future could exist in physical letter form. 

AN UNEXPLOITED POTENTIAL 



“The letter can be a great tool when, in rare cases, you really know your 
target group – e.g. information about HPV vaccines to girls in a specific age 
group. The physical letter together with the civil registration number allows 
us to precisely target our communication. However, it is rare for us to deal 
with such a precise target group.” (Hanne Ahrensbøll, Region Zealand)

“We will be sending fewer letters (particularly) after 1 November 2014, but 
there will still be citizens who receive patient notification letters, for example, 
through the post. And if we are to reach a broad target group with an 
important message, the physical letter is still our safest option – for the fore-
seeable future,” emphasises Rikke Ellekilde, Central Denmark region. 

On the following pages you will find an example of the Capital Region of 
Denmark’s efforts to employ carefully considered letters to make patients feel 
more welcome and expected.
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It is about the patient’s 
experience of contact 
with the region” 
- Margrethe Lyngs Mortensen. Head of Communications, Capital Region





33

EXPECTED AND WELCOME 

One of the Capital Region of Denmark’s nine strategic focus areas is ‘Expected and 
Welcome – service and patient involvement’. “It is about our service to patients and relatives 
in their dealings with the healthcare service. How do we receive patients, how do we 
communicate to and with patients and how do we help patients around the hospital. It is 
about the patient’s experience of contact with the region,” explains Head of Communicati-
ons, Margrethe Lyngs Mortensen.

Half of all the complaints received by the healthcare service centre are about communicati-
on. The Capital Region of Denmark initiated the Expected and Welcome project with a view 
to achieving the following goal: “There is much we can do to improve our communication 
with patients and relatives – not only to avoid complaints, but to provide a more positive ex-
perience. If our communication leaves patients feeling confused and uncertain, they may go 
on to feel the same way about the staff and the treatment they are receiving, even though 
both are excellent,” emphasises the region’s Head of Communications.
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“Our ambition is to improve the entire written information flow so that 
patients receive coherent, well-thought-out information and experience the 
region as a fully integrated health service and not a myriad of departments and 
places. This is where the patient notification letter plays a central role in con-
nection with examinations and treatment, as it is often the first point of citizen 
contact.”

 The patient notification letter is the first link in the communication chain 
which the patient must experience as coherent and meaningful. The physical 
letter is important because it contains the necessary information for the 
patient, and it has a special status among the region’s communication tools 
because it is personal and therefore is more read than the general material. 

Here, it is important for the Capital Region of Denmark to communicate on a 
personal level with the recipient. 
 
“It is tempting to cram the letter with information, but we know from ex-
perience that letters can easily end up being filled to overflowing and irrele-
vant. Much of the mandatory content concerning free choice of hospital, for 
example, which traditionally takes up a lot of space in the patient notification 
letter can be addressed by a link to relevant websites. We want patients to 
receive a letter that is welcoming, easily understandable and with a clearly priori-
tised content.

In particular, letters must clearly state the purpose of the notification, the time, 
place, duration and the possibility for cancellation. It must also state where to 
direct questions, the correct preparations and give directions on how to get 
to the appointed destination. The patient notification letter is the first and 
important contact between patient and hospital. Our ambition, therefore, is that 
patients feel well informed and welcomed from the outset – in other words, 
Expected and Welcome,” concludes the region’s Head of Communications.

BRIEF FACTS ABOUT THE CAPITAL REGION OF DENMARK 

With its 1.7 million residents, the Capital Region of Denmark is the 
largest of Denmark’s five regions in terms of numbers of citizens. 
The region encompasses 29 municipalities and covers approxim-
ately six per cent of Denmark’s total geographic area.

The Capital Region of Denmark employs about 40,400 staff and 
in 2013 had a total budget of DKK 39.8bn. The region handles a 
series of tasks in the areas of healthcare, psychiatry and regional 
development.

The Capital Region of Denmark is represented by 41 elected politi-
cians. Sophie Hæstorp Andersen (Social Democrats) is chairman of 
the Regional Council.
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From user surveys conducted at five hospitals in the region (2013) 
we know that it is important to provide maps of the hospital and 
advice on transport and parking.
In particular, older patients scrutinise the patient notification letter 
and use it to plan where to go.

 “I must admit that I haven’t read the mate-
rial and that this is a conscious decision on 
my part. It isn’t necessary (…) the only things 
that interest me are the time and place.”

“There is too much irrelevant information 
that could be omitted.”

The new letters must address such 
previous patient complaints as:

“The way the material arrives, I’m unsure 
what I should pay attention to. It’s as if you 
have to guess. There is just too much in-
formation.”

<



KIND REGARDS, YOUR MUNICIPALITY

In general, municipalities make greater use of the physical letter in their 
communication with citizens than state-level bodies, probably because mu-
nicipalities have closer dealings with citizens and have, until now, used the 
physical letter as their primary means of communication. 

“In the public sector, the letter – whether it is a physical one or one sent to 
your digital mailbox – lies at the heart of direct communication with citizens. 
Despite our efforts to encourage citizens to use our website, the phone or 
mail, the letter will still be the preferred communication form in connection 
with the many municipal decisions made on a daily basis. I also think that 
the digital mailbox retains the letter format because as a channel it seeks to 
mimic the physical letter by having a postbox, a sender and a recipient.” (Ole 
Bjarke Nielsen, Communication Consultant, Syddjurs Municipality)

That said, here too digitalisation has a marked effect. Everyone is ready, 
set, digitalise, which is why the letter is beating a hasty retreat – or as one 
commentator puts it with a twinkle in his eye: 

“Are we talking about analogue or digital letters? The former will soon be a 
thing of the past :-)” (Thomas Larsen, Team Leader – Department of Commu-
nication, Skanderborg Municipality).

However, this point of view is offset by municipalities that continue to priori-
tise the letter as a communication channel or even express the sentiment that 

the channel is under-prioritised in citizen contact.

“We haven’t completely written off the physical letter, even though we 
are increasingly digitalising our communication with citizens. However, 
sometimes the letter is the only way of contacting citizens. The commu-
nication form is often determined by the citizen’s own choice of channel 
(mail, Facebook, letters etc.).” (Pia Staalgaard, Communication Consultant, 
Frederiksberg Municipality)

“For a long time, we have downgraded printed communication solutions 
based on a naive idea that everything could be handled digitally. Printed 
solutions – and personalised letters in particular – offer different possibilities, 
as anyone working in marketing and with direct mails will tell you.” (Lasse 
Krogh Bohse, Communication Consultant and Team Coordinator, Vallensbæk 
Municipality)

“Although letters are and will continue to be a communication channel 
in the future, they will be more of a niche channel compared with digital 
channels.” (Kim Barren, Head of Communications, Svendborg Municipality)

“The physical letter remains one of the numerous options in the communica-
tion palette – well-suited in some, but not all cases – and we are working to 
digitalise most of our communication. But if we are going to invite citizens to 
participate in a meeting with the mayor or send Christmas cards to VIPs, for 

CHAPTER 4
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example, then sending out letters with the mayor’s signature is an excellent 
option. That being said, there may come a day when the letter will seem 
outdated. 

Right now, society is undergoing a transformation and many people are 
saddened by the loss of the physical letter in favour of digital communication. 
On the other hand, there are those who find physical post old-fashioned 
and inconvenient and are committed to conserving municipal resources. The 
physical letter will always be part of the range of communication tools that 
can be strategically employed in connection with our targeted communica-
tion efforts.” (Ulla Baden, Head of Communications, Gladsaxe Municipality)

“I’m convinced that the future holds a dynamic mix of on- and offline 
communication. It’s naive to think that just because the younger generation is 
more digital, they will always prefer a digital channel. One might even argue 
that the more digital we become, the greater the impact a physical letter will 
have – simply because citizens will receive letters far less frequently.” (Thomas 
Meyhoff, Team Coordinator/Communication Consultant, Stevns Municipality)

  Highly relevant   Somewhat 
relevant

 

  Less relevant   Irrelevant

TO WHAT EXTENT IS THE PHYSICAL LETTER STILL A RELEVANT COMMUNICA-
TION CHANNEL FOR YOU?

Municipalities fundamentally agree that despite losing territory, the letter remains a relevant communication 
channel. Here are the figures from a survey conducted by AKL in April 2014 involving 58 of the country’s 98 
municipalities.



LETTERS IN A NEW GUISE THE LETTER AS AN ACHILLES’ HEEL

A large proportion of municipalities also stress that as a communication 
form, the digital letter is simply the physical letter in a different guise. As one 
person expressed it: 

“We continue to send out letters, but most of them are sent to citizens’ 
digital mailboxes. However, in my eyes, it is still a letter written specifically to 
the individual citizen with the same function as our letters have always had. If 
we print it, it looks exactly the way it has always looked. The only difference 
is that it is sent digitally and not physically placed in a letterbox together with 
advertising material.” (Line Trap Mogensen, Communication Team Leader, 
Næstved Municipality)

This view is held by many who simply regard the digital mailbox as a new 
guise for the classic physical letter – just as when the fax made it possible 
to electronically transform paper communication – and while it is certainly 
a view that facilitates the practical aspects of digital transformation, from 
a recipient perspective and with knowledge about readability and screen 
overview, it remains a concern. Surveys conducted by the National Audit 
Office of Denmark, among others, suggest that public administration letters 
are already difficult to understand and that the problem will merely be 
further compounded by the digital revolution.

Many municipalities have acknowledged over the years that letter-borne 
communication with citizens has been a communicative Achilles heel. The 
early 1970s witnessed a break with ‘bureaucratese’ and the fact that letters 
were unintelligible insurmountable barriers for citizens. And while municipal 
staff in the 20th century attended courses on how to translate from Danish 
into ‘municipalese’, modern-day courses and measures have shifted their 
focus to the opposite transformation – the inclusive letter that speaks to the 
needs of citizens and is easy to understand. 

However, the goal has not yet been reached. Many municipalities relate that 
the letter has been and remains too difficult to understand, resulting in tremen-
dous pressure on the switchboard because many citizens phone in to be sure 
they have understood the content of a letter. There are therefore numerous 
initiatives at municipal level aimed at improving letter correspondence:

“We have prioritised efforts in this area in the form of competence de-
velopment for 100 staff from different administrations in 2013, all of whom 
attended a 3-hour course entitled ‘Good letter writing’.” (Ulla Iess Andersen, 
Communication Consultant, Hillerød Municipality)

“We have just implemented a course focusing on good letter writing at our 
Job Centre, as letter communication was deprioritised. We previously ran a 
course on written communication with citizens, but our experience was that 
staff and types of letters change and the language itself changes, 
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22We use letters in situations where they have a greater inpact

16Letters are regularly on the agenda

14We make conscious use of the letter

1 1The communications department plays an active role

7We continually asses the quality of our letters

3We measure the quality/effect of our letters

44  We have a visual identity for our letters

27We train our staff in good communication

23We have clearly defined quality criteria for our letters

2Our letter writing is managed centrally

so we actually need to renew our focus on letter writing if we are to write 
letters that citizens understand. Our idea is to develop a standard course for 
good letter writing which we can then roll out to other areas of municipal 
administration where we know that citizens have notorious difficulty in 
understanding what we write to them.” (Rasmus Lindboe, Head of Commu-
nications, Gribskov Municipality) 

Despite the challenges concerning content and the form of communication, municipal focus in on visual identity. 

Survey among 49 municipalities.

HOW DO WE QUALITY ASSURE LETTERS?



LETTERS WILL STAND OUT

Economy, efficiency and the public digitalisation strategy are key words for 
explaining the municipalities’ immediate agreement concerning the repla-
cement of the physical letter. Many are of the opinion that it will disappear 
entirely – as expressed in the following: 

“Given national demands for increased digitalisation, the letter will be 
phased out as a communication tool within public administration.” (Søren 
Madsen, Head of Communications, Billund Municipality)

“Seen from a municipal standpoint, using the letter format via the postal 
service as a means to contact citizens is too expensive compared with using 
the digital mailbox, and since we are governed by budgets, this is the only 
way forward for us – of course, we make exceptions in certain cases.” 
(Maiken Mouritsen, Communication Officer, Vesthimmerland Municipality)

“It is far more expensive for the municipality to send out letters than emails, 
but letters command more attention. The letter is a more powerful medium. 
For those of us who receive hundreds of mails everyday at work, a physical 
letter in the letterbox represents something important – something we have to 
open and read.This is not the case with mails – personally, I struggle to keep 
my inbox clear.

It gets clogged and I do not get to read all my mails. This is a serious problem 
and the traditional letter carries more weight with me. But an advantage of 

mail is that it reaches you a second after being sent, while a letter can take a 
day or more to arrive…” (Bente Schjønning, Communication Officer, Frede-
rikshavn Municipality)

“We continue to use letters to a certain extent, but tend to opt for email 
when relevant. Mail offers numerous advantages – it requires no postage 
and it reaches the person writing the mail in a split second and saves time 
for staff. Pressing ‘send’ is faster than pressing ‘print’ followed by enveloping 
and posting the letter – but the well-written, personal letter from a public 
authority to a citizen is definitely a dying art.” (Jens Bytoft, Journalist and 
Communication Officer, Varde Municipality).

Some municipalities, however, still reserve letters for special occasions – those 
times when they want to signal an extra effort. When a citizen moves to 
a new town and is welcomed or a particularly complex situation calls for a 
physical letter to show that the matter is being taken seriously:

“It is an exclusive instrument – something used to signal quality and going 
that extra mile: “I’ve invested time and money sending you a physical letter 
(even though it is expensive and inconvenient) – and I do so because you 
are important (to me).” (Anna Kristine Mollerup, Press and Communication 
Consultant, Thisted Municipality)
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26Ensure that important messages are seen

15
Argue for decisions that are

negatively perceived by recipients

13Clearly draw attention to major changes

15

Ensure that the recipient takes
action on the letter’s message

22Ensure that recipients receive a clear message 

5

Show respect for citizens’ enquiries

17Establish a good relationship

9Maintain and retain a good relationship

25  
Signal care, professionalism and leave a

credible impression of you as the sender

9Effectively bring a matter to a close

16

Ensure support for a message or case

5Other

“The fewer letters we send, the more effective they become as a commu-
nication channel.” (Asmus Nickolei Andersen, Communication Consultant, 
Guldborgsund Municipality)

“Letters have gradually achieved a unique status with businesses and public 
organisations, as all communication has become digitalised. But we must not 
completely forget the importance of a letter. Letters have the power to make 
a deeper impression and stand out as more personal in the never-ending 
stream of digital messages. And we often remember letters far better than 
we remember mails. In our digital age, we should therefore remember the 
possibilities offered by the letter and rethink its strategic role in the overall 
communication process of businesses and public organisations.” (Jacob 
Holm Hansen, Communication Strategist/PhD Lyngby-Taarbæk Municipality).

“Letters are personal if they are written in a personal style. Window 
envelopes are not personal – regardless of whether they are electronic or the 
physical variety. The future of the letter lies in direct, personal communica-
tion – when a citizen is directly affected by some event, e.g. a consultation 
party in connection with a local plan etc.” (Lars Elmsted, Communication 
Consultant, Roskilde Municipality)

In particular, municipalities stress the letter’s ability to ensure that the content is read, that it expresses care and 

leaves a credible impression. Survey among 49 municipalities

WHERE DO YOU SEE THE LETTER’S STRENGTHS?
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WHEN LETTER QUALITY HAS TO BE IMPROVED 

Like many other municipalities, Stevns Municipality has a desire to communicate easily and 
efficiently with its citizens. Here, letters play an important role and just like many other 
municipalities, Stevns Municipality has discovered that the quality of the physical letter can 
be greatly improved.



“In 2011, we initiated a major project to develop a new communication policy 
for the municipality. One of the elements in the communication policy was the 
desire to develop good language usage to improve our service to citizens by 
writing accommodating, correct and understandable letters without compro-
mising on the letter’s professional content,” explains Municipality Director, Per 
Røner. 

The municipality therefore initiated a major two-year project aimed at improving 
letter quality. Few municipal staff have been trained in communicating their 
professional knowledge, and good language usage and writing technique were 
therefore incorporated into the training of approximately 270 employees across 
the municipality’s administrative functions. 

The many tips and tricks relating to good language usage and the numerous 
examples from the municipality’s own daily experience were something of an 
eye opener for many of the participants who are now practiced in good letter 
writing.

“The goal is for the recipients to be able to understand what we write the first 
time they read it. In our project, we juxtapose communication and professional 
competency, so it’s not enough that what we write is correct. People must also 
be able to understand what we write,” emphasises Thomas Meyhoff, Team 
Coordinator in Stevns Municipality’s Communications Department.

In this way, the language project directly supports the municipality’s citizen service 
and channel strategy, which aims to reduce the volume of citizen enquiries. One 
of the obvious ways to achieve this goal is, of course, to avoid having to explain 
the same thing repeatedly.

 “We are convinced that better communication will make us more effective 
simply because we avoid citizens having to contact us again over the phone, 
by letter or mail or in person to have a letter explained. It’s a poor service for 
citizens and double the workload for us – not to mention time that can be spent 
on quality and service. So it saves everyone’s time if we get things right the first 
time,” concludes Thomas Meyhoff.

Project Manager for the Good Language project, Mette Holmsgaard Håkan, agrees:

BRIEF FACTS ABOUT STEVNS MUNICIPALITY

Stevns Municipality is situated in Region Zealand. The new Stevns 
Municipality was created in 2007 by merging Stevns Municipality 
and Vallø Municipality.
The municipality numbers 21,825 residents and Mogens Haugaard 
Nielsen (Denmark’s Liberal Party) is its mayor. 
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“A key feature of the project is to change our whole writing approach, so that 
we are better able to meet the actual needs of citizens. Among other things, this 
has meant altering our letter structure and getting rid of all the technical termi-
nology which we are so good at using – words which render our texts difficult 
to read and understand. We have therefore decided to overhaul all our standard 
letters and establish new guidelines for how an isolated, personal letter should 
look. It’s about putting the most important elements at the top of the letter, i.e. 
the decision, and moving laws and legal paragraphs which are meaningless to 
most citizens down to the bottom.”

Our ambitions for the project are high: the quality of our letter writing must 
greatly improve! Stevns Municipality is therefore looking at standard letters, 
training writers, ensuring better daily feedback by establishing ‘letter friends’ 
and a great deal more. “Before implementing the new initiatives in all the mu-
nicipality’s centres and staff, we will roll out a pilot project in our citizen service 
centre. The aim is to identify the right methodology before we extend the 
letter project to the rest of the organisation,” concludes project manager Mette 
Holmsgaard Håkan.

In addition to good language usage, Stevns Municipality’s language project 
focuses on good written language in general (e.g. online), and in spring 2014 
the municipality implemented a new set-up for its political agendas with the aim 
of making the municipal decision-making processes more transparent to citizens. 
Stevns Municipality’s Good Language project concludes in summer 2015. Stevns Municipality’s new codex contains not only new ideals but annotated examples.

1: The letter begins by 
stating the decision

2: This is followed by 
the reason behind the 
decision

3: Next comes the 
reason for the refusal, 
where we refer to 
the act or law that is 
used as a basis for the 
decision

4: Finally, we conclude 
by informing the ap-
plicant of the right to 
appeal. The heading 
underlines the message 
in a direct language 
that everyone can 
understand.

<
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DEAR CUSTOMER – THE BUSINESS LETTER

For businesses, the letter seems to be more of a carefully considered letter 
than letters from the public sector. Many businesses are committed to main-
taining good business relations with their existing customers while attracting 
new ones. In both cases and many more, businesses actively use the letter as 
a tool.

That being said, the recipients’ positive response to the business letter came 
as a surprise to many in the wake of Epinion’s survey. Many communication 
professionals in recent years have been far more concerned with keeping up 
with the latest channels than maintaining the old ones. In a survey among 45 
businesses in Denmark (selected according to turnover and end user contact 
(AKL 2014)), no fewer than 54% thought that the letter may have been 
written off prematurely. 

“As the Epinion survey – and surveys in general – show, there are many 
situations where a letter remains a better communication tool/medium than 
an email, for example. However, this is a picture that has constantly changed 
in recent years and one that I believe will continue to change – which is why 
I think that, to a certain extent, we have written off the letter too soon if 
we drop the traditional letter now. Letters are still relevant, but as someone 
responsible for communicating messages and information to customers, 
potential customers and other stakeholders, it is important to monitor how 
the different stakeholder needs change,” adds Charlotte Ejstrup, Nordic 
Marketing Manager at Tryg.

CHAPTER 5

TO WHAT EXTENT IS THE PHYSICAL LETTER A CENTRAL COMMUNICATION 
CHANNEL TODAY? 

78% of businesses think that the letter is a relevant communication channel today. Survey among 45 businesses.

  To a great 
extent 

  To a certain 
extent

 

   To a lesser 
extent

  Not at all
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21Ensure that customers are fully informed

17Maintain and retain good relations

16Ensure that the customer responds to the letter’s message

13Show respect for customer enquiries

11Establish good relations

8Close a case effectively

25Ensure that important messages are read

23Draw attention to major changes

23  
Show care, professionalism and leave a

credible impression of yourself as the sender

6
Argue decisions that are negatively

perceived by the receiver

5Ensure support for a message or cause

1Miscellaneous

A SURPLUS CHANNEL 

For businesses, the carefully considered letter is a channel option when a 
business wants to be seen or draw special attention to a specific area – as the 
car company Audi expresses it:

“The letter can be used to advantage to draw special attention. It signals 
surplus energy.” (Bente Maria Kløvgaard, PR Manager, Audi).

The business survey clearly reflects this tendency and the fact that the busi-
nesses’ communication professionals employ the letter to signal special care 
and attention.

“In a bank with merged branches, changed opening hours and redundan-
cies, the letter was a natural first choice when informing customers about the 
changes. It signals a different level of seriousness and importance than a mail 
or a message in Webbank, for example, and simultaneously prepares you 
mentally – as the recipient of a letter – to the fact that the content may be 
of a more serious nature.” (Martin Rask Pedersen, Communications Director, 
Danske Andelskassers Bank)

“If a customer chooses to send us a letter, we reply in kind. In some cases 
we may have to send a registered letter. A letter is a better way of showing 
that we care and getting our message across.” (Mette Honoré, Director of 
Communication, Telia)

Businesses are in no doubt that the letter’s particular strength is to draw attention to the message, ensure impact 
and show that you are making an extra effort. Survey among 45 businesses.

WHERE DO YOU SEE THE STRENGTHS OF THE LETTER?



Generally, businesses agree that letters play an important part in the custo-
mer’s service experience and the businesses’ reputation. In the words of a 
pension fund: 

“We pay a lot of attention to how we formulate our letters, as we want to 
give our customers a positive service experience. The letter needs to be short 
and to the point, but must also provide the customer with the necessary in-
formation. We know from experience that poorly crafted letters can damage 
our reputation, which is why we prioritise good letter writing.” (Susan 
Hummel Pedersen, Communication Consultant, AP Pension).

Many businesses, therefore, not only have their visual identity in place, but 
also clear letter quality criteria – just as the communication department 
in some businesses is involved in choosing the communication form, as 
explained in this example from Telia:

“We have a clear responsibility to prioritise our communication in such a way 
that the customer understands us and feels well treated (a proper tone and 
written at customer eye level). In my department, we have begun teaching 
colleagues grammar and tone because we know that a well-formulated letter 
(or mail) significantly impacts the customer experience. Our efforts in this 
area are linked to our core story in which we describe how we want to be 
experienced (the customer promise).” (Mette Honoré, Director of Communi-
cation, Telia)

LETTERS ARE IMPORTANT IN TERMS OF EXPERIENCE 
AND REPUTATION 

Many types of business see the positive customer experience as one of the 
great strengths of the physical letter:

“It’s never an advantage to base your communication strategy on a single 
channel. Communication is strong when your messages are consistent and 
relevant across several channels and when each channel reaches out to the 
relevant target groups in different ways. A mix is therefore required in order 
to reach all target groups effectively.

The letter has the great advantage that it signals that someone has gone 
out of their way to do something for me – and the fact that you are holding 
the physical evidence of this in your hands increases the likelihood of you re-
membering the message. While I therefore expect the letter to survive, digital 
channels will increasingly take over as they incorporate the same characteri-
stics – e.g. as when video becomes so developed that it can replace physical 
meetings.” (Jan Lyng Lauridsen, Communications Manager, SE)
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LETTERS CAN TRIGGER ACTION 

Many businesses have – somewhat to their surprise – discovered that physical 
letters are more effective in triggering action than mails, for example. Letters 
drive traffic to the website and cause customers to register for events, etc. 

“We can see that using a letter to refer to self-service options has a major 
effect. The number of unique visits increases dramatically. This happened, for 
example, when we informed our members that the capital pension had been 
abolished and presented the possibilities that were open to them.” (Susanne 
Bych, Communication Consultant, Lærernes Pension)

However, the picture is not uniform. Other organisations, for example, have 
had just the opposite experience – e.g. Industriens Pension whose members 
include industrial workers who may not possess strong literacy skills:

“A phone call or online communication via the customer’s own web page has 
proved to be far more effective than letters in our communication efforts.” 
(Jens Almegaard, Communications Manager, Industriens Pension).

Several businesses, however, still employ the physical letter when they want a 
letter to stand out in what is often an endless stream of communication:

“Letters don’t drown in the maelstrom the way mails often do.” (Martin Rask 
Pedersen, Communications Director, Danske Andelskassers Bank)

“I’m in no doubt that the physical letter will be an important part of the 
communication mix of the future, but the letter will be used more as a 
bolstering tool and for driving traffic to digital channels.” (Thomas Koefoed, 
Marketing Director, Synoptik).

“There are situations where customers are asked to complete forms etc. 
Currently, we use physical letters and despite our forms becoming electronic, 
we will probably continue to send out letters to ensure that customers see the 
form and respond.” (Helle Dahl, Communication Consultant, Nordea Liv & 
Pension)

“Businesses are in no doubt: the major barrier is postage. For some busines-
ses, however, the problem is one of perception – the concern of being seen as 
old-fashioned when sending a letter: In some cases, people perceive the letter 
as being old-fashioned and too slow. In our electronic age where everything 
is about speed and immediacy, people expect an answer here and NOW.” 
(Mette Honoré, Director of Communication, Telia).



WHEN LETTERS PROVIDE PHYSICAL PROOF 

The letter is particularly important in sectors where the product is invisible – 
from the bank, insurance company or pension fund, where paper is the only 
visible proof of the relationship and the credit or debit balance.

“The letter is particularly important in relation to subjects in which customers 
do not take an automatic interest – pensions are a good example. Without 
something physical to hold, the idea becomes too intangible for many 
people. Naturally, we also use digital mail, but we use the letter when we 
want to send the customer a ‘kiss’ and maintain positive relations.” (Helle 
Dahl, Communication Consultant, Nordea Liv & Pension)

Certain banks, however, find that their old letter habits make it difficult for 
them to use the physical letter effectively today. “For many years we have 
sent bank statements in the post. For this reason, some customers automati-
cally assume that a letter from the bank is probably just a bank statement or 
something boring, and so they file it away in a pile (this is not prejudice but 
a well-documented fact). One solution is to print on the envelope or give it a 
special design – but this simply adds to the cost.” (Bjarne Hvirring, Communi-
cations Manager, Jutlander Bank)

“In our experience, many letters from the bank aren’t even opened, but are 
simply placed in a pile together with letters from the customer’s insurance 
company and pension fund.” (Keld Thornæs, HR and Communications 
Manager, Lån & Spar Bank)

Other financial institutions state that the letter has and will continue to have 
an important role to play in customer relations.
 
“For some time to come, the letter will have an important role to play, and – 
in relation to specific customer segments in particular – it must be among the 
first choices of media to be considered.” (Martin Rask Pedersen, Communica-
tions Director, Danske Andelskassers Bank)

“Good customer relations are also about media choice, and we strive to give 
our customers the choice between the different media, communicating with 
them through their preferred channels. We all have individual needs and pre-
ferences, so I don’t think the letter should be written off.” (Nina Johansen, 
Head of Communications, Ekspres Bank)

“Our experience shows that young people aren’t particularly enthusiastic 
about mails. They feel they are being taken more seriously when they receive 
a letter, and they want the letter to reflect a serious tone rather than to be 
young and groovy.” (Susanne Bych, Communication Consultant, Lærernes 
Pension)

“We will see fewer letters, especially standard letters which are simply 
advance letters regarding insurance terms, fact sheets, etc. For this reason, 
the volume of letters we send out will continue to diminish. There are, 
however, numerous situations where letters are necessary or have a better 
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LETTERS PROVIDE OVERVIEW 

In our hyper-complex world, the battle for our attention is raging, and it 
can be difficult both for the sender to get the message across and for the 
receiver to gain an overview and the feeling of being in control. International 
surveys suggest that letters can help us to feel that we have an overview of 
something (Epsilon 2012) and that letters are particularly important in areas 
where the content is either complex or of little interest. 

The American survey clearly shows that when the content relates to our 
health or a complex area such as finance, the letter is the preferred choice. 
Danish surveys also show that there are situations where the recipient prefers 
to share the content with others – e.g. showing their spouse a breakdown of 
their pension or fixing the date for their admission into hospital or a birthday 
invitation to the fridge, etc. (Wilke 2013) 

On the following pages you will find an example from precisely the financial 
sector, where letters are a central channel of communication.

effect than an email, which is why letters are still relevant for Tryg.” 
(Charlotte Ejstrup, Nordic Marketing Manager, Tryg).
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A POSITIVE MESSAGE FROM THE BANK 

Danske Bank has long been a digital frontrunner in the banking sector, but this 
does not mean that the letter has been forgotten. “We are well aware that it can 
be a good idea to supplement the digital channels with a physical letter. We know 
that many customers feel that they gain a far better overview and quite simply feel 
better treated,” explains Senior Vice President Lisbeth Vedel from Danske Bank.



She points out that there can be many situations where the letter is selected 
in order to give the customer a positive service experience. “Naturally, we 
always answer a letter with a letter, but there are also a number of situations 
where we want to provide customers with an overview or information. For 
many people, banks are relatively complex, and here a well-written letter can 
make all the difference.”  

As part of its communication policy, Danske Bank has therefore chosen to 
focus on letters to ensure that there are clear quality criteria. 

“For many years, we have, for example, trained key communication staff in 
good letter writing, so we have always gone to great lengths to write good 
letters,” stresses Lisbeth Vedel.

But we don’t just use letters when the subject matter is complex. For 
example, Danske Bank successfully employed the physical letter to market a 
new division, Business Direct. 

In order to improve our service offering to small business customers, we 
established a division with business advisers over the phone so that small 
businesses could exploit their specialist expertise – naturally with opening 
hours tailored to the needs of the self-employed. In the past, these customers 
rarely visited the bank, and when they did, they usually spoke to a personal 
banking adviser.  

The introductory letter sought to make the telephone advisory service more 
personal, and it was important that it was visually distinct from our standard 
letters. Danske Bank therefore decided to use adviser photos and offer 
different ways of getting to know the department – e.g. customer videos and 
a department site on the website with a variety of contact options.

The letter was to send a strong signal to customers that an important 
change had taken place and that there was a human face behind the phone 
numbers. 

BRIEF FACTS ABOUT DANSKE BANK

Danske Bank Group, headquartered in Copenhagen, is the largest 
bank in Denmark and one of the leading financial enterprises 
in northern Europe. Danske Bank offers a full range of banking 
services, with an emphasis on retail banking. 

From an organisational standpoint, the bank comprises three 
business units: Personal Banking, Business Banking and Corporates 
& Institutions. The three business units cut across all the Group’s 
geographic markets.
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“We wanted to ensure that customers didn’t experience this move as a 
loss of service, but rather as a prioritisation of their needs, offering greater 
expertise, access and specialisation,” explains Mie Rahbek Kragh, Chief 
Communications Consultant, “and we therefore decided to let their original 
advisers communicate the message – and subsequently follow up with a 
letter and a folder regarding the different possibilities for consultancy and 
expertise that customers could draw on.” 

”Letters and folders are important because they are a permanent media – 
something customers can have lying on their desks and return to at a later 
date. This is important when the communication goal is to get the customer 
to act differently.”

“As it happens, it took a long time to move these customers from the 
branches to telephone meetings. Despite few of them having a personal 
relationship with their bank adviser, they had to get used to phoning the new 
department. We measured our success on whether customers knew what 
number to call and whether they understood that the new organisation was 
a benefit to them because small business expertise was now centred in one 
department,” concludes Mie Rahbek Kragh.

Danske Bank employed the physical letter as an important tool in introducing Business Direct.    

<



WHEN THE LETTER IS BEST

While the physical letter has not been eradicated from modern media as a 
means of communication, it has surrendered much of its territory – perhaps 
too much. The fascination of new channels and the demands for cutbacks 
– postage being one obvious example – has probably caused professional 
communicators to forget that there are still many communication scenarios 
where the letter is the best option. 

The first part of the book has given us an insight into the uses of the physical 
letter and caused us to reflect on when and to whom we still send letters. In 
part two of the book, we will examine more closely the ‘how’ and some of 
the situations where the letter is best suited. 

This is by no means a comprehensive catalogue of situations, occasions or 
functions where the letter is best suited, but rather inspiring examples from 
businesses, NGOs and public organisations. Be inspired by the excellent 
letter from the mayor, the powerful sales letter or the invoice which not only 
ensures that the customer pays the bill but that he is left with a fantastic 
customer experience.

CHAPTER 6
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ESTABLISHING POSITIVE CONTACT

First impressions last, a well-known saying goes – and this is precisely where 
the letter is a powerful tool. When it comes to establishing a relationship and 
starting off on the right foot, a well-crafted letter can be an effective tool for 
building a bridge between sender and receiver. 

This has always been one of the core functions of the letter, but this function 
has become even more pronounced today because the receiver experiences 
that the letter expresses care, seriousness and credibility (Wilke, 2014) 
and can get the relationship off to a trusting start. The examples are many 
because businesses, NGOs and some public organisations use the letter 
in this way. On the next pages you can see how Fredensborg Municipality 
makes a new resident feel really welcome and creates the right working rela-
tionship from the outset using a direct letter from the mayor. 
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WELCOME TO THE MUNICIPALITY – FREDENSBORG 
KOMMUNE

When new citizens move to the municipality, Fredensborg council wants to ensure that they 
immediately feel welcome. 



“We want to welcome new residents with a letter and at the same time 
invite them to experience art events in the local community. We therefore 
enclose free tickets to some of our attractions together with a welcome 
brochure that provides a brief overview of the municipality’s many activities 
for children, young people, families and the older generation. For us, it’s 
important that the relationship between new residents and the municipa-
lity gets off to a good start and continues in that vein,” explains Municipal 
Director Kim Herlev Jørgensen.

The municipality therefore sends a letter to all new residents within the first 
month of their arrival. The physical letter is an excellent channel for esta-

blishing a common relationship and ensuring that citizens feel valued and 
welcome. The personalised letter from the mayor helps to get the relation-
ship off on the right footing:

The municipality has chosen to use the classic physical letter with a slightly 
solemn tone.  Rather than ‘hello’, it is ‘greetings from the mayor’. Together 
with the letter, citizens also receive a welcome brochure with practical infor-
mation and a free ticket to each of the two major museums in the municipa-
lity – namely Louisiana Museum of Modern Art and the Nivaagaard Picture 
Gallery.

“A personal letter is such a rarity these days, and by including tickets we 
hope that new residents feel more welcome,” says the Municipal Director.
And it is not just something Fredensborg Municipality hopes for. It is not 
uncommon for new residents to send a letter of thanks the next time they 
are in contact with their municipality, or when they attend one of the half-
yearly welcome meetings.

The very physicality of the letter makes it easier to display and share with 
others. It is easy to imagine fixing the letter to the fridge and it being shared 
as part of the guided tour when family and friends come to visit the new 
home.

Brief facts about Fredensborg Municipality

Fredensborg Municipality is a municipality in the Capital Region of 
Denmark. Fredensborg Municipality was created in 2007 following 
the merger of Fredensborg-Humlebæk Municipality and Karlebo 
Municipality.

The municipality has 39,585 residents and Thomas Lykke Pedersen 
(Social Democrats) is the municipality’s mayor.
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Fredensborg Municipality’s welcome letter to new residents has a positive effect.

<

From 1 November 2014, all new residents will receive their welcome letter 
via email. This is a statutory requirement. The municipality will continue to 
enclose the free tickets and the brochure, but now the recipients will have to 
print out the letter. 



WHEN ACTION IS NEEDED

Our inboxes are crammed to overflowing, and even though email can be an 
efficient form of communication, international surveys suggest that infor-
mation drowns more easily in an email. In fact, surveys show that there is a 
greater effect in terms of website clicks after receiving a physical letter than 
after receiving an email (GI Insight 2011), even though it is more bothersome 
to write a website address than clicking on a web link. Even more surprising 
was the fact that the effect was even greater when it came to the young 
target group, which was apparently even more responsive after receiving an 
“old-fashioned” physical letter. 

This is a surprising result that both businesses and public organisations 
comment on: “Imagine – the letter was more effective.” In some cases, this 
leads to a reassessment of the letter. So the physical letter is chosen for those 
situations where the customer’s or citizen’s immediate action is required. On 
the following pages you can read an example from a bank in North Jutland 
that was surprised to discover that the physical letter was the right tool for 
reaching its youngest customer segment.
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A LETTER SHOWS THAT THEY HAVE ME SPECIFICALLY IN MIND, AS THE 
PHYSICAL LETTER TAKES TIME TO WRITE AND COSTS MONEY 
TO SEND”
- ”Digital Youth” Wilke 2013
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THE LETTER’S ABILITY TO SURPRISE

For Nørresundby Bank, it came as a surprise that the old-fashioned physical letter was the 
best way of reaching its young customer segment. However, this proved to be the case 
when the bank decided to hold an event for its young customers. 



“Today, most of our customer communication is digitalised, and we are con-
stantly working to get our customers used to receiving information electroni-
cally – simply from the point of view of cost efficiency,” emphasises Sales and 
Marketing Manager Palle Skyum.  

Basically, many people believe that the young generation in particular prefer, 
expect and pay more attention to digital communication. 

BRIEF FACTS ABOUT NØRRESUNDBY BANK 

Nørresundby Bank was founded in 1897. 

Part of the bank’s mission statement is to promote economic 
development in the North Denmark Region. The bank supports 
numerous cultural and social projects, just as its local branches 
traditionally support local community initiatives.

The bank has 13 branches and in 2012 had approximately 65,000 
customers. On several occasions, Nørresundby Bank has won 
the award for being the Danish bank with the most satisfied 
customers.

However, both Post Danmark’s surveys and Nørresundby Bank’s experience 
suggest that many young people are happy to receive a “real letter.” Young 
people always open letters because they see letters as a serious form of 
communication where the sender has gone to considerable trouble to reach 
them – and as the survey of ”Digital Youth” concludes: “A letter shows that 
they have me specifically in mind, as the physical letter takes time to write 
and costs money to send – which for many young people emphasises the 
importance of the message and the seriousness of the sender.”

“Specifically, we held a loyalty event for young customers where we hired 
a couple of out-of-town stand-up comedians. We wanted our young 
customers to register for the event but they didn’t when we contacted them 
electronically. However, when we sent out a physical letter with images and a 
clear message, the event was quickly sold out,” explains the bank’s Sales and 
Marketing Manager.

Naturally, the experience has in no way caused Nørresundby Bank to 
abandon its electronic customer contact, which it knows its customers value. 
“We continue to promote effective digital communication, but the experi-
ence means that in future we will give greater consideration to the physical 
letter when dealing with messages that stand out from standard banking 
services, in situations where we require specific action or when we want to 
leave a particular impression,” concludes Palle Skyum.
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Young customers responded more positively to receiving a letter – compared with their reaction to digital communication.

<



COME BACK PLEASE

How do you win back customers or members? Research in argumentation 
and rhetoric clearly shows that when it comes to convincing rather than 
persuading Danes, sound arguments are needed. Smart-sounding sales 
gimmicks do not get the job done, whereas appealing to common sense, 
personal integrity and the recipient’s feelings is a triad that has proved its 
worth over thousands of years – and here we find another of the physical 
letter’s unique strengths.

For when, as a sender, you want to demonstrate your sincerity, the physical 
letter is an ideal channel. As a group, senders seem to have forgotten this, 
whereas recipients are not a moment in doubt. A letter shows that the 
sender is really sincere (Wilke 2013 and 2014). 

The letter also expresses a degree of seriousness and can include common 
sense arguments that build a direct bridge to the ‘lapsed’ person’s feelings by 
reestablishing the relationship and appealing to the common ground. 

‘Win-back’ is an important business discipline in which the physical letter has 
an important role to play. Whether it is a private telephone provider, a NGO, 
a trade union or – as in the example provided – a utility company.
For utility company SEAS-NVE, it was a surprise that it actually was the most 
“boring” letter that worked best in winning back customers.
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THE POWER OF A SOBER, 
WELL-CRAFTED LETTER 
TOOK US BY SURPRISE” 
- Majbrit Hilaire, Analyst, SEAS-NVE
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Currently, Danes can freely choose where to buy their electricity and as a utility company, 
SEAS-NVE must fight to win back lost customers. SEAS-NVE actively employs the win-back 
letter and has been highly successful in winning back lost customers using long, serious 
letters.
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“The letter has long been an important tool in our effort to win back 
customers,” explains analyst Majbrit Hilaire. “That being said, the power 
of a sober, well-crafted letter took us by surprise when we tested our letter 
impact.”

By means of qualitative and quantitative tests, SEAS-NVE discovered that 
their original win-back letter was a touch too ad-like. Despite winning back 
six per cent of lost customers, SEAS-NVE found that they could win back 
even more customers by writing a more credible, thorough letter. 

BRIEF FACTS ABOUT SEAS-NVE

SEAS-NVE supplies electricity and fibre-optic broadband to 400,000 
customers and co-operative society members. The company 
employs over 780 staff, has a turnover of DKK 3.3bn and a balance 
of DKK 14,9bn. 

SEAS-NVE ranks among the sector’s absolute heavyweights, 
and the company is Denmark’s largest customer-owned energy 
company. SEAS-NVE is headquartered in Svinninge and has a 
technical division in Haslev.
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Dato

Svinninge
xx.xx.2013

Kære [indsæt navn]
 
Du har tidligere været elkunde hos SEAS-NVE, og det vil vi rigtig gerne have, du 
bliver igen. På overfladen ligner det ene energiselskab måske det andet. Men for 
os betyder det noget, om du er kunde eller ej. Du er nemlig ikke bare kunde, men 
også andelshaver og derfor medejer af SEAS-NVE. 

Undgå regninger fra to selskaber
En af fordelene ved at vende tilbage er bedre overblik over din samlede, årlige el-
udgift. Lige nu er den spredt ud på regninger fra to selskaber. Det oplever mange 
som mere besværligt, end de havde regnet med. En væsentlig del af de andel-
shavere, som har prøvet et andet energiselskab, er vendt tilbage til SEAS-NVE 
igen. Især fordi de vil have overblikket tilbage. Som SEAS-NVE-kunde får du kun 
elregninger ét sted fra, og du kan altid følge dit elforbrug via minmaaler.dk 

Gratis energirådgivning 
Vi kan også hjælpe dig med at sænke dit forbrug af el, gas og varme. Vores profes-
sionelle energirådgivere ved alt om, hvordan man sparer energi, og de er altid klar 
ved telefonerne med gode råd og vejledning – ganske gratis.

Lav elpris i et helt år 
Vi kan desuden tilbyde dig en fast, lav elpris i et helt år. Det kaldes FastEnergi. 
Lige nu er markedsprisen på el meget lav, og hos os kan du låse din elpris, så du 
betaler samme lave pris i et år – uanset om markedsprisen stiger. Det kan både 
spare penge og skabe ekstra tryghed, fordi din eludgift bliver mere forudsigelig.

Skift på under ét minut
Vi håber, du har lyst til at blive SEAS-NVE-kunde igen – det tager kun et øjeblik. 
Benyt vedlagte svarkort eller klik ind på www.seas-nve.dk/jatakfastenergi 
– så ordner vi resten. Hvis du har flere spørgsmål, før du beslutter dig, er du meget 
velkommen til at ringe på 70 29 25 00. Vi glæder os til at høre fra dig.

Med venlig hilsen dit andelsselskab
SEAS-NVE

Carsten Fischer, Markedschef

Hovedgaden 36, DK-4520 Svinninge, Denmark
Telefon +45 70 29 29 29, Fax +45 70 29 29 29, CVR nr. 24 21 35 28
seas-nve@seas-nve.dk, www.seas-nve.dk

SEAS-NVE

First line of address
Second line of address
Third line of address
Fourth line of address   
¶
Att: Name Surname

Vend tilbage til SEAS-NVE – og få bedre 
 overblik og større økonomisk tryghed

Ved du, at SEAS-NVE...

•  kan levere el over hele 
landet? For eksempel 
også til fritidshuse 
uden for vores eget 
forsyningsområde

•  har 100 års erfaring 
med sikker elforsyning?

•  sikrer regionen over 
700 vigtige arbejds-
pladser?

Et særligt tilbud på  FastEnergi

Da du tidligere har været kunde hos os, har jeg et godt tilbud på 
FastEnergi gældende for 1. oktober 2013 – 30. september 2014. 
Når du låser din elpris fast, slipper du for ubehagelige overraskelser, 
hvis elprisen pludselig stiger. 

Som et særligt tilbud kan du få et abonnement til 0 kr. (værdi 150 kr.), 
hvis du bestiller FastEnergi senest 23. august 2013. 

Ring, kryds eller klik – så sørger vi for det hele
Udfyld svarkortet, klik ind på www.seas-nve.dk/jatak eller ring til os på 
70 29 25 00 senest 23. august 2013. Det er gratis at skifte, og vi klarer alt 
det  praktiske. Vi glæder os til at høre fra dig.

Med venlig hilsen
SEAS-NVE

Carsten Fischer, Markedschef

Hovedgaden 36, DK-4520 Svinninge, Denmark
Telefon +45 70 29 29 29, Fax +45 70 29 29 29, CVR nr. 24 21 35 28
seas-nve@seas-nve.dk, www.seas-nve.dk

SEAS-NVE

0 kr. i 
abonne-
ment

The old letter - 6 % winback
The focus group explains that the old letter signals advertising brochure more than a 
personal letter

<

The new letter - 11 % winback
The new letter, which is longer than the old one, explains things in detail and adresses the 
recipient’s needs and speaks to the person’s affiliation.

<



As a medium, the physical letter gave us the scope to fully explain the 
solution and match customer expectation.”
- Maria Furbo, Director, RelationshusetGekko
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PLEASE BUY

The fact that the letter can sell hardly comes as a surprise. Letters have been 
used in this way for many years and still are to a wide extent. Some experts 
go as far to say that the sales letter commands even greater attention in an 
age when there is so much emphasis on digital communication. When so 
many of the informative letters have become digitalised, people notice the 
physical sales letter more.

A scientific survey carried out by the market research institute Millward 
Brown (2009) also shows that one should not underestimate the powerful 
effect of a direct, physical letter. Brain scans have shown that physical adverts 
generated a far stronger brain response than their virtual counterparts – they 
were more directly associated with emotions and were therefore better 
remembered and internalised. 

Direct mail is also a separate area of the advertising industry in which adver-
tising agencies help businesses and organisations to create effective sales 
letters. Each year, the best Danish campaigns compete for awards and in 
2014 one of the winners was the insurance company, Tryg.
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A LETTER GIVES PEACE OF MIND 

“A supreme example of a pure dialogue campaign involving customers, resulting in 
meaningful, relevant communication that generates loyalty.” This was just one of the 
quotes from the panel of judges when it presented the Direct Mail award for best loyalty 
programme to Tryg Insurance and RelationshusetGekko in 2014.  

Ph
ot

o:
 T

ry
g 

PR



It may not sound much like a project where physical letters can make a diffe-
rence, but it was a key part of the concept. “Naturally, in essence it is a digital 
project because it is a digital service,” Maria Furbo is quick to point out. “It 
centres on instant consultancy based on customised content and large volumes 
of data’. Many people would automatically think digital communication into the 
equation, but we consciously chose to use the physical letter in combination with 
the digital letters.”

“One of the reasons for including the physical letter lies in its ability to provide 
security and overview: Despite considerable user-friendliness, the Security Profile 

Partner and Director Maria Furbo from RelationshusetGekko is understandably 
proud of the campaign and the award. 

“The Security Profile is a digital insurance review, and was an ambitious project 
from the outset. It was conceived as a permanent business solution for Tryg 
and as an important focal point of their service and consultancy for existing 
customers. In our eyes it is an excellent example of how to build customer data 
into a customer-oriented tool that both generates real value and service for 
customers while simultaneously ensuring Tryg significantly improved customer 
loyalty.”

BRIEF FACTS ABOUT TRYG INSURANCE 

Tryg Insurance is Denmark’s biggest insurance company offering 
a wide range of insurance products to both private and corporate 
customers. Tryg’s declared mission statement is “to create security 
and value for customers, staff and shareholders”.

Tryg has 2.7 million customers and employs a workforce of around 
3,700 staff.

BRIEF FACTS ABOUT RELATIONSHUSETGEKKO 

RelationshusetGekko provides strategic consultancy and tactical 
solutions in direct, integrated communication with a special 
emphasis on customer retention and satisfaction.  

RelationshusetGekko is one of the leading advertising agencies 
in relationship marketing in Scandinavia and the agency with the 
most awards to its name.



79

Using a folded A3, the traditional letter is combined with graphic diagrams and explanations of the Secu-

rity Profile content, which helps clarify the NEM-ID card and the expected time consumption.

can seem like quite a formidable task.  It requires NEM-ID login (National logon 
approach, implemented by public authorities, banks, insurance companies etc., 
ed.) and it takes about 10 minutes to complete the whole multi-phase insurance 
checklist,” explains Maria Furbo. “For us, it was therefore important to match 
customer expectations before they accessed the Security Profile.” 

This is where the physical letter played an active campaign role: “As a medium, 
the physical letter gave us the scope to fully explain the solution and match 
customer expectations, and it also helped to achieve the high customer com-
pletion percentage of 85,” concludes Maria Furbo. 

<



WHEN CUSTOMERS ARE DISSATISFIED

Customers want to be heard and taken seriously. They expect a response 
and preferably a fast one, and when that does not happen, they share their 
poor customer experience with friends, acquaintances and colleagues, not 
to mention the rest of the world through Twitter and Facebook. In reality, 
surveys show that we should almost be happy when customers complain to 
a supplier.

Only 15% of all dissatisfied customers choose to complain, while approx-
imately 85% of all dissatisfied customers ‘make do with’ telling others about 
their negative experience – typically telling 10-20 other people who get a 
second-hand negative experience of the organisation.

Furthermore, if used correctly, this information is an invaluable resource for 
improving customer service, and for each customer who complains, there are 
typically 24 others with the same negative experience who have not. (Hansen 
et al. 2009).

The letter was once the most important means of complaint and for ad-
dressing complaint responses. Today, the volume of complaints is far higher 
because people use their smartphones, for example, to complain immediately 
about a negative experience, and more and more resources are being spent 
on lengthy email correspondence or on social platforms. 

Many organisations’ basic policy is to respond to the customer using the 
same channel through which the customer communicated. However, expe-
rience shows that the physical letter can resolve the matter more effectively 
while signalling that the matter has been taken more seriously. For example, 
DSB (Danish State Railways) receives numerous complaints ranging from late 
trains to rude train personnel and dirty seats.
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Normally, 
we answer 
customers 
using 
the same 
channel”
- Gitte Gyalokay, Project Team Member, DSB
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THE GOOD COMPLAINT RESPONSE 

DSB takes its dissatisfied customers very seriously indeed – the company is not only 
committed to answering all questions, but also to learning from its mistakes. 



“We do everything we can to provide a good service to customers, even 
when they have a complaint,” explains customer ambassador Helle 
Fuhrmann. “Fortunately, we only deal with less than 1% of complaints, as 
our customer service centre takes complaints very seriously indeed.”

For the customer service centre and the customer ambassador, the physical 
letter plays an active role in communication.

“Normally, we answer customers using the same channel,” says project team 
member Gitte Gyalokay from DSB’s customer service centre. “However, there 
may be situations where we choose to phone customers to enquire about a 
specific problem  or – in rare, serious cases – choose to respond to a different 
type of enquiry using a physical letter to signal the level of seriousness,” adds 
Gitte Gyalokay, who is responsible for ensuring quality in connection with 
customer complaints. 

“We are committed to ensuring high quality in all our customer relations, 
and all our staff have been through our internal training academy, which 
is backed up by effective measures on a daily basis,” she emphasises. Our 
customers have also begun to appreciate our responses more, simply because 
they are more targeted, well-argued and easy to understand. Recently, we 
actually received a thank you letter from a customer who had received a 
good response to his complaint and felt respected and properly treated – and 
it’s that kind of experience that shows we’re moving in the right direction.” 

“An important aspect of our work is improving the quality of our customer 
response so we have more satisfied customers and fewer complaints while 
improving staff competencies. This results in happier customers and staff 
and can help to enhance DSB’s reputation,” stresses Jörg van den Berk, Vice 
President, DSB Customer Service.

As of 2011, DSB therefore introduced a customer ambassador – a kind of 
customer ombudsman that offers customers an alternative complaints board 
if they are dissatisfied with the response they get from DSB’s customer service 
centre. 

BRIEF FACTS ABOUT DSB 

DSB is an independent, public state-owned corporation responsi-
ble for operating passenger trains on Denmark’s national railway 
network. DSB has been a passenger train operator on the Danish 
railway network since 1847 and has approximately 500,000 daily 
customers.

DSB employs 7,807 staff and in 2013 the company recorded a 
turnover of DKK 11.35bn. DSB is headquartered in Høje-Taastrup.
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An example of an enquiry (here the person’s name kept anonymous) and DSB’s well-crafted response with full respect for the customer.

<

Dear DSB 

I am writing to inform you of a rather strange experience I had as a customer. Today, we went to Copen-
hagen Central Station to meet our 12-year-old son arriving on the train from Holstebro.

On the arrivals display board we could see that it was due to arrive at 4.22 pm on track 26, and we 
thought to ourselves “That must be a mistake” until we looked at the platform signs and saw that plat-
forms 1-2 are called track 26, but that platforms 3-4 are also called track 26. Why are there two platforms 
called “Track 26” at Copenhagen Central Station?

My husband walked down to platforms 1-2 to look for our son, but returned a short while later empty 
handed. He then went down to platforms 3-4 and found our son waiting there.

Why on earth have you called two staircases TRACK 26 at Copenhagen Central Station?

Is this simply to confuse your customers?

Kind – but slightly irritated – regards, XXX

Dear XXX.

Thank you for your enquiry.
I am truly sorry to hear that your trip to pick up your son on 17 April from Copenhagen Central Station did not go as 
planned. It is certainly not our intention to confuse travellers by making track 26 difficult to find. Rather, track 26 – the 
track your son arrived on – is a slightly special extra track at Copenhagen Central Station. 

Copenhagen Central Station has a total of 12 through-going tracks. As nearly all available space is in use most of the 
time, we established an extra track 26 a few years ago. This is a track we only use when the other tracks are busy.
You are absolutely right when you point out that track 26 can be difficult to locate, as it is situated between platforms 
3-4 and platforms 5-6 on the other side of the Tietgensbroen bridge – south-east of the main hall. To reach track 26 
from the main hall, you must either use platforms 3-4 or platforms 5-6 which provide access to track 26 immediately 
after Tietgensbroen bridge via the stairs or lift.

There are signs for track 26 in the main hall and on the platforms. We do our utmost to provide clear signage and have 
displayed, for example, that it may take up to 10 minutes to reach track 26 from the main hall.

We also work closely with Banedanmark to inform customers as early as possible about arrivals and departures using 
our loudspeaker system and digital display system. However, it seems our efforts fell short of the mark on the day in 
question. I have therefore sent a letter to my colleagues in traffic information who deal with loudspeaker messages so 
they can examine what went wrong that day. 

We continually strive to make our traffic information as clear and reliable as possible, and we therefore thank you for 
taking the time to write to us. I hope this reply letter has thrown some light onto how to reach track 26 if you have to 
pick up friends or family from this track.

DSB looks forward to welcoming you and your son on board one of our trains again soon. 

Kind regards, DSB



WHEN THE OPPORTUNITY PRESENTS ITSELF 

As private citizens, most of us know the joy of receiving a good letter. That 
special feeling on your birthday, for example, when you have been remem-
bered by a girlfriend who has gone to the trouble of writing a letter, finding 
a mailbox and sending you a warm greeting. This is surely one of the great 
strengths of the physical letter – its ability to communicate intimacy when 
someone close to you is absent – and show that the recipient is held in a 
special regard. The letter marking a special occasion can strengthen and 
maintain the relationship. 

Organisations cannot expect to establish the same degree of intimacy when 
sending out a letter, but many private and public businesses and organi-
sations have been highly successful in finding specific occasions to express 
intimacy. When the occasion is specific and the content current and relevant, 
surveys have shown that a physical letter has extra impact – and often there 
are more occasions to mark than most people realise.

For example, the bank knows that a child is about to turn 13 and as a 
teenager truly enter the world of consumerism – and therefore the right 
to own a debit card. The bank therefore sends out a letter marking this 
special occasion: a birthday greeting outlining the new debit card details. 
The pension fund knows when we begin showing an interest in pension 
conditions.  Or as in the following example, where the Danish Parliament, 
the Folketing, writes to a first-time registered voter, enclosing an annotated 
version of the Danish Constitution. 
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The fact that we have 
chosen a letter and not a text 
message or an email is our 
way of acknowledging the 
solemnity of the occasion,” 
- Søren Væver, Head of Communications, The Folketing
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CONGRATULATIONS, YOU CAN VOTE

It is the perfect occasion. You have recently turned 18 and can now vote in national 
elections. The Folketing’s speaker has actively chosen to draw young people’s attention to 
this fact. 
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“Today is an important day, as it marks your right to vote and actively 
participate in the democratic process.  The Folketing wants to recognise 
this by sending you a letter that both acknowledges your new right and 
explains what this right entails,” emphasises the Folketing’s speaker, Mogens 
Lykketoft. “We are enclosing a slightly abbreviated version of the Danish 
Constitution, so the young voter has a better opportunity to understand our 
social foundation.”

“The fact that we have chosen a letter and not a text message or an email 
is our way of acknowledging the solemnity of the occasion,” adds Søren 
Væver, Head of Communications, the Folketing. “We want the 18-year-olds 
to understand that their newly acquired right carries a social obligation. The 
letter also allows us to enclose the condensed version of the Danish Constitu-
tion, which we hope will give the person the desire to study the democratic 
process in more detail.”

“We haven’t conducted any surveys to study the effect of the letter, but we 
regularly receive responses from recipients telling us that they appreciate our 
seriousness in marking this occasion.  This helps to make this birthday all 
the more special – and it is a letter they remember getting,” concludes the 
Folketing’s Head of Communications. 

A good letter must mark the occasion and make young people aware of their 
possibilities, rights and obligations as citizens with the right to vote. Not just 
by offering congratulations, but also by placing the occasion in a historic 
perspective and enclosing an annotated version of the Danish Constitution. 

The new citizens are encouraged to actively participate in the democratic 
debate – and here the letter bridges the gap between the Folketing and the 
18-year-old. 

BRIEF FACTS ABOUT THE FOLKETING 

The Folketing’s task is to pass laws, ensure parliamentary control 
of the government, approve the state budget and participate in 
international cooperation. The Danish Constitution requires that 
the Folketing have a speaker, who is elected immediately after the 
new Folketing sits for the first time.

The speaker’s task is to ensure the best conditions for the work 
of the Folketing. The current speaker is Mogens Lykketoft of the 
Danish Social Democrats. He is therefore currently the sender of 
the letter to all 18-year-old Danes.
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The special occasion letter must mark the occasion, inspire and motivate.  

<

     
     Folketing Speaker
     Christiansborg
     DK-1240 Copenhagen K

Congratulations

You are now entitled to vote at local and national elections and at national 
referendums, enabling you to exert influence over those in power and 
political policy.

At the same time, you are eligible for office, which means that you can 
stand as a candidate at local and national elections.

To protect Danish democracy, it is important that we exercise our right to 
vote and the possibility of playing an active role in politics.

It was in 1849, less than 200 years ago, that absolute monarchy, where the 
King ruled, was abolished and Denmark adopted the Danish Constitution. 

The constitution is the very foundation of Danish democracy. First and 
foremost, the constitution establishes the framework for how the country 
is to be governed. This applies, for example, to the tripartion of power into 
the legislative, executive and judicial functions. The constitution also sets 
out the fundamental set of values that underpin Danish democracy, namely 
our constitutional rights.

The Danish Constitution belongs to each and every one of us and is of 
crucial importance. The Folketing has therefore decided that all those aged 
18 and over or becoming Danish citizens will receive a copy of the Danish 
Constitution in annotated form.

I hope you will study the Constitution and use it as your basis for participa-
ting in the democratic process.

Kind regards,
Mogens Lykketoft,
Folketing Speaker



We want our customers to be happy” 

- Louise Ralkov Hemmingsen, Business Manager, Altan.dk
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We want our customers to be happy” 

WINDOW ENVELOPE WITH A TWIST 

Although window envelopes are not a favourite with recipients, customers 
appreciate getting their first invoices on paper, as it cements the relationship 
and allows them to keep a record of what they are paying for – as borne out 
by Teleselskabet 3’s analyses, for example. Just as DaneAge (Ældresagen) has 
tested the effect of communicating several messages using a more creative 
graphic layout to ensure that its members not only pay, but also get an extra 
service when they open their window envelope. 

Here, the advantage of the physical letter lies partly in the fact that 82% of 
Danes open letters (The power of the letter 2014) and partly in the serious 
tone and excellent overview the letter provides. So why be content to use 
the window envelope for a factual overview and membership dues when 
it can be used to drive website traffic or perhaps even maintain positive 
customer relations and match customer expectations? The balcony company 
Altan.dk set itself this latter goal, as illustrated by the case on the following 
pages.
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INVOICE WITH A SMILE

We deliver with a smile. The words are those of founder and CEO Peter Knudsen from 
Altan.dk who not only prides himself on building and replacing balconies, but is also 
committed to giving customers a better quality of life experience.



“Our ambitions are sky-high and we have therefore always focused on deli-
vering the best quality to our customers – also when it comes to our touch 
points such as letters,” explains the company’s CEO.

Business Manager Louise Ralkov Hemmingsen was therefore tasked with 
analysing Altan.dk’s service design and customer service.  

“We want our customers to be happy and quickly discovered that our 
invoices were a sore point.” Naturally, Altan.dk can not change the fact that 

building a new balcony costs money or that customers have to pay half the 
cost up front because the materials have to be specially ordered. “We soon 
realised that while all other touch points were customer-friendly, our invoices 
were treated as a mere formality.” 

Altan.dk therefore took immediate steps to rectify the situation and bring 
their invoices more in line with the company’s strategy. In fact, they did such 
a good job that last year, they won Sprogprisen for the best business letter in 
Denmark.

“Customers typically receive four invoices in the balcony building process, 
and here I focused on how to give customers a better experience and expla-
nation rather than simply sending out an invoice. It wasn’t just a question 
of a fresh linguistic style, but also about making the invoice process more 
relevant and offering a better explanation of why customers should pay so 
early, for example. We also took steps to make the process more fun for our 
customers  – e.g. with the second invoice we enclosed a small model balcony 
which you cut out and paste together so you can see how it will look and 
what you’re paying for. At the same time we promised customers a Paradis 
ice cream gift voucher if they give their cardboard balcony to the installer on 
arrival. Of course, good explanations and a twinkle in the eye don’t change 
the fact that customers still have to pay, but now the text is more in keeping 
with our general way of doing things – and we hope that our invoice letters 
give our customers cause to smile and the explanation they need,” emphasi-
ses Louise Ralkov Hemmingsen. 

BRIEF FACTS ABOUT ALTAN.DK 

Altan.dk’s mission is to improve their customers’ quality of life by 
building or replacing their balconies.

Founded in 2006, Altan.dk a/s currently employs 50 balcony instal-
lers and 30 full-time staff. The company constructs approximately 
2,000 balconies a year. In the financial year 2012/2013, Altan.dk 
had a turnover of DKK 130m.

In 2013, Altan.dk won Sprogprisen (the Danish Language Prize) in 
the category “Best Letter of the Year”.
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The first invoice letter also informs the customer when the next invoices 

will pop through the letterbox.

<

Invoice no. 1 of 4

Your balcony is on its way…

You can now start dreaming about long summer evenings spent out in the open – as 
your balcony is on its way.

Your first payment is due now

The payment process is divided into four stages. The first payment stage is now, when 
we have received your acceptance and the attendant drawings are being produced for 
submission to your local authority for approval. The second stage is when we order 
building materials, the third is when construction gets underway, and the fourth and 
final stage is when work is completed and we welcome you “outdoors”.

Kind regards,
Altan.dk



The dream moves closer. The customers receive small fold-out balconies so 

they can visualise construction and begin dreaming about their balconies.

<

Invoice no. 2 of 4

Your balcony materials have now been ordered!

All your balcony materials have now been ordered and you 
are one step closer to enjoying your evenings in the fresh 
outdoors. We expect to receive your building materials 
within a few weeks and we will then be ready to begin the 
stage of the project you have most been looking forward 
to – namely the actual construction of your new balcony. 

Now that the building materials have been ordered, this 
also means that the second payment instalment is due. 
We enclose the invoice and look forward to beginning 
work on the next phase of the project.

In the meantime, we hope that you will distribute these 
small fold-out paper balconies to your neighbours so 
everyone can dream about a new balcony experience 
while building and colouring your dream balcony.

Please give your dream balcony to our installers when they 
arrive on site. We will then contact our office, who will 
send you a Paradis Is ice cream gift voucher.

Kind regards,
Altan.dk
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The construction stage. 

We make a mess and lots 

of noise – and demand 

payment for our efforts!

Goodbye and thank you 

and we look forward 

to seeing you again on 

Altan-liv (balcony life) on 

Facebook.

<

<

Invoice no. 3 of 4

We are moving in!

It will not be long now before your balcony dreams become a reality. The process 
of constructing your new balcony is about to get underway and you have surely 
noticed our comings and goings in your courtyard. You can now expect a time 
when this area will be transformed into a building site, with a platform and moving 
trucks. We hope that despite the disturbance, you will see the construction phase 
as a positive one and we can assure you that our experienced installers will do their 
utmost to make the process as unproblematic as possible.

However, not only are we making a mess – we want to be paid for it! Please find 
enclosed our invoice which is due when the construction phase gets underway. The 
final payment falls due when your balcony is completed and you can sit back and 
enjoy the final result.

You are welcome to visit us on Altan-liv (Balcony life) on Facebook, where you will 
also find tips and suggestions on how to make full use of your new balcony.
We look forward to welcoming you to your new outdoor life.

Kind regards,
Altan.dk

Invoice no. 4 of 4 

Enjoy the outdoors with a smile

Open your balcony door and enjoy the best of both worlds. Your courtyard is once 
again your own and we hope that the time spent in the company of our installers 
has been a pleasant one.

The time has come to enjoy life out on the balcony - with flowers, barbecues, 
deckchairs, prams, Christmas trees or whatever takes your fancy. The possibilities 
are endless, and if you need inspiration, please feel free to visit Altan-liv (Balcony 
life) on Facebook.

We thank you for your order and hope that you are fully satisfied with our service 
and not least the superb end result. We enclose the fourth and final invoice and 
hope you will enjoy your new balcony for many years to come.

Kind regards,
Altan.dk



customer relations. For example, over a nine-month period, Telenor tested 
a dialogue process with mobile broadband customers. The company tested 
a dialogue process solely consisting of emails and a dialogue process with 
letters, respectively. Here, letters proved to have a far greater impact and 
were better at retaining customers. Following the experiment, there was 
a marked change in status. Telenor’s own figures showed that the letter 
dialogue was almost three times more effective at retaining customers than 
the email dialogue.

You can read more about the Telenor case on Post Danmark’s website.

Danish NGO’s also have positive experiences using the letter as an effective 
communication tool in combination with digital channels, as the example 
with the Danish Association for International Co-operation on the following 
pages shows.

THE PHYSICAL LETTER IN COMBINATION 
WITH THE DIGITAL WORLD
Letters cannot do everything – and above all, they are no longer the only 
means of long-distance communication. The trick, therefore, is not only to 
choose the letter for those situations where it is best suited, but to also use 
it in combination with other communication channels to enhance the effect 
and communicative impact. The right channel mix hugely affects the impact, 
as most organisations and agencies will attest.
 
For example, the advertising agency Operate, which recommends using the 
physical letter if 1) you want to signal importance and credible information, 
2) have specific target groups 3) already have an established relationship 
with the target group and 4) if the message is to be widely disseminated.
 
But the agency recommends using both letter and email if you want to grab 
the attention of individual consumers. (www.operate.dk). The Danish As-
sociation for International Co-operation has also gained similar experience 
and therefore employs a mix of channels to garner support for important 
projects, which has resulted in a markedly improved effect. The trend is 
backed by Canadian surveys, among others. Here, a campaign for an 
environmental organisation showed an almost six per cent higher response 
rate and larger contributions for a good cause using a similar approach 
(Canada’s postal service).

Danish impact measurements also clearly show that the physical letter in 
combination with digital media can generate a greater effect and strengthen 
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When we use letters, 
it must be in a 
person to person 
situation.” 
- Henriette Winther, Head of Communications, Mellemfolkeligt Samvirke
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A LETTER FROM ONE PERSON TO ANOTHER 

The physical letter is an expensive option, but a powerful tool when combined with digital 
channels. The above sentence is a rough summing up of Mellemfolkeligt Samvirke’s experi-
ence with effective communication.
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“Naturally, we have to think carefully about expenditure, including postage,” 
emphasises Head of Communications, Henriette Winther. “So we limit our 
use of physical letters to situations where we know they will make a diffe-
rence.”

“We use emails a lot, especially because they are cheaper and faster, and we 
often write to our members about some online activity they can read about 
or participate in, so it makes perfect sense to use email.” 

Mellemfolkeligt Samvirke’s experience, the letter is particularly important 
when they want to focus extra attention on a specific topic of special interest 
to members. Here they actively employ the letter to build a bridge between 
field work and association members, subsequently following up on the 
communication with emails to members. 

“When we use letters, it must be in a person to person situation,” stresses 
the association’s Head of Communications. “Then we let one of our activists, 
for example, talk about why helping makes a difference so our members can 
have a finger on the pulse of someone who works tirelessly to make a dif-
ference. This gives them a real sense of the cause they are supporting.” 

The example here is from an activist in Nepal who has written a letter to Mel-
lemfolkeligt Samvirke’s members. The letter gives the members a story from 
the real world about the work of improving conditions for young people in 
the developing countries, and the images make the story even more relevant 
and intimate for the receiver. Two to three weeks later, the letter is followed 
up by an email. This has proved to be a good combination for Mellemfolke-
ligt Samvirke.

BRIEF FACTS ABOUT MELLEMFOLKELIGT SAMVIRKE

Mellemfolkeligt Samvirke is a Danish NGO (founded in 1944) 
committed to eradicating poverty by helping the world’s poorest 
peoples to fight for their rights and break with the structures that 
keep them in poverty. The association focuses its efforts on women 
and young people.

Mellemfolkeligt Samvirke is part of the international confedera-
tion ActionAid, which operates in over 40 countries, reaching more 
than 25 million of the world’s poorest people.

Mellemfolkeligt Samvirke is an open members association that 
includes both personal members and organisation members.



105

A personal letter with many pictures to give the member a better understanding of how the money is spent.

<
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Dear all,

This book is entitled “The considered letter” – and, indeed, it is both a state-

ment of fact and a recommendation. A statement of fact that recipients experi-

ence the letter as a binding, serious and conscious form of communication, and 

that more and more senders are making the same discovery and are actively 

choosing the letter in those situations where it is best suited.

But is is also a recommendation: Use the letter consciously. It pays to do so, 

because when we pick up the pile of mail received through the letterbox, we 

think to ourselves: I am letting a little piece of that organisation into my life. 

And we pay attention to that little piece: does it show you in a positive light? 

Or is it a sloppy, random letter that damages the customer relationship? We 

read the lines and between the lines.The good letter is targeted, clear and 

cleverly expressed.

When this is not the case, it undermines confidence and credibility so that not 

only are the effort and postage wasted, but the relationship is undermined as 

well. I hope this book has given you new inspiration for the conscious letter.

Kind regards,

Anne Katrine Lund

PhD in rhetoric and Communication Consultant

 www.annekatrinelund.dk · www.kommunikationsspejlet.dk · www.retorikskolen.dk 

June - 2014
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Is the letter a thing of the past? Not according to recipients. Nonetheless, many businesses and public organisations have 

been all too quick to dismiss the letter as a viable communication channel. Confidence, credibility and impact are all 

potential strengths of the physical letter.

In The Considered Letter, Anne Katrine Lund, PhD in rhetoric, carefully assesses the strengths of the physical letter, provi-

ding an overview of, insight into and inspiration for effective communication.


