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Executive summary

ChildsLife international is a independent non-profit relief aid organisation. It was founded in 1996. In its beginning years it did not lay a lot of focus on creating name awareness. It was mostly occupied with starting and adopting projects to fund. However, during the last couple of years, it is been shifting its focus more on generating more name awareness especially on national level.


For this reason ChildsLife brought the ‘Nationale Ballonnenactie’ to life. This is event was meant to acquire more awareness among the general public and raise funds for the long term projects it supports – involving elementary schools. However, the event was not as successful as it had hoped to be. Its name awareness is more or less the same and the event cots more money than it had brought up.


This was due to that fact that not enough schools participated in the event and it was also hardly covered by the media. The reason why many of the school probably did not want to take part was the bad timing and lack of information provided by ChildsLife. The lack of coverage in the media can be blamed by the insufficient approach to them.

Primary schools are dependent on funds which they receive from the state. They receive these when they follow the core programs set by the Ministry of Onderwijs, Cultuur en Wetenschap. Therefore, when a school is approach by an organisation, it looks at the educational value is has to offer to the students to decide whether or not to participate.


Media relations are important for an organisation. It is important to know who to reach for each medium to gain maximum exposure. In this way, the story you send will be interesting for the receiver and the organisation will have a bigger chance to be published in the medium of its choice.
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Preface

After about a year or so, I am finally finished writing my thesis. I started a while back, but unfortunately got sidetracked. The ‘spare time’ that came along with the writing of the thesis was so pleasant that I started using my time to start with some new hobbies and spent it on my social life.


However, another academic year was getting closer and closer to an end and a feeling of wanting to finish it grew in me. Therefore, I contacted Ms. Kahar. When we ‘first’ met again she said that she had already wondered where I had gone of to. Together, we picked up the pieces and brought new life to my thesis.


It was hard to start again for the reason that the thesis took a turn of 180 degrees. I was not planning an event anymore, as I started out to do, but was now writing recommendations regarding how to approach the media (the printed press) and primary schools to participate in the event.


Which turn we might have taken or lost I may have gotten from time to time, Ms. Kahar was there to guide me through and give advice to get the job done and graduate this academic year! And for that I am grateful. I am also thankful of my friends who have helped me looking for sources which I could use etc.


I want to thank the people who spent time on my thesis, checking the content or the style and grammar of my English. Finally, I want to thank ChildsLife for giving me the opportunity to work for them!
Thank you all!

The Introduction

For my thesis I have chosen the subject of how to gain maximum participation and generate maximum media exposure for an event. I first came in contact with the subject in my third year of HEBO when I was enrolled for the course ‘Events Organisation’ -  taught by Ms. M.J. Hernandez Sanchez. My internship at ChildsLife provided me with the opportunity to participate in the organisation and the set up of an fundraising event. During my involvement with a  non-profit organisation, ChildsLife was in the beginning phases of preparing the ‘De Ballonnenactie’ – which is a follow-up of the ‘Nationale Ballonnenactie’ in 2007. The specifics of this event will be elaborated further on in this chapter.

Therefore, the organisation and I came to the idea that I would study the evaluation of the event of 2007. This is for the reason that it was not as successful as the organisation had hoped. Consequently, the Communication and Special Events department and I determined to adjust the approach for the event.


Before the approach strategy can be developed the evaluation – written in May 2007 by ChildsLife – regarding the previous ‘Nationale Ballonnenactie’ will be explored.  In the following text I will present a short summary of the written evaluation. The summary will be divided in organisational aspects and promotion & publicity. 

Evaluation ‘Nationale Ballonnenactie’

Organisational aspects :

To establish the event, ChildsLife worked together with two other parties and formed a committee. These two are Hotnetworkz (which is a promotion & sampling, photo marketing and direct sales company) and with Claire (which is a webpage design company). The committee members however did not actually performed the tasks they were assigned (ChildsLife, Evaluatie nationale ballonnenactie 2007, p. 3). The reason for this was because the committee did not have an appointed team leader and no clear task division. As a result, the team seemed to be dysfunctional and the tasks were not clearly executed or in time.


The invitations for the primary schools to participate in the event were sent after the deadline. The mailing was done at the beginning of December, during the Sinterklaas festivities which is a very busy period for primary schools, instead of in September which was the deadline. Consequently, there was a low response from the schools to participate. Moreover, at the very last moment, a month prior to the event, several schools – which had already registered to participate – cancelled. This, unfortunately, was possible due to the fact that there was no official contract between ChildsLife and the schools binding them to the event. Thus it was ‘easy’ for the schools to withdraw from the event.


Also, ChildsLife hired Hotnetworkz for its creative input. Nevertheless, most of the creative ideas came from ChildsLife. Instead, the company occupied itself with cost efficiency while ChildsLife was responsible for keeping the costs as low as possible.


In addition to this, telemarketing was conducted by Hotnetworkz concerning why some schools did not want to participate in the event – which had e.g. withdrawn themselves. However, the company never provided ChildsLife an official document with the necessary tabulated results to evaluate the event. Consequently, ChildsLife has no complete analysis of what it has to determine to improve for the following ‘De Ballonnenactie’.

Promotional and publicity aspects:

ChildsLife sent out two press releases concerning the event to several daily papers and the Algemeen Nederlands Persbureau [ANP]. Nevertheless, the press did not picked up on them. The organisation also did not followed-up after its releases to find out whether the papers were interested or not. After conducting internet research looking for the press releases, no articles were found only an article on the official Web site of Walibi World. As a result to the lack of coverage in the media about the last event and of the organisation in general, the general public is not aware of ChildsLife.
This might also influence schools not to participate in the fundraise event. An unfamiliar organisation does not appeal as much as one that is more well known. Furthermore, a school will also attain more publicity when it cooperates with a more public known organisation (L. de Wit, personal e-mail, April, 20, 2009). Due to the lack of coverage, one might think that the event might not be newsworthy. However, I am of the opinion that the coverage was low due to the lack of media relations. This will be explained later on in the thesis. 

Central question

This is why the purpose of my thesis is to research the bottlenecks of the previous event and from these results formulate some recommendations for a communication strategy to gain maximum participation of the elementary schools and attain maximum media exposure. The central question which will be answered is:

How can ChildsLife gain maximum participation of primary schools and attain maximum media exposure to have a successful event?
When referring to the participation it goes for one event. For this event, these schools will be approached for one time. Regarding the media, it concerns the printed media. The event will be successful in the eyes of ChildsLife when the event’s return is equal to the spent funds or when profits are made.

To answer this question one must think of sub-questions such as:

· What is the problem regarding the media and schools?

· Who is the target group?

· How does one send the message across to the target group?

· What influence does the media have?

· What influence does the government have?

· What benefits do the school have with participation?

· What are the objectives and goals?

· How does one achieve these objectives and goals - activities?

Chapter division

This advisory report is divided into seven chapters. For the chapter division I used the communication model of M. Vos and H. Schoemaker as a guideline. This model is divided into four parts. These parts are: Analysis, situation analysis, implementation and evaluation (Vos & Schoemaker, 2001, pp. 204-208). I will adapt the last two parts of the communication model to fit the thesis more accurate. 


The answers to these question will be given in the following chapters:

Chapter 1:
Analysis

Chapter 2:
Situation analysis

Chapter 3:
Objectives

Chapter 4:
Approach media

Chapter 5 :
Approach schools

Chapter 6:
Other stakeholders

Chapter 7:
Recommandation
I have chosen this chapter division, for the reason that it creates a natural flow in the thesis. First, I will be looking at the event and look where the bottlenecks lay. Then I will continue with the environment of today concerning the media, schools and NGOs and duscuss which work method ChildsLife should implement to achieve its goals. With these chapters, I am of the opinion that it covers all the grounds which are necessary for an event successfully.
Aim

Based from the results of the evaluation, the aim of the report is to give recommendations to ChildsLife of how it should approach the printed press for maximum exposure and gain maximum participation from school for the event. 

Justification research methods

The research method which I will mostly apply is desk research. This is for the reason that most of  the basic information which I need to plan and organise an event is already written.

Firstly, a part of the research that needs to be done  is ‘evaluation’ (Vos & Schoemaker, 2001, p. 204). For this part I have to examine the evaluation report that has been written by ChildsLife regards the ‘De Nationale Ballonnenactie ‘07’. From this report I can extract information regarding how the event was executed, focussing on the approach to the media and schools.

Secondly, an aspect on which I need to focus is the trends concerning NGOs the way they promote themselves and what the latest  trends are regarding the way NGOs might organise events. It is important to identify what message is salient for the target group? In my opinion, most of this kind of information will be available on the internet, research reports and business magazines.

Moreover, general information about the topic media relations I am planning to find in literature concerning the subject. Books that might come in handy for my research are:

· Intergrated Communication, by Marieta Vos & Henry Schoemaker,
· PRESS HERE!, by Annie Gurton,
· Mediarelaties, by Aliane Schoonman,
· Public Relations, by Dennis Wilcox,
· Communicatie handbook, by W. Michels
· Het mediaboek, by J. De Graaf & S. Steinmetz,

· In het nieuws… maar hoe?, by S. Dijkstra.
Finally, because I had my internship at ChildsLife, the informal conversations ‘mini-interviews’ I had with the employees of the organisation are a great source of additional information. They can also told me first hand how the event was organised last time. This is also very valuable information for the reason that not all is written in the evaluation report.

Limitations of research

Firstly, the missing documents that might have been useful, the telemarketing conducted by Hotnetworkz, regards the participation of the school might limit my research. This is for the reason that, as mentioned before, it asked e.g. why the schools did not wanted to participate. These results were never shared with ChildsLife and therefore could not have been adopted in the evaluation of the event.


 Secondly, a focus group (concerning the creative part of the event) was requested by my supervisor, nevertheless after discussing this with the communication department of ChildsLife we came to the conclusion that this was not possible. The six schools that did participated in the event of 2007 are not able to come together. Instead I will have an interview with a schoolteacher.


Finally, the research concerning the trends on media will mostly be conducted via internet. When looking for information on the internet, one has to be sure that it is current and most importantly reliable.
1. Analysis

Profile of the organisation

In this chapter ChildsLife will be introduced. It will cover the focus of the organisation and areas of expertise. This is important, because ChildsLife wants to explain, via the event, what its work methods are and how these differentiate the organisation from other organisations.

1.1 General description

The organisation is called ‘ChildsLife International’ previously known as ‘Voedselhulp voor Kinderen’. About five years ago, in June 4th 2004, the organisation changed its name, for its international orientation. With this name alteration, the organisation is more recognisable for work at international level. 

ChildsLife’s headquarter is in Haarlem, Noord-Holland. It also has two local offices in Bucharest, Romania and in Nairobi, Kenya which are lead by country coordinators. These offices are located there, for the reason that most of the long term projects it supports can be found in Eastern Europe and Eastern Africa.  Thanks to these two local offices, the organisation has better control to operate more effectively locally regarding the spending of the funds and the distribution of the transported goods. Over the last 12 years, ChildsLife has been active in over 35 countries worldwide and has spent more than 40 million Euros on its projects (PowerPoint presentation ChildsLife regards 500th transport, February 21, 2008). 

1.2 Activities of the long term projects

The service which the organisation offers, is to send relief goods to the most needy children in the countries in which it is active – in total it supports 16,000 children each month. There are four core programmes which ChildsLife follows. These consist of: education, food supply, informing the people about HIV/AIDS and teaching them a craft (ChildsLife International, May 2008, ChildsLife kernprogramma’s. ChildsLife newsletter). The organisation’s relief aid is mostly focussed on: day care centres for children, finding alternatives for orphanages such as foster care, family reunions and after school centres. In addition to this, it supports households where children live in bad conditions and help them by supplying food, clothing, education and household effects. 

Moreover, it also helps building new schools, support these schools with educational material and food supplies for the children. In addition  to the children’s education, it also has vocational schools for the adults/parents to teach them a profession. Finally, it aids the community by teaching it how to use the means it has most sufficiently (E. van der Stuyt, personal interview, March 5, 2008). 

1.3 Benefits of corporation social responsibility

ChildsLife depends on different corporations for goods and services which it then can over to its core programs. Many corporations  nowadays are very involved in corporation social responsibility (CSR). CSR is a concept whereby organisations consider the interests of society by taking responsibility for the impact of their activities on customers, suppliers, employees, shareholders, communities and other stakeholders, as well as the environment (Wikipedia “Corporation Social Responsibility”, 2008, para 1). CSR can be divided in two segments: 1) What benefits do corporations have working with NGOs and 2) What benefits does ChildsLife have working with corporations. 


Bigger corporations can often create a negative image due to the impact their activities may have on several levels. To cover up the negative impacts, the organisations promote their CSR heavily. Therefore, to take responsibility for their actions, corporations support initiatives in their direct environment or aid NGOs financially or with goods.


For NGOs it is important to cooperate with corporations for several reasons. First, the NGOs receive financial support. Second, and this is mostly the case for ChildsLife, it receives goods. These goods can be transported to the programs it supports. Third, the exposure which consequently comes with the association with a corporation. Information of the two joining will most likely be posted on the corporation websites where the costumers and such can read about it. It might be covered by the radio or TV when it concerns something remarkable.

According to Mr. Albert, renowned economist and Vice-chairman of HOPE Worldwide, underlines the advantages of CSR to include “increase brand value, great access to finance, a healthier and safer workforce, motivated people, customer loyalty, enhanced trust of stakeholders and enhanced public image” (Karmayog, “NGO stresses importance of CSR”, 2009, para 1). Because of this, an organisation such as ChildsLife will gain more credibility and therefore, be more attractive to the general public and for the focus on this report be an important factor for primary schools to consider a fundraise event for the organisation.


However, an NGO must be careful to chose its partners. These multinationals may not be involved in business which might harm the NGO. For example, ChildsLife should not work together with clothing companies which import their products from countries which have child labour or are produced in sweatshops.

1.4 Desired image
The desired image which the organisation wants to send to the public is an organisation which is open and transparent. It carries out this image and is supported by its quality marks. It is a member of the CBF quality mark (The Central Bureau on Fundraising) and ANBI (Algemeen Nut Beogende Instellingen) status (D. Arrachart, personal interview, June 6, 2008).


A second aspect of the organisation which it desires to carry out is that it offers ‘help that is tailor made’ – this is also one of its cornerstones (D. Arrachart, personal interview, June 6, 2008).

1.5 Brand awareness
On national level, the organisation is still struggling with its brand awareness among the broader audience. A survey was conducted in 2006 and in 2007 and in one year time the percentage (10,42%) of people which were aware of ChildsLife had not increased – even though in the mean time it had a poster campaign throughout the Netherlands (Naambekeindheidonderzoek Childslife, 2007, p. 2).

1.6 Conclusion 
In short, ChildsLife international is an independent non-profit relief aid organisation with its head quarters in Haarlem. It has two local offices abroad, one in Bucharest, Romania and one in Nairobi, Kenya. In these two countries the organisation has most of its long term projects which consist in offering aid to more or less than 16,000 children.


The organisation’s desired images is an open and transparent one. ChildsLife has to prevent to look shady about e.g. its spending for the reason that the donators always want to know what happens with their donations.


Other corporation’s CSR benefits ChildsLife enormously for the reason that the organisations sends the e.g. donated goods for these corporations (being furniture, foods etc.) to its long term projects.

2. Situation analysis

In this chapter, the motivation for the event will briefly be explored. Also, based on the evaluation, explored in the introduction, several changes regarding the next possible event are discussed and elaborated. This is significant, for the reason that the event has changed in scale and approach. 

2.1 Analysis and description of the situation

ChildsLife International, an independent relief aid organisation, was established in 1996. In its beginning years it was mainly focussing on relief transports, projects to adopt and aid. In those years, not much time was spent on PR and branding of the organisation. In other words, ChildsLife has been neglecting its brand awareness. Nevertheless, as its tactical approach, during the past few years, it has been working on gaining more brand awareness among a broader audience.


Most of the campaigning it does is on a small scale – meaning on regional level (Noord-Holland). Due to this type of campaigning, the organisation is not reaching the bigger audience (E. van der Stuyt, personal interview, 15 april 2008).
Therefore, it introduced the ‘De Nationale Ballonnenactie’ (National Balloon event) in 2007 which is – as the name states – on national level. The event aims at primary schools throughout the Netherlands and it is organised  every other year. The ‘De Nationale Ballonnenactie’ is based on the ‘Schaatsen & Zwemmen voor Water’ (Iceskating & Swimming for Water) (D. Arrachart, E. van der Stuyt, personal interview, April 15, 2008) event of Plan Nederland. It also involves the primary schools which are invited to join the event and raise funds for a specific purpose. Last year (2008) Plan Nederland raised funds for water projects in Burkina Faso (Plan Station, 2007, “Je gaat voor goud, blauw goud “, para 3).

‘Schaatsen & Zwemmen voor Water’ is already a well greased engine. This is not the case for the ‘De Nationale Ballonnenactie’. The balloon event was organised for the first time in 2007 and after an evaluation (mentioned in the Introduction) it was discovered that it encountered several problems which made the event less successful than ChildsLife had hoped (Evaluation National Balloon Event, 2007). Therefore, the strategy, the objectives etc. need to be revised and/or changed.

For the next possible upcoming event some changes need to be made. First of all the name of the event will change. The reason why the event will not have the same name again is because not all the 7,000 primary schools in the country will be approached for a second time (D. Arrachart, E. van der Stuyt, personal interview, April 15, 2008). For the next time the event is organised, the schools in the providences Noord-Holland and Zuid-Holland will be invited to participate in the event. This will be a total of 1,780 primary schools – 1,008 schools in Noord-Holland and 710 schools in Zuid-Holland (see appendix nr. V). 

As  mentioned earlier it is currently called ‘De Nationale Ballonnenactie’. However, for future reference and usage this will be altered to ‘De Ballonnenactie’ (the event will from now on be refered to as ‘De Ballonnenactie’ throughout the report). In the following paragraph it will be explained why ChildsLife changed the event’s name.

The aspects which will be the topics of this event and report are the communication with the primary schools, the follow-up and the most sufficient and effective way to approach and involve the media. Finally, the funds the event collect are also of crucial importance. If these are not profitable enough, the director of ChildsLife has decided that the event will not take place anymore (personal interview P. Kicak May 4, 2008).

2.2 Market position

According to the Centraal Bureau voor de Statistiek the Dutch have been donating less to charity. Since the year 2007, the average annual amount of household spending to people in need, animals in need, research against illness etc. has been dropping. The average household spending to charity was 308 Euros in 2007 which is a considerable difference with the average of 357 Euros which were donated in 1992 (Telegraaf, 2009, “CBS: huishoudens bezuinigen op goede doelen” para 1).


The charity organisations will have to deal with less donations again this year. According to another research it appears that the people want to cut down donations again to charities. A third said they want to spend less. Whether the decreasing generosity can be related to the recession remains unclear even though is seems a plausible reason. Another explanation might be is that the trust in charity organisations has been decreasing among the Dutch people (Lifestyle Agent, 2009, “We geven minder aan goede doelen” para 4).


Apart from that, according to yet another research conducted by Nederlands Donateurspanel (DNP), that was published in 2008, the majority of the Dutch (70%) does not expect to donate less money to charity when they are personally  affected by the recession (Lifestyle Agent, 2009, “We geven minder aan goede doelen” para 5). This was yet again confirmed by a research conducted by DNP among 60,000 respondents that 43% keeps supporting charities which they find important. However, 30% also stated that they will spend less on charity due to the financial crisis (WWAV, 2009, “Publieksvertrouwen in de goede doelensector” p. 2 para 3).

2.3 The government

Not only the people are donating less to charity organisations. The government has also decided to support less aid organisations. Minister Koenders wants to force relief aid organisations to cooperate more with each other. As a result, only 30 organisations will receive financial support from the government (Rijksoverheid, 2009, “Koenders beperkt subsidies hulporganisaties”, para 1). This is written in a policy report of Social Organisation which Koenders sent to the Tweede Kamer.


The minister says that the current programs of the organisations are too scattered. As a result, 60% of the requests for subsidy have to relate to ‘partner countries’ (countries in which the Netherlands work together with the government). This has to increase the efficiency. In addition to this, the organisations also have to cooperate more with the Dutch embassies in a third world country (Rijksoverheid, 2009, “Koenders beperkt subsidies hulporganisaties”, para 3). 


Less funds are available for social organisations for the subsidy period of 2011-2015, between the 425 and 500 million Euros per year. The amount depends on the quality of the proposals. The subsidies will be accounted for five years and the minimum amount is ten million Euros. Also and advice committee will be installed to review the request.


Koenders will reward new initiatives and cooperative plans such as programs which focus on economic development and working together with businesses. Nonetheless, projects and activities in the Netherlands to raise funds or remain its sustainability will no longer be funded. Furthermore, it is still mandatory for social organisations to finance 25% of a request by themselves.

2.4 Conclusion

The reason why the ‘De Nationale Ballonnenactie’ was organised was to raise funds and generate more brand and name awareness on national level. This was done by approaching all the elementary schools in the Netherlands. This event was based on the event of Plan Nederland called ‘Schaatsen en Zwemmen voor water’. 


The position of charity organisations in the market are being weakened due to the recession. People are donating less to charities - more or less than 308 Euros in 2007 compared to the 357 Euros is 1997. According to the NDP, people say that they will keep on supporting good causes which they find important even when they are personally affected by the recession.

Finally, the government is also spending less on charity. Minister Koenders claims that the programs of the non-profit organisations are too scattered. To solve this issue, Koeders says that the organisations need to work together and only then receive aid. Also the requests for subsidies  have to relate to partner countries.

3.Objectives of the event

For strategic planning one needs to set objectives. With these, a business is trying to set out what it wants to achieve. In addition to this, the objectives have to be measurable for the  organisation to see whether if they have achieved the goals or not. The objectives can be set at two levels: 1) corporate level and 2) functional level (“strategic planning - setting objectives”, 2008, Introduction, para 1 & 2). In addition to this, both corporate and functional objectives need to be SMART – Specific, Measurable, Achievable, Realistic and Time bound.

3.1 Objectives at corporate level

Corporate level objectives are ones which concern the whole organisation of the company.

3.1.1 Fundraising

ChildsLife is an organisation which is dependent on donations of the general public. These gifts finance quite many of the operational costs of the organisation, being primarily the projects it supports. On top to this, the event has quite a price tag attached to it (see appendix nr. II). Consequently, it is important for the event to ‘earn’ returns – in other words play it breakeven - and in addition to this bring in extra funds. In this way, ChildsLife and the event have something to show to the participating school what amount of money was raised.
3.1.2 Obtaining sponsors/partners

ChildsLife is not only dependent on donations which it receives from its donators, it also relies on sponsors – the gifts and donations it receives from them. ChildsLife has divided its types of sponsors in three categories. There are:

· Corporate donors,

· Corporate sponsors and

· Business ambassadors.

See Appendix nr. I for more specifications about these kinds of sponsors.

For the reason that the event is held every other year, it would be wise to have sponsors/partners which will support ChildsLife during this event. Therefore, for the next possible upcoming event, it would be useful to obtain sponsors and partners which are willing to do so. 

3.2 Objectives at functional level

Functional level objectives are ones which are specific for marketing activities. For ChildsLife this means the way it presents itself  to the public.

3.2.1 Participation schools

In order for the event to be a success, ChildsLife needs to have an X amount of schools participating in the event. During the last time the event was organised, only six schools took part. This amount was to low to even play break-even. Therefore, to cover the planned costs, it needs to be calculated in advance how many schools need to participate to cover the costs and actually raise funds. The schools will be elaborated on in chapter five.

3.2.2 Familiarising work method 

Due to the fact that ChildsLife is not as well known throughout the country which it wants to be, it should not only work on more name awareness, but also work on familiarising the public with its work method. This is important, because ChildsLife is not the only organisation which concerns itself with aid for children. Therefore, it is important during this event, because it is on national level, to explain its work method to differentiate itself from other organisations and foundations.
3.2.3 Aim and mission for the event

The ‘ Nationale Ballonnenactie’ was a big event for ChildsLife – it is one of national scale as I have mentioned before. The aim therefore was to attract  as many of the 7,000 primary schools in The Netherlands to take part in the event as possible. In this way ChildsLife would generate name awareness throughout the whole country.


For the next time that ChildsLife organises the event, I am of the opinion that it has to change the mission of the event. This is for the reason that, at the moment, it does not have any content – there is no bigger picture to make the event more interesting and to give it more meaning (E. van der Stuyt, personal interview, 15 april 2008). If one would compare the ‘Ballonnenactie’ with ‘Schaatsen & Zwemmen voor Water’ one would see that Plan Nederland’s mission is to supply fresh drinking water in Burkina Faso. By doing so, it is creating a clear picture for the children to explain why they are participating and how they can create a better live for the people there.

ChildsLife is an organisation which has long running projects which it supports in mainly Kenya and Romania. Thus, to give the event more meaning, to make it more interesting for the primary schools and give them a reason why to participate, one of the projects should be  associated with ‘ De Ballonnenactie’. Moreover, the beauty of having multiple projects is every time the event is organised ChildsLife can relate a different project to the event. In this way, the organisation keeps the involvement with ChildsLife and the event interesting for the schools. For the next possible event, it is decided that the raised funds will go to feeding programmes in Kenya, Africa.
4. Media

ChildsLife wants to involve the media on two levels – on regional level and on national level. From experience ChildsLife knows that most of the regional media is easy to approach and so is the coverage in it. For example, ChildsLife has been published multiple times by Haarlems Dagblad and from time to time in Haarlems weekblad. These two papers are again very useful during the event, for the reason that the participating schools are situated in the circulation district of these newspapers (E. van der Stuyt, personal interview, 15 april 2008). 


For maximum exposure however, it would be truly satisfying if the event could be covered on national level. The focus will be laid on the medium printed press. Therefore, a framework of the theory how to approach this medium will be applied in this chapter. Build on this framework, recommendations will be formulated for ChildsLife.
4.1 Approach media

According to Gurton (2001, pp. 28-30), there are four steps which you need to follow when approaching the media. In the following text I will explore these four steps.

First, it is important to know where one has to start when approaching the media. One cannot just decide to telephone or e-mail a random journalist. Therefore, it is very useful to identify the media you want to target. When the media you want to target is identified you can make a list of relevant information concerning each medium. Think of for example: deadlines, frequency, key sections, who is responsible for which parts, relations between advertising and editorial, if it concerns opinion pages, reviews etc.


Second, and most of the times this is the hard part, you have to “identify your story” (Gurton, 2001, p.30). In most cases the story is right in front of you, in your direct surroundings. You will have to look at the story you want to ‘sell’ to the media and find out what makes it rare, special, unusual so that it will catch the journalist’s eye and make it interesting to their target group.


Third, you have to create your message and be certain that what you say to the journalists is what you to have printed. This is for the reason that according to De Graaf & Steinmetz (2006 p. 2), journalists have certain frames in which they view the news – this is called framing. An example given by these authors are responds made by minister Donner and Remkes about the terrorism control which deviated from one another. The press focused on the battle between them – who will win and who might resign – instead of the content of terrorism control. The content had to make way for the battle between the two ministers. Also it has to meet the marketing objectives that you have set and meet the journalists desires for a high-quality story. 

Fourth, you have to develop personalities. You have to be certain that your brand can be easily identified by means of good design and marketing. Moreover, you must have your executives trained and prepared so they are capable to speak to the press. This is for the reason that every time that they are quoted it will be promotion for e.g. your company.


In addition to this, D. Wilcox (2005) writes that a PR writer or journalist may write for any target group, being e.g. “employees, constituents, customers, business people, homemakers, travellers, bankers, stockholders, farmers and many others” (Wilcox, 2005, p. 6). Therefore it is important to find out which journalist writes for which target group beforehand. Then one can write specifically for that audience and the information one sends to the journalist will appeal more to him/her.


Concerning journalists, E. Schoonman (2001, p. 41) says that a trusting relationship between e.g. an organisation and journalist is important and one that is build over time. However, even though one may have a strong relationship with a journalist it does not mean that he/she will always use one’s story. This can be, because he finds it not newsworthy enough or just because the journalist cannot make the deadline with that story. ChildsLife only sent out two press releases, as mentioned in the Introduction (Promotional and publicity aspects p. 7). The releases were sent to the ANP and general accounts of several daily papers. No journalist was personally approached. Also one can say that the journalists were not interested by the stories.

Continuing on the newsworthiness, how newsworthy should a message be? De Graaf et al. (2006 p. 25) have formulated several criteria which make a story more appealing for a journalist. These criteria will be shortly listed below:

· Nearby future. It has to be current and this differs for a daily paper or weekly paper,
· Close by. The closer the happening is to home the more important it gets,

· Close to own experience.  It needs to fit in the image of the reader and the journalist,

· Uniqueness. It has to be different, deviant from the common and expected,

· Change. It could have an impact on average day life,

· Elite people. Everything with elite people draws more attention,
· Elite countries. Western countries are from our point of view ‘our-kind-of-countries’,

· Elite institutions. Authorised institutions such as TNO of KNMI lower the news threshold,

· Emotions, suspense and sensation are good triggers,

· Consequences for the target group of the medium

· Availability of sources, witnesses, images, in other words useful information.
4.2 Stand-by for the media
In general, communication goes two ways. One sends a message and one receives the message. The receiver has the choice to respond or not. The same applies for the communication between an organisation and journalists. The organisation sends messages (e.g. press releases) to the journalists and the journalists should be able to respond on this message – in case he/she needs additional information or for the reason that some aspects might me unclear to him/her. Therefore, for the event, ChildsLife need to appoint one person as the spokesperson who the journalists a reach for additional information.

Thus is it important according to De Graaf et al. (2006) to efficiently make use of one’s primary communication instruments for all communication. One can think of the simplest  tools such as: a computer with internet access, an up-to-date Web site, an email address, a mobile phone and a scanner/fax machine. With these tools, an organisation has the advantage to exchange texts and images fast; journalists can at any point visit the Web site for information; it makes archiving easier and these archives can be explored via internet (p. 90). 
4.3 Media exposure

It is very crucial for the event to gain media exposure. Not only will it be more interesting for 

the schools to take part in the event, it will also create more attention for ChildsLife. 

Furthermore, media exposure can be divided into two parts: 1) the exposure it generates by input of the organisation and 2) by the exposure for the event by third parties. These third parties can be the schools which may send out press releases to local papers that they are participating or mentioning it in its school paper. Or other companies which might be partners or sponsors of the event and release this information to the press or other information sources 

The media involved will be mostly regional papers and magazines. Nonetheless, the aim is to also reach for example ‘Hart van Nederland’ and ‘Jeugd Journaal’. These are examples, because ‘Hart van Nederland’ generally covers regional news items (Hart van Nederland, 2008, para 3) and ‘Jeugd Journaal’ is very interesting for the event for the reason that it also covers many news items involving children and national happenings (NOS Jeugdjournaal, 2008, para 1).

These exposures, and its success will be measured at the end of the event by checking how many times ChildsLife and the event were covered by the different media. To make sure that the event will be covered by the media, it should contract the different media.

4.4 Financial crisis affecting the media

The size and scale of the financial crisis is getting more clear everyday. A question one might ask is then, what kind of effect does the crisis has on the media? Besides the evaporation of 40 per cent of the total AEX-value it also has an influence on the marketing budgets and media spending which derive from those budgets.


According to the Nielsen Company (a world wide authority in the field of media spending) 2009 will be a difficult year. Advertisers should feel rather insecure and cautious and more than ever focus on their return on investment (ROI). For the first two quarters it suspects a limited fall of spending and for the second two quarters a limited growth. This estimate was made November 27, 2008.

4.5 Different channels

Therefore, the Nielsen Company (Beschouwing media-ontwikkelingen 2009, 2009) expects that more focus will be laid on the ROI and less on image which will effect the spending per medium channel. While the TV has shown a constant rise over the past few years, it will still have a strong end. This is for the reason that it is a relatively safe and a proven medium. As a result, it is expected that the medium will not endure any big losses nor experience big growths due to the financial crisis.

The radio has possibilities since this medium is very cost-efficient when is comes to change. Regardless, Nielsen anticipates a minimum rise in the radio spending. 

The online world has bigger opportunities, because of the measurability and targeting possibilities of this medium. The exclusion of ‘waste’ is ever so important when it comes to the increase of ROI.


The print media will again suffer big losses. Daily papers and magazines will be confronted with their toughest year ever. People will continue to read less papers in 2009 while the costs will most likely increase. When companies implement a more ROI-oriented media usage, the print media will probably not be able to compete with other media. Moreover, due to the cuts in the budgets it loses even more attractiveness for advertising (Beschouwing media-ontwikkelingen 2009, 2009).

4.6 Media trend

The internet as an medium has been getting stronger and stronger. A trend in this medium which is also very appealing for social organisations it social media. In short, social media is a collective term for all internet applications which make it possible to share information with one another in an user friendly and often fun way. This does not only concern information in text, but also audio (pod-casts, music) and image (photography, video) (Social-media, 2009, “Introductie”).


Concerning social media it mostly regards the role of the internet user. The user basically provides the content of the website. Moreover, he is also responsible for the ranking of certain items. One can think of for example rating specific articles and from these articles the most important ones appear on the homepage of the concerning website.


As mentioned above, the trend can be very appealing for social organisations. Social media offers the opportunity of a big stage to share one’s story and involve your public in a cost efficient way. Times in which the public rather keeps its money to itself, social media are a must for social organisations.


The LinkedIn group of social media professionals requested cases in which charity organisations used social media. A few examples of charities using social media are:

Red Cross used a channel on ViaVideo. People who work for the organisation recorded some video footage in Indonesia and Sri Lanka after the Tsunami and posted these online. The Red Cross also had a channel on YouTube.

Oxfam Novib does the same with its own ViaVideo channel. The channel contains videos which explain what the organisation does with the donations. In addition to this, commercials seem to dominate this channel.

1ProcentClub  is an organisation which asks people to spend one per cent of time or money to charity. One can chose a project on its official website. Every project has its own web page with project information, a weblog, photos and video so one can follow the developments and see how ones’ donation is spent.

Play it forward is an initiative with which one can support projects from all over the world. With the aid of widgets one can ask for attention for the initiative which one supports within ones’ own network. When one becomes ambassador of a project one will receive means to blog and share video. When the funds for a specific  project are raised Fieldworkers will follow the project on scene online (Rinz, 2009, “Goede doelen en sociale media”, para 4-11).

The trend seems to be to let people chose their own charity, the manner of contribution, to stimulate them to involve others in the project via networks and to show the results online.

Here is overview of the strengths and weaknesses of social media (Social-media, 2009):

	Strengths
	Weaknesses

	Current
	A lot of nonsense is posts which does not benefit its efficiency

	Content can often be shared via the latest technologies (XML, RSS, Flash, JavaScript)
	Often the average opinion is highlighted – personalisation is often not available

	Its possible to highlight the smallest niches
	

	Easy to use
	

	Everyone can share their opinion with it
	

	Lots of information and content available
	


ChildsLife has a project running on the 1ProcentClub since June sixth of this year. I was informed by an e-mail sent by an employee of ChildsLife, Camar Dapper, that the organisation is raising funds for a vocational school for one of its projects. To find additional information regarding the project I visited the official Web site of ChildsLife. Nevertheless, the ‘Club’ nor the project were not mentioned anywhere on the Web site (C. Dapper, personal e-mail, may 25, 2009). 

One can say two things regarding this situation. On the one hand, the organisation is following the trend by using social media to gain attention for its work and name. On the other hand, would a journalist be interested in the project and ChildsLife, he/she would not find any additional information on its official Web site. So, when referring back to point 4.2, it did not stand-by for the media sufficiently. It did not use the tool internet properly.
5. Schools

The schools are a target group that ChildsLife has to reach effectively and sufficiently. Without the participation of 35 schools the event will not be profitable and that is a result which needs to be avoided at all costs for realising the event. This is for the reason that the funds the schools will raise also cover the investments made by ChildsLife. The profits that consequently will result from the collected funds will go to the projects which ChildsLife supports.
In addition to this, through the schools and its students, the name of the organisation will be spread and  thus reach a broader audience – being close relatives and e.g. the neighbours. 

These previous  two arguments are aims for the organisation why the participation of the  schools is important. However, the schools have their own criteria which they review to decide whether they will participate or not. Therefore, I will explore the points of view of the primary education. This will be based on set guideline from the government and an e-mail correspondence with Loes de Wit, schoolteacher at the Tabitha elementary school.

5.1 School values

The primary education has certain core programs which it has to abide to (except privet schools). These core programs are determined by the Ministerie van Onderwijs, Cultuur & Wetenschap [OCW] (Ministerie van OCW, 2008, “Hoe de nieuwe kerndoelen tot standgekomen zijn”). These core programs consists of :

· Language and communication,
· Methodical working,
· World and human orientation,
· Self-image,
· Exercise education,
· Artistically-minded orientation.
(Postbus 51 Rijksoverheid, 2008, “Welke kerndoelen zijn er in het basisonderwijs?”).

The core programs are mainly focussed on the teaching materials. Schools use teaching methods in which the core programs are  implemented and these can be found in for example the calculus books from which the students have to do exercises. So when a school acquires teaching materials they select them based on these guidelines from the OCW. The core programs are mainly ‘end goals’, in other words, aspects which the primary students have to possess at the end of the 6th grade. Between the 1st and 6th grade, the schools are basically free to determine how they want to reach these ‘end goals’.


All the schools in the Netherlands are obligated to follow these core programs. If a school does not succeed,  they will get a negative advice from the school inspection and in the worse case scenario they will not receive funds from the state. Consequently, the school will have to close.

5.2 School committees

In general, primary schoolteachers do not make enough work hours  to be registered as a full-time employee due to long school vacations, free Wednesday afternoons etc. Therefore, almost all the schoolteachers are in a ‘committee’. The committees – consisting of one or more schoolteachers- decide which course the school will take. These school bodies are in charge for example holiday festivities, camping trip of the 6th grade, sport tournaments and so forth. In addition to this, at some schools there are also committees which are in charge of charity work.

As mentioned before, primary schools receive a lot of funds to put the core programs into practice. As a result, they are very attractive for organisations such as: sport associations, relief aid organisations, art & culture organisations etc. When schools are approached by one of the organisations, it will be directed to the appointed committee.

5.3 Selection procedure

When a relief aid organisation approaches a school, the committee will mainly look at the following points to make the decision to support it or not:

· Does the organisation share the same vision as the school (every school has a vision and it can normally be found on its official web site/school journal)?

· Is the organisation reliable (looking at its reputation, achievements etc.)?

· Does the organisation have teaching materials for the students?

· Do the teachers receive information to explain the goal of the organisation?

· Strives the organisation to something which is current among the students (supporting unfortunate children in Africa is easier to relate to than Stichting Zonnebloem)?

· Is it achievable (organising a sponsored marathon during the CITO-tests is not achievable)?

· Does the organisation communicate sufficiently with the school?

5.4 Decision making

For a primary school all of the above mentioned points are of importance to create a success. A school wants, in particularly when it comes to charity, to have a noteworthy achievement. For that reason, all the preconditions have to be met before it can actually be set in motion – the cooperation between the school and the charity organisation. 

The schoolteachers decide for which charity funds are going to be raised and how it is going to be carried out. Thus, when a school is approached by a relief aid organisation it will be directed to the committee in charge. In general, the approach – being a letter, e-mail, phone call – will be directed  to the appointed committee automatically.

Subsequently, the committee sets up a proposal and this proposal goes to the participation advisory body (medezeggenschapsraad) – the body consists of parents and teachers. On the whole, the participation advisory body can only give an advice. Nonetheless, most of the schools only agree to cooperate with, in this case, a charity when the parent-teacher-council also agrees with the proposal.


The influential factor for the decision making is whether the proposal meets the criteria which make the - in this case participation to the event – beneficial for the school.

6.  Other stakeholders

6.1 Key players 

Many of ChildsLife’s donors are of old age – between the 60 and 90 years of age. This segment of people is slowly reducing in numbers. Therefore, the organisation changed its target group age, of men and women, to the ages of 30 to 50 years – the babyboomers. As a result of this category modification, there will be a rejuvenation of its database (the database consists of all the donators collected into one computer program). The organisation altered the age category for the reason that once these new donors are devoted to ChildsLife, they will stay loyal for many years to come (E. van der Stuyt & D. Arrachart, personal interview, June 6, 2008). 


The reason why this target group is chosen is because  most people in this category have a steady income and therefore have the financial capability to donate to charity. In addition to this, many people of this age group have a family or are surrounded by friends/ family who have children – either way, there is a big possibility that they are closely connected to children. Consequently, it means that they are personally involved in the welfare of children and might therefore be easier pursued to support an organisation which offers help to needy children (E. van der Stuyt & D. Arrachart, personal interview, June 6, 2008).  

6.1.1 Assisting groups

For the event, ChildsLife wants to focus on groups that will assist the target group to raise funds during the event. Therefore, these groups comprise of the following:

6.1.2 Direct surrounding students

At the schools, the students are going to be informed about ChildsLife – they will be explained why they are going to raise money via special lessons. With this information and the information supplied (leaflets etc), they go home and inform their families. This is for the reason that the children might be selling the balloons or other gadgets to their direct surroundings. Consequently, these families will learn more about ChildsLife.


Moreover, the possibility is also there that the Children will go door-to-door to sell the balloons. In this way, a wider audience will be reached. Therefore, the direct surrounding of the students is a critical one and needs to be taken care of very carefully.

6.1.3 General public

In correlation to gaining more name awareness, the general public should be reached through this event. In this way, the people will know that ChildsLife exists and that it is doing good. This audience will not be reached via the students of the primary schools, but via the media 

(which is also a target group). By doing so, the event will have a national touch to it, even though only the schools of Noord-and Zuid-Holland are included.  Subsequently, the aim for this group is to receive more funding on the long run.

6.1.4 Suppliers

ChildsLife cannot do everything by itself. Some assignments or actions it needs to cooperate with third parties. The aspects the organisation can do by itself are mostly focussed on the creative parts and executive parts. Productions and delivery on the other hand it cannot. One should think of e.g. 

· the printing of the balloons, 

· the printing of the teaser-postcards which will be send before hand,

· the printing of the two-fold information balloon

· the delivery of the above mentioned goods and additional information packages etc.
7. Recommendations
Firstly, in this chapter, I will discuss the bottlenecks which ChildsLife encountered during the previous event. These will be divided in the themes ‘bottlenecks approach to schools’ and ‘bottlenecks approach to media’. Secondly, based on chapter four and five, I will formulate a strategy (which will also be a recommendation to ChildsLife) how the organisation could approach the elementary schools to gain maximum participation and generate maximum media exposure with the printed press.

7.1 Bottlenecks approach to school
As mentioned in the Introduction (p. 5) ChildsLife sent the invitations (with some basic information about the organisation) to the elementary schools to participate too late. The mailing was done in the beginning of December which is always a hectic period for these schools, because of the Sinterklaas festivities.

The schools which did participate received additional information concerning the selling of the balloons two weeks prior to the selling of the balloons. These two mailings were the only mailings that ChildsLife did and one can say that the communication was insufficient. This is for the reason that of the 7,000 schools which were approached only six schools took part in the event.


ChildsLife did not provide the schools with educational materials for the students to make it more appealing for the schools to take part in the event. Elementary schools have to follow certain core programs set up by the department of OCW (mentioned in chapter 5, p. 26). These programs also have an influence in the decision making whether or not the school will participate. The request an organisation can make has to have an educational value which comes into line with the programs of the OCW. ChildsLife did not meet these criteria.
To sum up the bottlenecks are:

· Mailing the invitations was too late,
· Insufficient communication,
· Not meeting the schools’ need of educational materials.

7.2 Bottlenecks approach Media

In the Introduction (p. 6) the publicity aspects are mentioned. ChildsLife sent two press releases to several daily papers and to the ANP. In addition to this, Walibi World posted two articles concerning the event on its official website. ChildsLife was of the opinion that just sending these two press releases would provide the publicity it wanted and needed. However, as noted in chapter four (p. 21) this is barely the manner to approach and involve the media to gain maximum exposure.
The bottlenecks here are:

· Too little media activities
· Poor media relations

· Poor use of communication tools

7.3 Recommendation strategy schools

Timing is crucial. Schools often make a planning for a school year before the year begins. During this period, schools are easier to approach and convince them to participate for the reason that they still have all the time to implement the event in its new school year so that it becomes achievable.

The mailing can be send to the school and it does not necessarily needs to be addressed to a specific organ. The mailing will almost be automatically delivered to the committee in charge of these kind of events – this can be read on p. 23. Generally, the school committee has a selection procedure to decide whether or not to participate, p.23. 

ChildsLife therefore needs to be sure that it, when inviting the schools, shares the same vision as the school does. The organisation is sending mailings to more or less than 1,000 schools. So it has to have one strong overlapping vision for the event. 
This vision could be that ChildsLife may well aid the development of the children on cognitive, social and emotional level. Elementary schools see themselves responsible for the upbringing, care, future and equal treatment for its students. ChildsLife shares and understands this vision. This is for the reason that, itself  has long term educational projects. One can think of the Stara school in Nairobi, Kenya and the vocational school it wants to establish there as well. Thus the vision of the event could be: 
‘ChildsLife want to lay emphasise on the development of social awareness of the students, meaning that the children will learn social abilities and will be able to see the lives of others through their own eyes. These abilities will go beyond the borders of school life. ChildsLife strives to make the students aware of their influence on and role they could have in society.’
This vision complies with the school values world and human orientation and self-image which are part of the core programs of the OCW (see p. 27).
Also it has to send the image across that it is a reliable organisation. ChildsLife already advocates an open and transparent identity. Therefore, it can direct the schools to its annual reports where the schools can read, in more detail, about the projects it supports and how ChildsLife spends its funds.

Moreover, a school - in its basic form - is a learning institution. The students have to gain knowledge in everything they do. Consequently, it is important that ChildsLife provides the school with teaching materials regarding the people they are going to raise funds for. This information has to be current for the students. In other words, they can relate more to needy children in Africa than to people with disabilities who might get into social isolation. By doing so, ChildsLife offer information to explain the goal of the event.

Thus to formulate  a SMART for the approach to the elementary schools, one can say: ChildsLife wants to have at least 35 schools, of the ± 1,000 approached, participating in the event in three months.
7.4 Recommendation strategy media
Media relations are important when one wants to tell a story. ChildsLife media relations are poor. Based on chapter four (p. 21), one cannot randomly pick up the phone or e-mail any journalist. An organisation, in this case the communication department, has to build a business relation with the right journalist. ChildsLife needs to reach the journalist in charge of the non-profit organisation sections. The organisation can no longer passively send press releases to daily papers or the ANP anymore. It has to get actively involved with the medium of its choice and get in contact with the right person.


This can be achieved by creating a list of relevant information concerning each medium. From each medium one has to think of the deadlines, frequency, key sections etc. A fictive example of  a national paper will be given below:
	Medium: Dagblad De Telegraaf (daily)

	Deadlines
	12.00 hr

	Frequency
	Six days a week, Sundays tabloids

	Key sections
	Domestic news / Privet

	Who’s responsible
	J. Michels - Journalist
C. Slagter - Journalist
A. Smits – Final editor


When ChildsLife knows who it can reach and how, the message it sends will reach the person who will be most interested in the topic and thus the chances of being published will increase. In addition to this, more fictive examples will be gives in appendix VI. Also, in appendix VII one can find a publicity matrix in which a time line is depicted regarding what, who, to whom, when and how to reach the schools and the printed press. 

There, one can also see that the schools will be approached first. When approaching the schools, ChildsLife will post messages concerning the event on its Web site. When the organisation has contracted schools to participate, it needs to start approaching the press – national and regional - with the message that ChildsLife, with the aid of schools, is going to raise funds for its feeding programs in Nairobi, Kenya. I am of the opinion that ChildsLife has more opportunity to be published when it is certain that it has the support from several schools (most preferably 35 schools). This is for the reason that, I believe that is gives an extra punch to the message when a journalists reads that a number of schools is supporting ChildsLife’s causes.
Moreover, the approach to he journalists will be of a more personal kind. The organisation will no longer send its press releases to a general account of the newspapers, but directly to the journalist self. What is more, a follow-up needs to follow after the press releases (which was not done during the previous event, see p. 7). These are also adopted in the schedule of appendix VII.
7.5 Conclusion

To sum up, ChildsLife needs to keep in mind that primary schools are looking for events which have an educational element for its students. In addition to this, when it considers approaching a school (or several), it has to be early in the academic year, preferably one or two week before the years starts.

When it comes to media relations, ChildsLife needs to get more personally involved with the media. At the moment it relies on sending press releases to general accounts of daily papers and the ANP. As a result, it might very well be that the message it wants so send ends up in the wrong journalist’s hand and be discarded due to its irrelevance, lack of newsworthiness for him/her. Therefore, ChildsLife will have to set up a media relations list (such as shown in Appendix VI).
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Appendices

Appendix I: Friends of ChildsLife

	
	Corporate donor
	Corporate sponsor
	Business Ambassador

	Corporate/private
	corporate
	corporate
	Private or corporate

	Short/long term
	Short or long term
	Long term
	Long term

	Contract yes/no
	no
	Yes, 3-5 years
	Yes, 3-5 years

	Type of support
	Money/goods/services
	Money/goods/services
	Network/money

	Minimum yearly contribution
	€ 1000,-
	€ ??
	€ 2.500,-

	Examples
	Boom Experience

Restaurant IJmond

Café ’t Hemeltje

MG Creations

Ruud Zander

Vitamin Store

Vijzelaar

Blokker

Hema

C&A

Struik

Tuuf’s World


	Penske

Business to Business

Bizon Buitenreclame

Wizzbit

HFC Haarlem

Kennemerland Business
	Peter Mantje (Ovenbouw)

Robert Bloemers (Imbema)

Kitty Krielen

Joop Berendsen

Marten Teves/Bart Drontmann (Duchefa)

Frans Baud (KVSA)

Peter Michalides (Holland Casino)

Theo Dekker (Zeehaven IJmuiden)



	Number
	No limit
	
	Target: 30 in 3 years

	
	
	
	

	
	
	
	

	


Appendix II: Begroting

	Date
	Item
	Costs incl. BTW
	Income in Euros
	Remarks

	Begin of june '08
	5,000 teaser cards
	€ 345,00 
	 
	Productions teaser cards

	Medio of june '08
	1,718 teaser cards mailing
	€ 400,00 
	 
	1718*0,19 = 326,42

	 
	Total
	€ 745,00 
	 
	Production two-fold

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	Medio of July '08
	2,000 two-fold
	€ 982,95 
	 
	Production two-fold

	 
	Total
	€ 982,95 
	 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	Begin of sept '08
	1,718 two-fold mailing
	€ 400,00 
	 
	1718*0,19 = 326,42

	 
	Total
	€ 400,00 
	 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	begin of feb '09
	20,000 balloons
	€ 17.510,00 
	€ 50.000,00 
	14715*1,19 (incl. distribution / preparing)

	 
	Total
	€ 17.510,00 
	€ 43.750,00 
	estimated balloon sales amount 17500

	 
	Total
	€ 19.637,95 
	€ 24.112,05 
	 

	 
	 
	 
	 
	 

	 
	 
	 
	 
	 

	begin of feb '09
	10,000 balloons
	€ 10.275,00 
	 
	8635*1,19 (incl. distribution / preparing)

	 
	Total
	€ 10.275,00 
	€ 25.000,00 
	depends on the sold amount balloons

	 
	Total
	€ 12.402,95 
	€ 12.597,05 
	 

	 
	 
	 
	 
	 

	begin of feb '09
	30,000 balloons
	€ 24.627,00 
	 
	20695*1,19 (incl. distribution / preparing)

	 
	Total
	€ 24.627,00 
	€ 75.000,00 
	 

	 
	Total
	€ 26.754,95 
	€ 48.245,05 
	 


	Naam evenement
	Ballonnenactie
	Aantal personen

Min – max
	

	Datum + dag evenement
	· 28 jan 2008 – 09 feb 2008 verkopen ballonnen

· 10 feb 2008 binnen coupon

· 11-13 feb 2008 scholen sturen geld op
	Budget
	Inkomsten 

€ 70.000
	Uitgaven 

€ 20.000

	Tijd


	
	
	

	Locatie


	Deelnemende scholen; CL aanwezig op winnende school
	
	

	Doelstelling


	Geld inzamelen voor voedselprogramma’s Kenia

	Doelen
	· Geld inzamelen

· Sponsors & partners

· Bekend maken werkmethode

· Naamsbekendheid

· Deelname scholen – 35 scholen

	Doelgroep


	· Directe omgeving leerlingen

· Algemene grote publiek

· Locatie

· Media

· Scholen

· Toeleveranciers

	Programma


	


Appendix III: Evenementenplanningsformulier
Appendix IV: Mijlpalen

	Nr.
	mijlpaal
	deadline
	verantwoordelijke
	OK

	1


	Doelen
	
	
	x

	2


	Doelgroep
	
	
	x

	3


	Budgettering
	
	
	

	4


	Go / no-go
	
	
	

	5
	Draaiboek


	
	
	

	6


	Locatie bespreken
	
	
	

	7


	Programma rond
	
	
	

	8


	Artiesten/sprekers contracteren
	
	
	

	9


	Uitnodigingen 
	
	
	

	10


	Laatste details regelen
	
	
	

	11


	Evaluatie
	
	
	

	12
	Bedankbrief sturen ?


	
	
	


Appendix V: Postal codes

In Noord-Holland the schools up to the postal code 2153 and the schools in Zuid-Holland with the postal codes between 2154 to 2995 are included for the invitation. Because of this, the event cannot wear the name “De Nationale Ballonnenactie’ any longer (D. Arrachart, E. van der Stuyt, personal interview, April 15, 2008)
Appendix VI: Media relations schedules
	Medium: Trouw (daily)

	Deadlines
	12.30 hr

	Frequency
	Six days a week

	Key sections
	Domestic news / Privet

	Who’s responsible
	S. van Es - Journalist

A. Gangpatsingh - Journalist

S. van der Touw – Editorial


	Medium: Noord-Hollands  Dagblad (daily regional)

	Deadlines
	12.00 hr

	Frequency
	Six days a week

	Key sections
	Domestic news / Privet

	Who’s responsible
	T. Poldervaart - Journalist

D. Reis - Journalist

E. van der Heijde – Final editor


	Medium: NRC Handelsblad

	Deadlines
	08.00 hr

	Frequency
	Six days a week

	Key sections
	Domestic news / Privet

	Who’s responsible
	M. Evers - Journalist

M. van Zoelen - Journalist

U. Chaudrie – Editorial


	Medium: HP/De Tijd (opinion magazine)

	Deadlines
	08.00 hr day before publishing

	Frequency
	Weekly

	Key sections
	Domestic news / Privet

	Who’s responsible
	M. Koek - Journalist

R. Partapsingh - Journalist

J. van der Geest – Final editor


	Medium: De Kampioen (illustrated magazine)

	Deadlines
	19.00 hr month prior to publishing

	Frequency
	Monthly

	Key sections
	Domestic news / Privet

	Who’s responsible
	L. Verhage - Journalist

B. Kuil - Journalist

Y. DeLorenzo – Final editor


Appendix VII: Publicity Matrix

	What
	Who
	To whom
	When
	How

	Invitations to participate
	ES, DB
	Primary Schools
	Week before academic year
	Direct mail

	Mention invitations on Web site
	Intern
	General public
	Simultaneously with sending invitations
	Web site

	Follow-up invitations
	ES
	Primary schools
	1st week of October
	Phone

	Contracting
	ES
	Primary schools
	Last week of October
	Personal

	Mention contracting of school on Web site
	Intern
	General public
	Last week of October
	Web site

	Sending teaching materials
	ES, DB
	Primary schools
	First week of November
	Direct mail

	Mention sending teaching materials on Web site
	Intern
	General public
	Simultaneously wit sending teaching materials
	Web site

	Send press release
	ES
	· Daily papers (National)

· Daily papers (Regional)
	Day before sending teaching materials to schools
	E-mail

	Follow-up press release
	ES
	Journalists
	2nd week of November
	Phone

	Selling of ChildsLife merchandise by students
	schools
	Direct surrounding students
	1ste week of February
	Selling door-to-door

	Mention Selling of merchandise on Web site
	Intern
	General public
	Simultaneously with the selling by students
	Web site

	Send press release
	ES
	· Daily papers (national)

· Daily papers (Regional)
	Day prior to the selling of ChildsLife merchandise
	E-mail

	Follow-up press release
	ES
	Journalists
	2nd week of February
	Phone

	Visit winning school
	ChildsLife
	Winning school
	3rd week of February
	Personal

	Send press release about winning school and raised funds
	ES
	· Daily papers (national)

· Daily papers (Regional)
	Day prior to visiting the winning school
	E-mail

	Invite press members/ journalists to join ChildsLife to go to winning school
	ES
	Journalists
	Week prior to visiting winning school
	E-mail/

Phone

	Mention winning school and raised funds on Web site
	Intern
	General public
	Simultaneously with sending press release about winning school
	Web site

	Follow-up press release
	ES
	Journalists
	4th week of February
	Phone
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