Communication Strategy                                                      International Dialogues Foundation


Chapter One
Introduction of IDF  
The first chapter provides an introduction of the International Dialogues Foundation in which the profile and corporate identity of the organization is described.     
1.1 Organization Profile
The International Dialogues Foundation (IDF) is an independent non profit organization established in 1989 and has its seat in The Hague. In short, a non profit is ‘an organization whose primary objective is to support an issue or matter of private interest or public concern for non commercial purposes, without concern for monetary profit’ (Schermerhorn et al, 1998). 

Enhancing the dialogue between conflicting parties for promotion of just (inter)national relations is what the foundation strives for. As a network organization, IDF gathers participants on basis of their position in society, experience, knowledge and influence. The force of their ideas should play a constructive role in the dialogue. By stimulating interaction and sharing their own expertise, the IDF members want to increase mutual understanding and generate a better relation between the parties involved. So far, IDF manages to come to workable conclusions and succeeds in generating more debate and initiatives on the topics of their conferences. 

1.2 Main Fields of Interest
Conferences almost always take place in the Netherlands and because of the international orientation English is used, besides Dutch, as the main language for dialogues. Over the years, the foundation has organized conferences in 2 different fields of interest: 
· The dialogue between the Islamic world and the West
With an increasing tension between Islamic extremism and Western society, for example the terrorist attacks in Madrid in 2004, IDF believes that this subject needs a dialogue. 
· The position of 'peoples' whose identities are denied
Basically, this involves ethic minorities throughout the world that suffer from suppression. 
1.3 Mission and Vision
The organization’s mission statement is placed on the homepage of the IDF website:
‘to enhance the dialogue for the promotion of just international relations’. The approach is to function as a network organization that “creates a shared responsibility for its activities among the participants, who represent different, often conflicting positions. In its projects IDF is always aiming at conclusions and proposals, which are realistic and workable” (IDF website, 2009, ‘Organization’, para. 1).
IDF has four principles that play a prominent part. These aspects should be stimulated among the participants in order to establish better relations between them:
· Shared responsibility
· Cohabitation
· Justice
· Participation
1.4 Corporate Identity
An analysis of the corporate identity gives an insight in IDF’s structure and culture, as these aspects form the base of the communication issues the organization is facing at the moment. 
According to the BNET Business dictionary the definition of corporate identity is: ‘the distinctive characteristics of an organization, including corporate culture, values, and philosophy as perceived by those within the organization and presented to those outside. Corporate identity is expressed through the name, symbols, and logos used by the organization, and the design of communication materials, and is a factor influencing the corporate image of an organization’ (BusinessDictonary,2008,‘Corporate Identity’).

To sum up, the corporate identity is the total of characteristics that form ‘the personality’ of an organization. IDF’s communication problems can be better understood by making an analysis of their corporate identity as it is in its current form and this can be divided in the organizational structure and culture.
1.4.1 Organizational Structure
The BusinessDictionary describes organizational structure as the ‘formal and informal framework of policies and rules within from which an organization arranges its lines of authority and communications, and allocates rights and duties. Organizational structure determines the manner and extent to which roles, power, and responsibilities are delegated, controlled and coordinated, and how information flows between levels of management’. (BusinessDictonary,2008, ‘Organizational Culture’). In IDF’s case, the organization is rather easy to overview in a diagram because it has a small structure:    
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The organization has a top down structure, which means that the delegation and decision-making on the orientation of activities take place at the top level. Basically, the technical realization of organizing conferences is in hands of the three centre-levels. Students on internship eventually form the lowest level because they are not involved in any decision making. 
The functions of the different layers of the IDF-organization are as follows:
· The Board, which is composed of 11 members, has a meeting every 2 months to evaluate and to discuss current and future activities. Except for 3 people, the Board is not present in the daily management of the organization.
· The 3 Board members that form the daily management are: Peter Idenburg (Chairman of the Executive Committee), Bouke Beumer (Treasurer) and Lilian Peters and they are responsible for the technical realization. The management operates rather independently because, except for the meetings with the Board every 2 months, communication between them is infrequent.
· Eight members support the daily management on a part time basis. Their specific tasks are not defined but decided during the process. The input of these volunteers is based on the type of profession, skills and connections they have in fields that are useful to IDF, such as Government, Business and Education.   
· The International Council (IC) forms the international network and has an advisory role to support the management in dealing with international topics. Currently, this group consists of 13 members with Dutch and foreign nationalities. Through the IC, IDF has close contacts with (foreign) governments and many international organizations. Also, the network is of great value in attracting international participants and guest speakers to conferences. 
· Finally, IDF operates on the support of students on internship. These students mainly come from educations that can be linked with the international character of the organization and their activities consist of providing secretarial support.  
1.4.2 Organizational Culture

George and Jones define organizational culture as: ‘the informal set of values and norms that controls the way people and groups in an organization interact with each other and with people outside the organization‘(2002, p. 508). So, the organizational culture comprises the attitudes, experiences, beliefs and values of an organization.
IDF can be regarded as an organization with a strong culture in which the staff is committed to the organizational values. Above all, the members consider dialogue as the best instrument for the promotion of just international relations. Although the members are serious and committed, the culture of IDF may be described as informal. There is no evidence of rank or status, which is also reflected in the interpersonal communication. 
The internal communication between members and the daily office is in Dutch and English. Except for the IC, most of the IDF members are of Dutch origin but are also familiar with foreign languages such as English, German and French. 
1.4.3 Name and Logo
In the communication the foundation’s name is abbreviated to ‘IDF’ so that it is more compact to read and pronounce. An English name is chosen because of the organization’s international orientation to a multi-cultural target audience. In fact, all the external communication, the website and the press releases are in English. With English being the second most used language in the world, the name and communication of IDF in this language is therefore understandable for a large number of people.  

IDF does not promote the organization by means of branding, such as using a logo or a slogan. Except for their name, members and activities, there are not any particular aspects that make IDF more recognizable to the public. 
1.5 Finance and Resources
Being a non profit organization that supports an issue of public concern for non commercial purposes, IDF’s conferences are free to the public. There is no turnover of any activity and 
the major part of the resources for conferences comes from financers. In general, the organization receives support from government departments and other international organizations. Getting financial support is not easy for IDF while there are many other non profit organizations applying as well. Altogether, it is a constant battle to convince financers but of course financial support is crucial for the sustainability of the foundation.
1.6 Conclusion
The organizational culture is strong and determined in its ambitions and commitment of the IDF members is essential for realizing the objective of enhancing dialogue for the promotion of just international relations. Therefore an optimized external communication to generate publicity needs to give more exposure to their idealistic work. In addition an improvement of the communication will strengthen the relation with target groups, which will be discussed later on.  
But first the internal situation needs to be analyzed by identifying IDF’s strengths and weaknesses that might form an obstacle in practising good external communication. 
Chapter Two

Situation Analysis

The second chapter provides an internal situation analysis of the strengths and weaknesses that affect the organization. ‘A situation analysis is the first step in a problem solving process. A full understanding of the internal and external situation is vital in order to determine the bottlenecks that need to be dealt with. Furthermore, the organization needs to forecast trends in the environment in which it operates’ (BusinessDictonary, 2008,‘Situation analysis’).
Analyzing IDF’s internal and external situation (external will be done in the third chapter) should produce a large amount of information. A SWOT analysis will be used to filter this information. SWOT stands for Strenghts, Weaknesses, Opportunities and Threats. “It classifies the internal aspects of an organization as strengths and weaknesses and the external situational factors as opportunities and threats” (NetMBA Business Knowledge Center, n.d.).
This grouping of bottlenecks gives a clear insight when problems in the communication are diverse and extensive. By knowing these four factors it becomes clearer for an organization how to make best use of its strengths, correct the weaknesses, make use of opportunities and avoid potential threats in order to be able to change a certain situation.    

Structure of the SWOT analysis:
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2.1 Internal analysis

Before obtaining a full understanding of the external communication of IDF with its environment, it is necessary to have an overview of the internal situation by making an internal analysis.

‘The Internal analysis is a research into the total functioning of an organization. It gives an overview of the strong and weak factors that give the organization advantages and disadvantages in meeting the needs of its target market’ (Vos, Otte & Linders, 2003). 
2.1.1 Strengths of IDF 
· Experience & Knowledge of members 
Many of the IDF members have/had international careers and worked with diverse (inter)national topics. In particular the experience and knowledge that the members have obtained enable IDF to organize a good dialogue on difficult subjects. Thanks to their qualities IDF is able to express interesting opinions and give in-depth information to the parties involved in order to increase mutual understanding among participants.     
· Broad Network

In the communication IDF describes itself as a network organization because of the large number of people all over the world connected to the foundation. Many different contacts among government, politics, business, science and education are part of this network. Through these connections, IDF tries to promote the realization of just international relations by pushing the conclusions and proposals derived from their conferences. The network is also very important for inviting guest speakers and participants from abroad. 
· Public figures

Several well known Dutch public figures are members of the IDF organization. To give an example; Dries van Agt (former Prime Minister), Ed van Thijn (former Mayor of Amsterdam), Wim Deetman (Mayor of The Hague), Hans Dijkstal (politician) Jet Bussemaker (State Secretary) and philosopher Tariq Ramadan are part of the network. Their positions, knowledge and influence are very valuable to the organization. 
· Enthusiasm and morale
Enthusiasm and a high morale are the force that drives the members to contribute to the objectives of the organization. The willingness and commitment of these people to organize dialogues for the promotion of justice in the fields of interest they share, is noticeable in the work of IDF.
2.1.2 Weaknesses of IDF  
· Non- innovative in promotion    
Publicity is needed because the members want public awareness of the dialogue to increase understanding of certain situations (of conflict) in the world. More people participating is considered as a contribution to a good dialogue. But the organization has hardly invested in promotion and as a result, IDF has difficulties in generating publicity for its work. A lack of publicity also has the consequence of a low level of attendance of their conferences, which forms another frustrating aspect to the organization. 
Despite a lack of publicity and a too small number of attendants at several conferences, the foundation never really changed its promotion strategy. In fact, IDF always expected to become visible through the force of its activities and therefore the only promotional tool they use to generate free publicity, is spreading a press release for announcing conferences. In order to change this, IDF needs to work on its non-innovative culture and be open to new methods that are within their possibilities.
· Attracting participants
A dialogue is considered extra successful with a considerable number of participants involved. But over the 10 last years IDF had problems in attracting enough public to the conferences. It often happened in the past that the organization aimed at a large number of participants but eventually only succeeded in attracting a small group. Of course the level of attendance forms a frustrating aspect. Therefore, an improvement of the external communication with its target groups has to contribute in solving the lack of attendance. 
· Basic Website 
The IDF website is not very actively used by the organization. For example, the last update is from November 2007 on the conference ‘Youth & Metropolis’ and currently there is hardly any recent information to be found on the site about activities in 2008 or 2009. Basically, the website is rather simple and has little accessible information for its visitors. Altogether, the website does not form an optimized instrument for IDF’s external communication.
· Lack of  internal communication 
The lack of internal communication affects the internal cooperation and progress of IDF’s work.
Miscommunication and disagreements have occurred because, for example, some members were uninformed on updates due to an inconsistent contact between the Board, International Council and daily management. The provision of information within IDF is not optimal as there is not a communication system within the organization. Neither have they implemented a tool for monitoring and evaluating its work. However, a structure in the internal communication is necessary because important changes require communication between members and evaluation, as well as feedback, are necessary to improve. 
· Minimal communication with target groups
IDF’s current communication with its target groups has proven to be insufficient for generating a good amount of publicity and a high level of attendance. So far, the organization did not develop an outlined strategy or implemented an extra communication tool for their external communication. Except for an invitation by a press release, the target groups do not receive any updates, information on developments, achievements etc. Shortly put, the communication of IDF with the target groups is too minimal.
· Financial limitations

All of the IDF conferences are free to the public. The organization does not have any income or turnover and therefore they entirely depend on receiving financial support. But often it is hard battle to raise enough support to organize their conferences because there are many other non profit organizations applying for it as well. IDF’s financial limitations do not leave much room for investing money in marketing communication methods and consequently they are forced to be creative. 
· Difficulties in attracting younger people

There are problems for IDF in committing younger people, such as students, to the organization and attract them to their activities. According to the vision of IDF, the youth represents an important part of society and the opinions of youngsters should be part of their dialogue. But the current communication methods do not result in reaching younger people and IDF will need a more effective and tailored external communication tool to reach this specific target group. 
2.2 Conclusion of the internal analysis
The culture and structure of IDF as an organization bring along several strengths and weaknesses. These aspects affect the foundation in a positive and negative way in its striving to reach their objectives. 
To summarize the internal analysis of strengths and weaknesses:
	Strengths  

1.  Experience &

    Knowledge of members
2  Broad Network
3. Public figures             
4. Enthusiasm

   and morale
                           
	Weaknesses

1.  Non-innovative in  

    promotion
2.  Attracting participants 
3. Basic website
4. Lack of  internal  

   communication
5.  Minimal communication 

    with target groups
6.   Financial limitations
7.  Difficulties in attracting   

    young  people




Basically, IDF’s force is formed by the broad network of enthusiastic and experienced members with knowledge and public status. So, these aspects are the qualities of the organization and should be pushed in generating free publicity. On the other hand, a non-innovative character, unstructured internal communication and financial limitations caused the external communication and promotion methods to remain basic and minimal. To tackle the current problems of a lack of publicity and a lack of attendance, IDF needs creativity structured in a tailored marketing communication strategy. In this plan the promotional tools are recommended that can help them to change the communication problems. 

Before recommending this strategy, an insight is needed in IDF’s external situation in which the opportunities and threats are analyzed that can affect its functioning. This will be done in the third chapter.  
Chapter Three

 External Situation Analysis

In the following chapter the external factors will be discussed and summarized which are of concern to IDF. An external situation analysis is necessary in order to get a comprehensive view of the foundation’s external situation and to examine the environment in which the organization operates. 
3.1 Opportunities for IDF
· Virtual communities 
Virtual communities, also known as e-communities or online communities, are part of so called ‘social media’ which according to Nielsen Research are rapidly increasing (Nielsen,2009,’social media’). Such a community is formed by a group of people that mainly interacts through the internet within a virtual society across geographic, time and organizational boundaries. In this system users are able to develop personal relationships. These weblogs are often free online services and are therefore attractive for people and organizations to use. Many of the virtual communities use so called ‘social software’ such as chat-rooms or forums. Also the enormous increasing popularity, non-stop global accessibility and user friendliness make it appealing for people and organizations to use.  
Some examples of popular virtual communities are Hyves, MSN Network, Facebook and Twitter. Such programs are an excellent tool to inform target audiences, to interact with them and to receive their feedback. 
IDF has not made use of this kind of programs so far. However, it can be very interesting for them because the organization has a low budget and this technique enables them to communicate with a broad (online) public without requiring many financial resources. 

· More access to  internet
Research of the Dutch Central Bureau of Statistics proved that in 2008 more households got online access. Actually, the number of households with internet increased with 3 %  from 80% to 83% of the total Dutch population (CBS,2009, ‘Internet in Nederland’).
IAB Nederland discovered in another research that people of 25 plus that use media, 20 % spend time on the internet. Two-third of the people questioned agree that the internet is the medium of the future. This figure proves that internet has become, after radio (34%) and television (32%), the third most popular type of media. Youngsters in the age of 15 to 24 years old even regard internet as the number one type of media. Visiting web pages and e-mailing are the main online activities of this group (IAB Nederland,2009, ‘Knowledge Center’). 
Because the increase of online access by the Dutch population is expected to continue, good promotion of the IDF website should improve their visibility on the internet.

· IDF’s visibility on popular search engines 
Currently the IDF website is very easy to find through the search engines of Google and MSN. According to a study to online activities conducted by the bureau of market research ZDNET, Google and MSN are the most popular search engines in the Netherlands (ZDNET,  2009,‘zoekmachines’, para 2). The traceability of IDF on Google and MSN, together with an increasing access/use of the internet by the Dutch population, is an opportunity for the organization to generate a better visibility online. 
· Increase of volunteers
As mentioned, IDF wants more participation of people in the organization. Fortunately, the climate of volunteers in 2009 is favourable to IDF because a research on leisure activities in The Netherlands proved that between 2005 and 2008 the total number of volunteers active for ‘political and ideal voluntary work’ has increased (Tijdbesteding, 2008, ‘vrijwilligers’). Also according to another research by the Dutch Bureau for Statistics (CBS) to social participation in the Netherlands, there is an increase of voluntarily workers among the age of 15-45 years old  (CBS,2008 ‘vrije tijd/cultuur’, para.1). Willingness of volunteers is crucial for the sustainability of IDF and this trend gives the organization a chance to commit more people to the organization.
· Multitasking
An increasing number of internet users in the Netherlands are multi-tasking, according to a research by the marketing bureau SPOT (SPOT,’multitasking’, para. 1). Multi-tasking stands for doing other activities, such as listening to the radio, reading a paper or watching television, while a person is surfing on the internet. By generating publicity in media, IDF is able to lead more people who are multitasking to their website.    
· Free Banners
A quick search on the internet for marketing tools results in numerous internet organizations that offer the service of developing free banners. Banners are small advertisements which, for example, can be placed on websites. By clicking on it a person is directed to the website of which the banner is advertising for. Some examples of these free services are Leejoo and GratisBanners.nl. So far, IDF has not placed any banners on partner sites but using them can lead more people to the website and consequently generate publicity and interest in their organization.
3.1.2 Threats to IDF
· E-conferencing

One of the new ways of organizing a debate is by e-conferencing (‘e’ stands for electronic), which is a form of conferencing via the world wide web. With the development of new media, this technique is becoming a popular instrument for organizations to exchange information. By e-conferencing groups can see, hear, text chat, present and share information together. Two or more people can conduct a meeting over the net using e-conferencing technologies such as audio and/or video stream. Also free chat applications such as Yahoo Messenger, MSN Messenger, Skype or Google Chat can be used for communication. 
The low costs and little preparation that e-conferences require in time and location make it an appealing technique for dialogue organizations. Because IDF has invested little in new media, this development of e-conferencing is likely to become a threat. 
· Background information on the internet
A growing number of people are logging onto the internet and internet users have the ability to produce and consume data on an increasing number of websites. In February 2008 there were over 117 million different websites and the number is still increasing (Wikepedia,‘websites’,2009). Many different internet sites give people the opportunity to do research and find background information on diverse topics. A large number of websites and weblogs make it possible to respond to information and thereby give the user the possibility to interact. Besides that, borders do not matter for exploring and finding information on the internet and it is accessible 24 hours a day.
Because IDF wants to increase the understanding of a topic by organizing a dialogue and by providing background information, the growth of available information on the internet is a competitive factor. 
· Increased professionalism non profits 

While IDF remains basic in the external communication, other non-profit organizations are becoming more professional and have a more corporate approach in their external communications. Non profits are nowadays expected to have efficient fundraising techniques, to have access to modern marketing methods and to gather professional expertise. Unfortunately, IDF lags behind in professionalizing the organization’s communication methods. The promotion is limited in technique and does not lead to satisfying results. In order to remain visible in a competitive field, a more innovative strategy is needed for IDF’s external communication.
· Increase of e-mails  
A media survey by Datran Media predicts an increase of the use of e-mail by organizations for marketing purpose. 80 % of the organizations questioned plan a greater use of this tool in 2009 (Datran Media, 2008, ‘state of email marketing’, section 1). Also, the use of e-mail by the Dutch population is slightly increasing over the years. E-mail is an important instrument for IDF’s external communication with their target groups. So, an increasing use of e-mail by people and other organizations could decrease IDF’s visibility.
· Increase of Online Advertising 
According to a research by Nielsen Media, the year 2008 had an 18%  increase of investment in online advertising and organizations are spending more money on display advertisement to increase  their visibility on the internet (Nielsen, “marketing-innovation’ section 2). IDF is not investing in online advertising and thus the foundation faces a growing competition of the organizations that do invest in generating online publicity.
· Overload of information

Organizations and publics nowadays receive and send so much information that marketing-experts speak of an ‘overload of information’. In short, this means that consumers are receiving a great flow of new information in different media on diverse subjects and therefore find it difficult what to select. New information is very rapidly produced and the ease of duplication and transmission of information across the internet over the increasing channels contributes to this overload. In this current environment an optimization of IDF’s external communication is necessary in order to remain visible in a jungle of information.
3.2 SWOT-matrix
After having completed the internal and external analysis, a SWOT-matrix will be used. This is     ‘an outline of a table where the strengths, weaknesses, opportunities and threats, researched in the preceded analysis can be found’ (Vos, et al, 2004, p. 35).
	
	Positive
	Negative

	Internal factors
	Strengths (S)

1.  Experience and Knowledge
2.  Broad Network
3.  Public Figures
4.  Enthusiasm and morale
	Weaknesses (W)

1. Non-innovative in promotion
2. Attracting participants
3. Basic website

4. Lack of internal communication

5. Minimal communication with target   

     groups

6. Financial limitations

7.  Problems in attracting young people

	External factors
	Opportunities (O)

1. Virtual Communities

2.  More access to internet

3.  Visibility on popular search engines

4. Increase of volunteers

5. Multitasking 

6. Free banners


	Threats (T) 

1.  E-conferencing

2.  background information on the internet

3.  Increase professionalism non-profits

4.  Increase of e-mail for marketing

5.  Increase of online advertising

6.  Overload of information
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The issues of the International Dialogues Foundation can be found within the weaknesses and threats. “These need to be tackled, reduced, avoided, improved or altered. The positive points lie within the internal strengths and opportunities. The organizations can make use of these” (Vos, et al, 2004, p.35). IDF’s largest external opportunity lies in finding ways to get free publicity and lead people to the organization and their activities by making use of current trends and developments in new media. An approach with effective tools is needed to push the organization’s strengths 
and qualities under the attention of the target groups. Of course, this strategy should be within the possibilities IDF has financially and in terms of personnel. 
The largest challenge for IDF is to generate publicity within a competitive and innovative field. Organizations and people are increasingly active on the internet. Besides this, an increasing amount of information is accessible and produced by consumers, online marketing techniques improve and are used by other organizations with a high intensity. For this reason, IDF has to start using innovative methods to remain visible within these developments.
3.3 Conclusion

In conclusion, the modern media brings opportunities and threats to IDF at the same time. As mentioned, other organizations are increasingly using the internet for their promotion and become more professionalized in their approach. On the other hand, these developments bring along many available online tools as well, which IDF can implement in order to generate free publicity.     
Chapter Four
Field of Forces

To write an adequate communication strategy an analysis of IDF’s target audience is necessary. In this following chapter the foundation’s relation with its most important stakeholders will be examined by analyzing the Field of Forces at which the communication strategy needs to be directed. But what exactly is the Field of Forces?
‘The Field of Forces include the involved parties in the activities of an organization’ (Vos, et al. 2004, p. 43). Kotler & Andreasen describe it as follows: ‘Organizations operate in a complex field of different forces. For their functioning they depend on numerous public groups that have their own interest, such as participants, politicians, media and competitors. They all require a special approach in communication ‘(Kotler & Andreasen, 1996, p. 81). A communication strategy should be primarily directed at the target audiences of IDF’s activities, namely the media, participators and general public. Consequently, a different approach should have a positive impact on the secondary part of IDF’s external audiences, which are financers and volunteers.  

4.1 Target Audience

Media 
“Media can make or break an organization. The press can be strong advocates on many issues because of their enormous influence on the general public. It is very important to maintain good relations with media organizations and to understand their interests. In return for interesting news, informational material and quick access to top management, media editors are likely to give the organization more and better coverage” (Kotler & Andreasen, 1996, p.85).

IDF searches for publicity of media in the region of The Hague and so far the promotion was mainly aimed at regional newspapers, radio and television. An increase of publicity is needed to generate more attention for the dialogue and this would mean to them more significance to their work. Because IDF’s conferences are meant to influence and catalyze debate on issues which according to the organization need attention, a higher level of media coverage should contribute to more discussion and understanding of these topics. 
Although the organization regards the media as a very important target group, they lack a determined communication plan to approach them. Considering the lack of publicity and attendance, the current strategy has proven to be insufficient. Except for sending media a press release, IDF  has not implemented a strategy of efficient tools to generate a satisfactory amount of publicity.  
Target groups
Part of the consuming publics are the participants of the foundation’s conferences which represent different positions, often conflicting positions. IDF tries to stimulate interaction between them and eventually their dialogue should create more understanding and mutual insight between the parties. 
Despite of the importance of this target group, IDF has not really got a strategy to reach and attract them. As a matter of fact, there are serious difficulties in attracting the desired amount of participants. Although the target groups are invited by e-mail, this does not result in a satisfactory level of attendance. As explained, currently the level of attendance at conferences is considered as too low. So therefore an increase of publicity in the region of The Hague should also lead to more participants.

General Public 

IDF’s activities are open to the general public and if people have an interest in the topic, they are free to attend IDF conferences and take part in the dialogue. A large audience is necessary to generate more attention for the dialogue. Word of mouth promotion and free publicity by spreading press releases should reach and attract as many public to the activities as possible. As explained, IDF unfortunately has serious difficulties in attracting the number of people they want to. For example, the last conference ‘Youth and Metropolis’, was aimed at 300 people but eventually had 60 visitors, which was a disappointing number. Of course, to IDF the absence of good amount of public at conferences is a frustrating aspect.
4.2 Financers  

Part of the input publics are financers. Kotler and Andreasen (1996) recommend the following to attract this group: ‘The staff of an organization must develop a philosophy of fundraising and specific proposals that might excite possible financers’. In other words, IDF has to find ways in order to make itself appealing to financers.
The resources of IDF entirely dependent on the support of financers because they do not receive a fixed subsidy. In fact, they file separate requests for each activity. Fundraising is aimed at type of financers that can be linked to the subject of a conference. In practice, IDF mainly receives financial support from stakeholders in the fields of government and business. 
Of course the threat exists that requests of IDF to obtain finance get rejected. After all, financers themselves decide if it is in their interest to support a particular cause. Because the organization is so dependent on financers, they have to reconsider the current approach. IDF can not risk the danger of a serious decrease in subsidy. To remain sustainable and secure their financial position, an improvement of the external communication is highly recommended. Publicity would mean visibility among this target group and consequently should create a strong image of IDF. 
4.3 Volunteers

The internal publics are the volunteers that are active for the organization and without their efforts IDF could not exist. It is the member’s ambition and affection with the foundation’s objective that drives them. Together they form a well educated and experienced group of people with good knowledge on many (inter)national topics. For the commitment and willingness of volunteers, it is important to maintain a healthy internal situation of good communication and cooperation. As mentioned in the internal analysis, this communication is currently rather unstructured.

4.4 Competitors of IDF
Which organizations are currently competitors to IDF?

Kosmopolis 
Kosmopolis is a network organization that has many contacts worldwide. This foundation is active in four different cities in the Netherlands, among them The Hague. Basically, Kosmopolis wants to stimulate the cohesion of different (ethnical) groups in society by stimulating dialogue between parties that have difficulties in understanding each other in order to take away prejudices. Through their activities, such as organizing conferences, Kosmopolis wants to provide extra information for an intercultural dialogue and thereby increase mutual insight among participants.
InterDialogues
InterDialogues is a non profit organization that organizes inter-cultural dialogues in symposia and conferences for different cultures in the region of The Hague. The dialogues are meant to stimulate the cohabitation in Holland between different sections of the population and help to solve issues among them. So far the organization has generated awareness among a large group of people. To give an example, their newsletter is send to a target group of 12.000 people.
Islam & Dialogue
The foundation Islam & Dialogue is founded by Turkish- Dutch citizens and the initiators and people involved are mainly high educated Muslims who on one side have affection with the Muslim community and on the other hand with the Dutch society. Especially these qualities give them a position from which they can contribute to the social and inter-religious cohesion in Holland. Therefore, the ‘relation between the Western world and Islam’ is the main focus of the organization and by organizing conferences, Islam & Dialogue tries to enhance the dialogue between these different cultures.
Cosmicus

Cosmicus is an organization which through educational, cultural, social activities contributes to the stimulation of participation and integration of diverse sections of the Dutch society. Primarily, the foundation wants to enhance the social cohesion between different publics by organizing a dialogue and aims in its activities in particular at the relation of Islam and the Western World.   

4.5 Conclusion

All of the external publics within the Field of Forces of an organization are connected and  important when it comes to positioning. Therefore, an optimization of IDF’s external communication is necessary to increase visibility among these various groups. More publicity could generate more awareness and support among media, participants, general public, volunteers and financers. Furthermore, it should also have a positive impact on the realization of IDF’s objectives, give force to their activities and provide sustainability to the organization.  
Chapter Five

Theory and Practice

In this chapter a closer look will be taken at ‘promotion’ in the marketing communication and it will be explained why promotion is utmost important for an organization. In addition, IDF’s use of external communication tools will be analyzed by looking at their current promotional activities.
5.1 Non profits and marketing communication

According to the MSH Glossary of Marketing Definitions, ‘marketing communication’ is:

· Targeted interaction with customers and prospects using one or more media, such as direct mail, newspapers and magazines, television, radio, billboards, telemarketing, and the Internet. 

· Includes advertising, public relations, web development, logo, design - anything that serves as a vehicle for brand and marketing messages (MSH, 2008, ‘Marketing’).
‘Effective marketing and communication are essential to a non profit’s success’ (Wymer, 2006, p. 122). However, often they hesitate to spend their time and resources for marketing themselves. 

Communications expert Wendy Gray Maynard of the marketing firm Concept, made the following observation on the relation of marketing and non profits in an article she has written for Marketing Source:
‘While the most non profits are not selling products, they are selling the organization’s mission, its ideas, their programs and services. In a world where everyone is overloaded with information, a strong image is the key to community awareness. Developing and maintaining a visible and credible identity through marketing will increase local support for your organization” (Maynard, ‘Marketingsource’, para.1). Basically, her observation summarizes IDF’s necessity of marketing their organization.
5.2 IDF attitude towards marketing

In that same article Gray Maynard makes an analysis of the mistake that many non profits make  which also applies to IDF’s attitude towards marketing: 
“Many non profits believe their programs will sell themselves based on their inherent worth. They operate with the assumption that support and recognition will automatically come to a good cause. Unfortunately, this is a false premise. Even the best of programs will fade into obscurity unless non profit management intentionally makes other groups, associations, businesses and individuals aware of their mission and continuously maintains that level of awareness” (Maynard, ‘MarketingSource’,para.2). 
IDF also believes their program will sell itself through the force of their activity and therefore they only promote by word of mouth publicity and by press-releases. Unfortunately, the lack of using promotional tools has the consequence of hardly getting publicity and consequently a low level of participation in conferences. However, in a field of fierce competition between non profits, good external communication is necessary. Because IDF does not have the financial means to professionalize the marketing tools, they are forced to use creative solutions.  
5. 3 External communication

A marketing communication plan is necessary for IDF in order to improve the external communication to increase the level of publicity and consequently more attendants and a stronger position in their Field of Forces. But what exactly is external communication? The BNET Business Dictionary defines external communication as ‘the exchange of information and messages between an organization and other organizations, groups, or individuals’. It includes the fields of Advertising, Personal selling, Sales promotion, Public Relations and Direct marketing.  
For the existence of an organization, external communication is an essential factor. ‘All strategies rely on communication, because it is through communication that organizations emerge, are maintained and change’ (Conrad, 2002, pg. 22). 
An organization always depends on certain relationships with stakeholders who make it possible to achieve objectives. The goals of external communication are to facilitate cooperation with these various target groups. Creating a strong image of an organization and its services is necessary to attract potential and actual customers and society. Also, external communication is very important to IDF because as a non profit organization it fully depends on public support. So, it is vital to make the general public aware of their existence. External communication should be optimally used as a tool in order to achieve the organizational objectives and therefore an insight is needed of IDF’s current use of Advertising, Personal selling, Sales promotion, Public Relations and Direct marketing.  

5.3.1 Analysis of IDF’s external communication tools

IDF’s current use of external communication tools is as follows:

Advertising 
· Website
The IDF website describes the objective, aims and principles of the organization and also gives a brief overview of past activities. As mentioned, the site is easily to be found through the popular search engines Google and MSN. Despite of the fact that the website is, besides a press release, the main tool for communication with the external groups, it is hardly updated or promoted. Neither did IDF place links or banners on partner sites in order to generate publicity. 
Direct marketing 
· Direct Mail
Because of the low costs and user-friendliness, IDF spreads press releases by e-mail mainly in approach to conferences to inform their target groups. By this tool, IDF hopes to generate publicity and participation of their activities.  
· Telephone
In terms of promotion, IDF mainly uses the telephone to contact potential financers and media. Calling with financers has the purpose of convincing them support their activities. Media is often contacted by phone shortly after a press release is send to journalists to stimulate them to cover or attend upcoming conferences.  
Personal Selling 
· Events 
Through their events IDF wants to built a reputation that is eventually strong enough to attract interest from target groups. The topic of the dialogue, the program and the guest speakers must be interesting enough to basically sell itself.  
5.4 Promotion of IDF’s main competitors
How do IDF’s main competitors make use of promotional tools?
Kosmopolis  
Communication manager of Kosmopolis Bidjai Saktoe says the foundation first of all brands itself by using their logo on material such as flyers, posters and postcards. Secondly, they try to generate publicity, increase recognition and attract people to the organization by spreading articles and by organizing essay contests. Thirdly, the foundation spreads an annual report of their past and upcoming activities among target groups. Finally, Kosmopolis also makes use of new media such as Hyves and MSN. For example, their Hyves page contains a lot of information on the organization, video’s and polls.
InterDialogues

An interactive website on which users can find many documents, newsletters, reviews and articles on topics related to their dialogues, is the main promotional tool of this non profit organization. Yearly an annual report is send to their direct stakeholders and in addition they organize essay-competitions on intercultural subjects. 
Islam & Dialoog
To promote the website and their organization, Islam&Dialoog placed banners on partner sites,  sends newsletters, spreads flyers and produces a magazine twice a year named ‘Sophia’ in which past activities are summarized and articles are placed. Their website is extensive because it contains a lot of information, such as updates, agenda and a large database of downloadable articles and press releases. 
Cosmicus
Also Cosmicus promotes the organization and informs target groups by spreading newsletters and by making their own newsmagazine-named ‘The Cascade’. In this magazine, opinions are exchanged on diverse social and cultural subjects. Their website is promoted by links and banners on partner sites and it is frequently updated with the organization’s agenda, news, report of events, pictures and articles. Cosmicus also goes along with modern times by using Hyves. Their community is named the ‘Cosmicus College’.
5.5 Conclusion
The table below summarizes the differences of IDF and its competitors in promotional technique:
	Technique
	Used by…
	Examples:
	IDF’s approach:

	 Practice in generating free publicity
	Kosmopolis, Interdialogues, Islam & Dialoog, Cosmicus


	Promotional campaign of diverse external communication tools (posters, flyers, articles, press releases)
	Campaigns have been basic and limited in promotion. The tools were press releases and phone calls

	Use of
Modern media


	Kosmopolis, Interdialogues, Islam & Dialoog, Cosmicus


	Extensive websites, placing links/banners, virtual communities such as Hyves and MSN Network
	Use of modern media is limited to a basic website which is not frequently updated

	Frequent updating the target groups


	Kosmopolis, Interdialogues, Islam & Dialoog, Cosmicus


	Frequent spreading of newsletters, updates on websites, magazines, annual reports
	Announcing a conference by a press release, no updating of target groups

	Consistent visual elements that generate

recognition


	Kosmopolis, Interdialogues, Islam & Dialoog, Cosmicus


	Use of logo in external communication-  newsletters, flyers, posters etc.
	IDF does not have

consistent visuals yet

	Creativity to distinguish your organization from 
others
	Kosmopolis, Interdialogues


	Organizing essay-competitions, workshops,

producing postcards  
	IDF’s activities only distinguish in content not in form


Fig.4

To conclude, the analysis shows that IDF uses a rather small amount of promotional tools compared to the direct competitors and it makes clear that these organizations do not differ that much from each other in the use of communication tools. Finally, it may be concluded that these non profit organizations are currently more innovative in their marketing than IDF is.
Chapter Six

Analysis of the questionnaire and results
In September 2008 a short survey was conducted in the region of The Hague. The focus lay on this area because it is the field in which IDF operates and aims their promotion at. Research was done among participants of an IDF conference, journalists active in the region of The Hague and also the general public on the train to Voorburg. 
The survey was held among media, participators and the general public in order to get a clearer picture of how IDF is regarded by these groups. The objective of the research was to discover the familiarity of the target groups with the foundation and their potential support for an implementation by IDF of new communication tools. In the end, the results will be used in creating the communication strategy. 

6.1 results of the survey
A new communication strategy can be regarded as a starting point from which IDF want its brand-awareness to expand. Therefore the familiarity of the various target groups with IDF was part of the survey.
Only 18% of the people questioned know IDF. So according to the research the organization is not very well known among media and general public in The Hague and its region. Of course the lack of publicity over the years has contributed to the little awareness. Of the people that do know IDF, a 59 %  knows the fields of interest of the foundation’s conferences.
40% of the people that are familiar with IDF became aware of the organization by word of mouth. Other channels through which IDF generated awareness are the press releases they send and their cooperation with partner organizations. 
The way IDF organizes dialogues is considered as their best quality (60%) and the profile/status of IDF members as well as the broad network of the organization come after that.
In majority, target groups prefer receiving a newsletter (55%) as the tool to get new information on IDF. Also frequent updates on a weblog and updates on their website find good interest among them.
Almost half of the questioned target groups (45%) is interested in joining a virtual community (such as Hyves) if IDF decides to start one. But a part of 35%  hesitates and will decide to join or not on basis of the content of that communities. Interaction is what people want to find in IDF’s virtual community and they should have an opportunity on it to leave feedback, opinions and comments as well. The community should also offer updates, videos and photos of IDF activities according to potential subscribers.
6.2 Conclusion
To conclude, the short survey proves that IDF is not very well known among the general public in and around the region of The Hague. Considering the lack of publicity over the years, this is not astonishing. Because of a minimal marketing IDF is mainly known by word of mouth publicity. The way of organizing their dialogues and the profiles of the IDF members is considered as the greatest qualities of the organization.
There is an interest among the target groups in frequently receiving updates and they prefer this to be done by a newsletter, a weblog and updates on the IDF website. Also the founding of a virtual community for interaction with the organization has support among their target groups. Besides an impression of IDF’s work, opportunity to give opinions and be able to leave feedback is what the target audiences would like to find on it.
After the SWOT, the analysis of IDF’s communication tools, and with the survey results in mind a communication strategy will be recommended. The Communication Plan in Chapter 7 aims at structuring and optimizing IDF’s external communication methods. Specific ideas for promotional activities aimed at free publicity and generating more awareness will be proposed in order to solve the current communication issues.  

Chapter Seven
Communication Strategy  
At this point, all of the information that is required to set up a marketing communicating plan has been gathered and analyzed in the previous chapters. The communication objectives for IDF will be formed by means of the central question of this thesis after which the approach, the theme and tools of the strategy will be formed. 
7.1 The target group

The communication strategy needs to have a clear orientated target group. Therefore, a good understanding of them is necessary to perform a tailored strategy which will result in reaching IDF’s communication objectives. As explained in the research, the target audiences consist of  media, participants and general public in and around the region of The Hague. IDF wants more publicity for their work and a larger presence and participation of target groups in conferences. Each of them are best to be approached by a communication tool that is tailored to the specific demands of the group. 

Characteristsics:

Gender: male and female  

Age: 18-80

Demographic: The Hague and region

Psychological Profile: 

- interested in (inter)national issues
- interested in the subjects of ‘dialogue between Islamic world & the West’ and ‘the position of ‘people’ whose identities are denied’

- interested in supporting or covering dialogues of IDF 
- willing to discuss, debate and exchange opinions in dialogues on (inter)national issues
- interested in the promotion of just (inter)national relations
7.2 Communication objectives
“Communication objectives provide as exact as possible what one wants to achieve with a particular target group in the future. Communication is used as a tool when one wants to change 
something in people or retain something from them” (Vos, et al., 2004, p. 65).  Changing the awareness, attitude and behaviour of the target groups must be the main communication objectives of IDF’s strategy. 
In order to optimize the external communication to generate more publicity, IDF’s internal and external communication should be structured. As described in this paper, in the past the lack of internal and external communication affected the organization’s efficiency. 
IDF’s communication objectives need to be SMART; that means they have to be Specific, Measurable, Achievable, Realistic and Time-bound. 

The following communication objectives are formed to change the current issues:

· to optimize IDF’s external communication to generate more free publicity- in a time path of 2 years

· An increase of attendance and participation of conferences- 25% in a time path of 2 years

To achieve this objective, IDF has the following sub-objectives:

· Structure the internal communication by implementing a communication system - in a time path of a year
· Tailor the communication instruments to their various target groups -time path of 1,5 year
7.3. Creating the communication strategy

Now that the communication objectives have been formulated, the communication approach, the design and time planning will be recommended. The main focus of IDF will be presented in the central theme and message; this contains the centre of the communication strategy and the message to their target groups.
7.3.1 The approach to form and style

According to Vos (2003, pg.62) the way to approach target groups focuses mainly on the form and style and not so much on the contents of communication. As the results of the survey prove, IDF is not very well known among the general public and media in the region of The Hague. So, the foundation has to present itself in a style and form that emphasizes their qualities and competes with their competitors.
7.3.2 The central theme and message

‘Throughout all of the promotional campaigns the central theme has to form the main thread of a communication strategy’ (Vos, et al., 2004, p. 81). Vos, Otte and Linders define the central theme “as an important guide for attuning all the different communication statements to each other. It increases the recognition and the synergy of all the communication statements’ (Vos, Otte & Linders 2003). 

IDF’s central theme is:

“As an independent non-governmental, non-political network organization IDF strives to enhance the dialogue for the promotion of just international relations by bringing together people who by their position in society and by the force of their ideas can play a constructive role in bringing together various parties’ (IDF website, 2009, ‘Organization’, para. 1).
In the communication strategy a consideration is needed of how IDF wants to be regarded by their target groups. External communication needs to emphasize the theme and main objective of the organization so they will remain clear about their identity and position. To make IDF’s communication more compact, recognizable and catchy for the target groups a short slogan can be used. A slogan is a recognizable phrase to use in the external communication or in a promotional campaign. For example: ‘IDF, dialogue is our way to just relations’ or ‘IDF, dialogues for a better  understanding’ or perhaps ‘IDF, we bring people together’. These examples of slogans are meant to be persuasive, clear and in line with the central theme of the organization. 
7.4 Recommendation for IDF’s internal communication:
The members of the organization do not meet often and communication between them is infrequent. In the past this sometimes lead to misunderstandings. To establish a better cooperation, IDF needs a communication system. By implementing one communication tool, such as Outlook or Intranet, all of the IDF-members can access internal information at all times. Through this system updates, changes, plans, feedback, evaluation etc. can be communicated. Except for requiring time to implement and update them these tools hardly have any financial costs. 
IDF should also invest in documenting a database of the various contacts among media, target groups, financers and participants etc. A database will provide a structured and easily accessible overview to use for the communication with their target groups. 
Recommended tools: Outlook and Intranet for a more structured internal communication. Implementation of database for communication with target groups
7.5 Recommended instruments for external communication
This subchapter describes the appropriate communication instruments for IDF’s promotion. It is utmost important that the chosen instruments are effective in order to achieve the communication objectives and to communicate the main message of the strategy. There are many communication instruments to chose from but not every instrument is within IDF’s possibilities or interest for their campaign. To improve the external communication, the following instruments were selected:

7.5.1 Advertising

 Flyers/posters
With an increase of online advertising, flyers is an option for IDF to advertise outside a digital world. Spreading flyers is a low cost and rather easy way for IDF to promote the organization at different places. For instance, it can be used to announce an upcoming conference or promote the organization. Flyers should be placed where IDF’s target groups are present and active or placed in public places, such as the library or train station. Placing a slogan on the flyers can make them more appealing and also IDF’s web address should be mentioned on it to lead more people to their website.  By spreading flyers at schools, such as for example The Hague University, IDF is able to reach a larger group of students. As mentioned, an increase of younger people participating in the organization and activities is very welcome.
Free Banners

In the Opportunities of the SWOT analysis is explained that diverse internet sites offer free service to make your own banner. IDF can develop this tool without any costs, except for time, and try to place their banner on web sites of partner organizations or place them in digital newsletters in order to lead people to their website and thereby generate free publicity. Especially with an increase of  online advertising by organization’s, IDF should go along in modern trends by making use of free online instruments for their marketing. 
Ads in online communities

The popularity of online communities, such as Hyves and FaceBook, is growing and it is therefore appealing for IDF to advertise on these programs. Because of the relatively low costs, namely 1 euro per 1000 views, it is a modern, effective and an inexpensive instrument to generate extra publicity.
7.5.2 Direct Marketing
Newsletter
A newsletter is an efficient, simple and low cost tool, especially when it is done by e-mail, to inform, update and remain insight of the target groups. By sending it frequently, for instance every 2 months, IDF keeps the organization and activities under the attention of the various groups. Interesting news and new information can lead to free publicity and attract people to the organization and activities.
E-mails
With an increasing use of e-mail by people and organization’s the IDF foundation is forced to use this tool more frequent as well. In a growing flow of e-mails and overload of information, IDF can use this tool to send press releases, updates, articles, annual reports etc. in order to remain visible. 
7.5.3. Personal Selling
Virtual Communities
As the popularity of virtual communities and social media increases, IDF can found a community on, for example Hyves or Facebook, themselves to attract the target groups and interact with them. While an increasing number of people have access to the internet it currently is an ideal climate to found an online IDF community. These free programs are very popular and form an excellent tool to reach a large audience. The many possibilities they have, such as placing updates, messages, articles, photo’s and videos, make it an effective tool to give the target groups an impression of IDF’s work. It is also an efficient instrument to communicate frequently with the supporting groups. Considering the foundation’s financial limitations, virtual communities are very appealing because these programs are without any costs. 
In an online community an ‘attitude-stage’ should be created among the target groups, which means they get encouraged to interact with the foundation. Subscribers should feel their opinions matter and that they are able to contribute to dialogues. Positive experiences should be exploited by collecting statements, written or spoken, of participators that had a positive experience with the organization and place them on the website or profile page of that virtual community. Doing so should contribute to a good image. 
IDF website

Currently, the IDF website is used minimal by the organization regarding available information on it and implemented tools, but there are many options to enhance the site and promote it better. Since the website is IDF’s main external communication tool, it quickly needs an update and extension of information. Above all, the target groups should have access to more information on the organization and be able to find e.g. updates on activities. IDF should also promote the site more frequently in their external communication, for example on a flyer or in a newsletter. Basically, a good website for a non-profit organization such as IDF should include:
-  A good layout with information that’s up-to-date                                                                  
- High-quality of information focussing on results and achievements                                      

- Visual aids so visitors of the site get an impression of the work of IDF. This should also make the              website more attractive to visit
- It should contain links to IDF’s partner-organizations

- A function that enables users to give opinions and feedback 

Other tools that are possible in order to make the IDF site more attractive is implementing a poll, a visitors’ book,  RSS, a contact form or an agenda. 
 7.5.4. Public Relations
Annual report
Providing the target groups an overview of the past year activities is possible by sending them an annual report which should summarize the contents and conclusions of conferences in that year and provide information on upcoming activities. If stakeholders such as media, financers, participators, get an overview of the work and achievements of IDF, the organization’s reputation should become stronger and should lead to more publicity.  

Follow-ups
The conclusions and proposals of conferences should be better pitched because these are the achievements of their work. Follow-ups can be communicated through newsletters, press releases or described on the website or weblog page of a virtual community. Communicating achievements can lead to a stronger image, credibility and publicity for the organization. 
Managing the media

Because IDF has difficulties in generating free publicity, another strategy for communication with media is highly recommended. First of all, the foundation has to keep in mind what might interest the various media, which trends there are present in the news and which aspects of the dialogue are likely to get coverage. IDF should also pitch the newsworthiness and achievements of the activities better in their external communication. Interest for the topics should be better generated among the media before any of the conferences take place. Journalists should be approached in a clear and open way with good timing. Also, the members of IDF should always be open to questions of journalists and be able and willing to provide extra information if necessary.  
Press releases can be personalized according to the type of media. Diverse types of media need diversity in approach. For example, a press release to a youth organization requires a different tone than to a newspaper as Haagsche Courant. Finally, IDF should consider their timing carefully because in approach to a conference they tend to send press releases on a too short notice. 
Selling points
In order to distinguish from its competitors and to communicate a strong image among target groups, IDF has to emphasize their unique selling points in the external communication. It is important to emphasize the organization’s qualities (summarized in the SWOT-matrix) in the communication with media and stakeholders. For example, emphasize the cooperation of public figures that are active for IDF. Well known names and faces are more likely to generate publicity.
Survey 
Another instrument that can be used for evaluation is handing participants a survey for commenting on conferences. By analyzing their answers IDF can pinpoint the strengths and weaknesses of  activities and should provide an opportunity to improve the organization or to find confirmation of qualities. 
7.6 Overall Conclusion 
“How can IDF communicate better and optimize their external communication to generate more free publicity?”

With a strong competition of other non profit organizations and a changing media landscape in which information is rapidly increasing and being exchanged, IDF is forced to improve their communication. The organization should go along with trends and ‘jump on the bandwagon’ by making smart use of current developments in new media and not watch it roll by.  

In the previous chapters of this final paper all aspects involving promotion to reach IDF’s target groups have been discussed and analysed. This communication plan gives guidelines and advice to IDF to improve the external and internal communication in order to generate more publicity among these various groups. 

As explained, the organization has financial limitations and therefore the recommended tools should be low cost and innovative to change the current situation of a lack of publicity. The instruments recommended to IDF in this strategy for improving their communication, hardly have any costs. Actually, they only require an input in means of time but considering the motivation of the IDF members this should not be a problem. 
In order to optimize the external communication, IDF needs a more structured internal communication that should result in a better cooperation between the members. By this, miscommunication within the organization should be avoided. An implementation of a communication system, such as Outlook or Intranet, is a low cost and effective way to establish a better internal spreading of information.
Furthermore, the IDF website quickly needs updates and an extension of information on the organization and its activities to make it more appealing to target groups and general public to visit. As explained in the communication plan, there are plenty possibilities to chose from for enhancing a website. Also, the site should be better promoted in their external communication, such as promoting it in newsletters. 

To become more visible and to generate free publicity, flyers can be placed at places where their target groups are present. In order to increase visibility online the organization can make use of online services to develop free banners or place low cost advertisements. These tools can be used in external communication instruments such as digital newsletters, virtual communities or websites of partner organizations. 
Newsletters, press releases, follow-ups and annual reports are efficient and low cost tools to  generate free publicity and stay in sight and touch with target groups. The various target groups need to know of IDF’s achievements, conclusions, proposals etc. The unique selling points which distinguish IDF from their competitors should also be emphasized in any external communication. Consequently, this should strengthen the organization’s image among their target groups.
Developments in new media form an ideal climate for IDF to generate free publicity. An increasing number of people online and a growing popularity of new communication methods and tools provide IDF the opportunity to generate publicity online and to interact with target groups. Programs such as Hyves, FaceBook and MSN have many possibilities, such as chat, video, photo etc. and do not require high financial resources to implement them. 

IDF should also be open to the demands and interests of the various groups and they should keep an eye on trends and items in media and among target groups. Also, the public of IDF conferences should be able to do suggestions, for example by enabling them to express their opinions in a short survey. In this way IDF gets to know their thoughts, find confirmation of qualities or is able to discover points that have room for improvement. 
To conclude, there are simple but efficient, modern but low cost tools to optimize the external communication of IDF. The culture of the foundation forms a motivated basis of people that is very willing to promote the dialogue for just relations in the world. This enthusiasm should enable them to change the current communication issues. An extra effort  is necessary to improve their communication which can be done by the recommended tools in this communication strategy. Considering the motivation of IDF members, this effort should not be a problem.
List of References
Books
· Gurton. A. (2001) Press Here! (Second Edition), Prentice Hall, New Jersey.

· Kotler, P. Andreasen, A.R. (1996) Strategic Marketing for Nonprofit Organizations (Fith Edition) Prentice Hall, New Jersey.

· Kotler, P.(2003) Marketing Management (Eleventh Edition) Prentice Hall, New Jersey

· Robbins, S.P. 2003. ‘Organizational Behavior’, (Ninth Edition). San Diego State University 

· Schermerhorn, Jr. J.R, Hunt, J.G, Osborn, R.N. 1998. ‘Basic Organisational Behavior’,

             Second Edition.  By John Wiley & Sons, Inc

· Verhage. B. (2001) Grondslagen van de Marketing (Fith Edition) Stenfert Kroesse, Groningen

· Vos, M., Otte, J. & Linders, P. 2004. Setting up a Strategic Communication Plan. LEMMA Publishers, Utrecht

· Vos, M. Schoemaker,H. (2001) Integrated Communication. LEMMA Publishers, Utrecht.

The Internet
Centraal Bureau voor de Statistiek, 23 July 2008, (cited on 30 December 2008), available from http://www.cbs.nl/nl-NL/menu/themas/vrije-tijd-cultuur/publicaties/artikelen/archief/2008/2008-90136-wk.htm
CM Marketing, ‘webconferenties’ available from http://www.crm-marketing-centre.nl/index.asp?ContentID=2925
ComPublicaties, (2006), ‘Free Publicity’,(cited on 08 March 2009), Availabe from: http://www.compublicaties.com/freepub1.htm
DatranMedia, ‘Increase e-mail marketing’ December 2008’, cited on January 9 2009, Available from http://www.datranmediasurvey2009.com/index.php
EMC, ‘Increase E-mail Marketing’ 2008, cited on January 8 2009, Available from http://www.emarketingandcommerce.com/story/businesses-increase-e-mail-marketing-search-2009
GratisBanners, cited on 4 April 2009, Available from http://www.gratisbanners.nl
Managing21, ‘webconferenties’ 14 September 2004, cited on February 11 2009, Available from http://managing21.skynetblogs.be/post/601214/webconferenties-kennen-steeds-meer-bijval
Maynard Gray W. (2008) ‘Marketing for Non Profit organizations’, MarketingSource, (cited 16 March 2009), Available from: http://www.marketingsource.com/articles/view/2101              

NetMBA Business Knowledge Center, ‘SWOT Analysis’ 2006, cited on 19 September 2008. Available from http://www.netmba.com/strategy/swot
Nielsen Research, ‘Social Media’,  27 April 2009, (cited 2 May 2009), available from: 

http://www.marketinginnovatie.org/2009/04/27/nielsen-research-social-media-online-video-the-big-thing/
 Nu, ‘Nederlanders dubbel zo lang op internet’, cited on July 11 2008. Available from: http://www.nu.nl/news/1606850/50/Nederlanders_dubbel_zo_lang_op_internet.html
PersBerichtTips, ‘free publicity tips’, (cited on 16 April 2009), Availabe from: 

http://www.pers-bericht.nl/publicity_tips.htm
SproutWeblog,(December 2008), ‘In 5 stappen naar free publicity’, Available from: 

http://www.expertlog.nl/2007/03/in_5_stappen_na.html
Stronk. J. (17 May 2008), ‘online adverteren’, jaapstronks, (cited on 17 March 2009), Available from: http://www.jaapstronks.nl/archief/hoe-zinvol-is-adverteren-in-online-communities/
Wikepedia, ‘Website’, (cited on 8 January 2009), available from: http://nl.wikipedia.org/wiki/Website
WebFactor,(2008),’website uitbreiden’, Available from:

http://www.webfactor.nl/page.asp?pg=27
http://www.cbs.nl/nl-NL/menu/themas/vrije-tijd-cultuur/publicaties/artikelen/archief/2008/2008-90136-wk.htm
http://www.cbs.nl/nl-NL/menu/themas/vrije-tijd-cultuur/publicaties/artikelen/archief/2005/2005-1708-wm.htm
http://jeugdmonitor.cbs.nl/nl-NL/menu/indicatoren/domeinen/gezondheid/verrichten-vrijwilligerswerk.htm?showregion=true
Results of the Questionaire
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· Yes

· No       

2. 
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· Yes

· No

 3.
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· By word of mouth

· By the internet

· By newspaper

· Through other organizations

4.

· The topics of their dialogues

· The profile of the members
· The broad network 
Media and Target Groups:

5.

· By subscribing to a newsletter
· By a weblog

· By updates on their website

6.


· Yes

· Maybe

· No

7.

· Opportunity to leave feedback, opinions and comments 

· Updates on the organization 
· Videos and photos 
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Members of the Organization





Daily Management


Executive: Peter Idenburg








International Council








Board of IDF


(11 persons)


Chairman: Gerben Meijhuizen





Dick de ZeeZee


 Dick de





 Zeeuw








Are you familiar with the International Dialogues foundation(IDF)?





82%





18%

















�  Are you aware that IDF organizes conferences?





41%





59%

















How did you get to know the organization? 




















20%





20%





40%





20%



































What do you consider the best quality of IDF?











60%











20%





20%









































 





How would you like to be informed by IDF? 

















55%











35%





25%





 If IDF would start a virtual community (such as Hyves) are you likely to join?   

















45%











20%





35%





What would you like to find mostly in this virtual community?   

















48%











25%





35%
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