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1. INTRODUCTION

In this research thesis a comparison is made between the corporate image and the desired image of ‘Voedingscentrum’ (from now on be referred to as Nutrition Centre).


The motivation for this thesis subject emerged after a visit to a dietician. This dietician provided me with a healthy diet and educated me on good nutritional habits. Because advertisers constantly make claims for new and improved products (e.g. less fat or calories), it became unclear to me which products were healthy as claimed by the producers and which were not. I began to wonder if other consumers would be aware of this and where they would look for information when having questions on healthy and safe food. I became aware of the Nutrition Centre when my dietician advised me to consult the website of the Nutrition centre when having questions. I noticed that the Nutrition Centre is a good source for information and the idea that the Nutrition Centre is not well known among the public attracted my attention. I became interested in examining this organisation, its activities and the perception of the public in more detail.


In 2000 a merger of ‘Voorlichtingsbureau voor de Voeding’, ‘Landelijk Informatiecentrum Voedselovergevoeligheid’, ‘Stichting Voeding Nederland’ and ‘Stuurgroep Goede Voeding’ resulted in the Netherlands Nutrition Centre Foundation. This organisation has set itself the goal to provide accurate and straightforward information on dietary health and safety. Since claims for new and improved products are constantly made by advertisers and new findings on food from scientists are regularly announced in the media, it is possible that consumers become confused when receiving these (sometimes) conflicting messages. Therefore the experts of the Nutrition Centre translate the latest research into accessible information and practical guidelines. The target group the Nutrition focuses on are the Dutch consumers who are having questions about healthy and safe food. Consumers who are allergic or oversensitive to certain foods or consumers who are having a disease which can be related to food are a special target group of the Nutrition Centre.
 


It can be stated that the Nutrition Centre is a helpful source for reliable information on dietary health and safety. My impression is that the Nutrition Centre is not well known among a broad audience, despite the fact that the Nutrition Centre aims to stimulate and help consumers to make informed choices. Therefore, the objective of this thesis is to examine the public’s perception on the Nutrition Centre and to formulate recommendations on the communication policy when this is required.

1.1 Central Research Question

The central research question of this thesis is: 

How does the public* perceive the Nutrition Centre? 

* In this context the public is the Dutch consumer.

In order to answer the central research question, the following sub questions have to be answered: 

1. What are the core activities of the Nutrition Centre?

2. What is the Nutrition Centre’s Corporate and Desired Identity?

3. What is the Nutrition Centre’s Desired Image?

4. What is the perception of the media and the public of the Nutrition Centre?

5. Is the public aware of the messages and services of the Nutrition Centre?

5. Are the communication objectives stated by the Nutrition Centre achieved?
6. Is there a GAP between the Nutrition Centre’s Identity and Image?
1.2 Structure of Report

In chapter 2, the Nutrition Centre’s profile is outlined, as well as the environment the Nutrition Centre is active in. In chapter 3, the corporate identity of the Nutrition Centre is examined by outlining the Corporate Identity Mix. The desired identity is described as well. This chapter is followed by an analysis of the perception of the media and public of the Nutrition Centre, discussing the findings of the media coverage analysis and by examining the results of the questionnaire. In chapter 5, an analysis is made of the differences in between the Nutrition Centre’s corporate and desired identity and corporate image. Through this GAP-analysis problems or bottlenecks can be determined which can have an influence on the public’s perception. Chapter 6 provides the overall conclusion of this research thesis and the answer to the central research question is given. Chapter 7 provides recommendations to the Nutrition Centre’s communication policy. Chapter 8 provides information on the sources used and in chapter 9 the appendix is included as well as the interview transcript and the explanation of the stakeholders. In addition, chapter 9 refers to two separate dossiers i.e. the Nutrition Centre’s Article dossier and the Nutrition Centre’s Questionnaire dossier. 

1.3 Justification of Research Methods 

The information provided in this research thesis was collected through primary and secondary research. References of sources used can be found in the footnotes, in the bibliography, as well as in the appendix.


In order to outline the Nutrition Centre’s profile, researched has been conducted on the internet. Exploring secondary data from the Nutrition Centre provided me with the accurate information. In order to obtain more detailed information, an interview was conducted with the Communication Manager of the Nutrition Centre.


When analysing the Nutrition Centre’s corporate and desired identity, information obtained from the interview was used. This information enabled me to complete the Corporate Identity Mix. 


For analysing the perception of the media regarding the Nutrition Centre, a media coverage analysis was conducted. Because of the limitations of this research thesis, it was decided only to analyse the printed media. The media coverage of seven Dutch newspapers was analysed in the period January 2000 until November 2005. The printed articles can be found in appendix 9.3 Nutrition Centre’s Article Dossier. 


Furthermore, to determine the current brand image of the Nutrition Centre in the eye of the public, a survey by means of a questionnaire was conducted over 100 people. The findings of this survey as well as all conducted questionnaires are included in appendix 9.4 Nutrition Centre’s Questionnaire Dossier.
2. PROFILE NUTRITION CENTRE

In this chapter, the Nutrition Centre’s activities are explored and the surrounding in which the Nutrition Centre operates is identified. The accurate information on the Nutrition Centre was provided by exploring secondary data. The objective of this research part is to outline a profile about the Nutrition Centre and its environment. 
2.1 Nutrition Centre
 
The organisation is being funded by the Ministry of Agriculture, Nature and Food Quality and the Ministry of Health, Welfare and Sport. Nevertheless, the Nutrition Centre is an independent organisation. This means that the Nutrition Centre does not accept any financial contribution in exchange for the adoption of a certain attitude.

The Nutrition Centre came into existence in order to increase awareness of good nutrition and to stimulate the consumer to eat healthy and safe food. Therefore, the organisation provides accurate and straightforward information on dietary health and safety. The latest research is being translated into accessible information and practical guidelines by the experts of the Nutrition Centre. 
The Nutrition Centre provides not only accurate and straightforward information on dietary health and safety, but it also stimulates a healthy diet pattern through projects and campaigns. Some examples of campaigns carried out by the Nutrition Centre are the campaigns ‘Maak je niet dik’ (freely translated: Lighten up!), ‘Verborgen vetten’ (freely translated: Hidden fat) and ‘Balansdag’ (freely translated: Balance day). In 2002 the campaign ‘Maak je niet dik’ was launched by the Nutrition Centre. The campaign aims to raise awareness about preventing overweight and achieving a healthy energy balance. The campaign started off by drawing attention to the target group (young adults between 20 and 40 year) on the prevention of overweight. Later more emphasis was imposed on the influence of the environment and behavioural modification. Various projects were carried out as part of the campaign. The main communication tool geared towards the consumers was the mass media (television and radio). Various brochures were distributed among the target group as well. These brochures were available at various public places, e.g. at the library and dietician. It is also possible to subscribe on these brochures. The industry (e.g. catering industry, canteen) was approached in order to adapt their offer of nutrition by for example replacing fast food by salads. Afterwards, the campaign (as well as all other campaigns executed by the Nutrition Centre) will be evaluated. 

Nowadays there is a need for experts’ opinions on subjects as BSE, salmonella, genetic modification and biological products. The Nutrition Centre can provide these opinions and information because of the close collaboration with experts. Besides, the organisation stimulates the food-industry to produce healthier food. They inform producers, catering and retail in order to accomplish that they take into account the health effects when composing a product, deciding on portion sizes and promoting products. An example of such an attempt is the launch of the campaign ‘Een derde van kaas bestaat uit vet’ (freely translated: One third of cheese is fat). The dairy-producers were not pleased with this statement and as a reaction they introduced light-cheese.
 The organisation also advises the food-industry regarding labelling practices and publishing. The Hygiene Code, which guarantees the safety of food for consumers, is also taken care of by the Nutrition Centre. The organisation distributes and updates this code in healthcare institutions.


These activities are all carried out in order to achieve particular goals. 

The organisational objective of the Nutrition Centre is to increase awareness of good nutrition (increase the insight about the quality of nutrition) and to stimulate the consumer to eat healthy and safe food. The Nutrition Centre aims to help consumers make informed choices within the decision making process about food. According to drs. Jacqueline Vink, Communication manager of the Nutrition Centre, the organisation’s role is independent. This means that the organisation does not try to steer the opinion of the consumers, they solely provide information for the consumers in order for them to make a conscious choice. The long-term and ultimate goal and mission of the organisation is to acquire better public health. 

To achieve these goals the organisation has set itself three core tasks. They include:

· Provide consumers with scientifically responsible, honest information concerning the quality aspects of nutrition (production) and on dietary health and safety;

· Accomplish behaviour change which will lead to a healthier and safer eating pattern of the consumer and/ or health profit because of active communication campaigns and projects;

· Contribute to the formation of opinion by science, trade and industry, politics and society.

2.2 Target Group

The Nutrition Centre focuses on the following two target groups:

· The main target group the Nutrition Centre focuses on are the Dutch consumers who are having questions about healthy and safe food. The Nutrition Centre focuses on consumers of all ages;

· In addition, consumers who are allergic or oversensitive to certain foods or consumers who are having a disease which can be related to food are a special target group of the Nutrition Centre. 

Moreover, the organisation focuses on intermediaries to reach the consumers. Doctors, teachers, dieticians and health advisors can make use of the expertise of the Nutrition Centre. Through this information the intermediaries will be able to correctly inform consumers.

2.3 The Public

In order to outline the profile about the Nutrition Centre, the environment in which the Nutrition Centre operates needs to be examined. The stakeholders are all parties which need to be taken into consideration when examining the environment. Stakeholders are all persons or organisations that have a legitimate interest in this non-profit organisation.
 

It is also important for the Nutrition Centre’s external communication to have knowledge of the various external networks in which the organisation plays a role, in order to adapt the communication to various parties. 

The stakeholders of the Nutrition Centre are outlined by means of the below diagram and further explained in appendix 9.2 Explanation of Stakeholders.

2.3.1 Diagram of Stakeholders
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Figure 1: The Nutrition Centre and its stakeholders (source: Keuning, 1993:1)

2.4 Trends in Society
In order to outline a comprehensive profile on the Nutrition Centre and its surroundings, environmental aspects such as trends in society and specific discussions and social issues concerning health and nutrition have to be taken into consideration. These aspects have to be analysed as well because they are able to influence the image people have of an organisation. These aspects contribute to the image formation process. A number of trends are likely to affect the popularity of the Nutrition Centre.

During the past 10 years, obesity among Dutch citizens has risen significantly. The latest data show that 3.5 million adults in the Netherlands are obese.
 Being overweight or obese increases the risk of many diseases and health conditions. In the last years various attempts have been made to prevent overweight. The Nutrition Centre launched several campaigns concerning this issue, e.g. ‘Maak je niet dik’ and ‘Let op vet’. Different projects on nutrition and sports are initiated at schools and the media discusses this issue as well by broadcasting e.g. the programme ‘Afvallers met sterren’ (freely translated: Losing weight with celebrities).  

Another visible trend in society is the avoidance of health risks. Nowadays the safety of food is an important social issue. Because of diseases like Salmonella and BSE (mad cow disease), the society becomes more careful. The development of genetic modification and bio-technology is an important social issue as well, since the effects of these products on the long term are not known. A research conducted in 2002 by NFO Trendbox outlined that 42% of the Dutch households were worried about the safety of provisions.
  

Consumers have become more aware of the importance of healthy food. This can be remarked because of the large interest in ‘healthy’ products, like biological products. Producers and advertisers anticipate on this trend by making claims for new and improved products (e.g. on light-products).  

2.5 Conclusion

The Nutrition Centre is an independent organisation which provides accurate and straightforward information on dietary health and safety for anyone in the Netherlands who has questions about a healthy diet and safe food preparation. The Nutrition Centre provides information and stimulates a healthy diet pattern among other things through projects and campaigns. The Nutrition Centre is aware of the fact that nowadays consumers are flooded with claims of advertisers for new and improved products. The organisation realises that consumers may become confused when receiving these (sometimes) conflicting messages. Therefore, the Nutrition Centre anticipates on this by translating the latest research into accessible information and practical guidelines for consumers. 


The objective of the Nutrition Centre is to increase awareness of good nutrition (increase the insight about the quality of nutrition) and to stimulate the consumer to eat healthy and safe food. The Nutrition Centre wants to help consumers make informed choices. The long-term and ultimate goal and mission of the organisation is to acquire better public health. 
The primary target group of the Nutrition Centre is the Dutch consumer who is having questions about healthy and safe food. Consumers who are allergic or oversensitive to certain foods or consumers who are having a disease which can be related to food are a special target group of the Nutrition Centre. 

Besides the consumers, the financiers of the Nutrition Centre are an important aspect when identifying the profile. The financiers of the Nutrition Centre are the Ministry of Agriculture, Nature and Food Quality and the Ministry of Health, Welfare and Sport. Since the Nutrition Centre is financed by both ministries, the organisation is obligated to report results and outcomes. Besides this, the annual account of the Nutrition Centre is made public. Consequently, the government has the permission to control the Nutrition Centre.

A number of trends are likely to affect the popularity of the Nutrition Centre:

· Obesity has become a social issue. In the last years various attempts have been made to prevent overweight by various organisations, councils, the media, etc. The Nutrition Centre anticipates on this by launching several campaigns concerning this issue which informs the consumers;
· Nowadays the safety of food is an important social issue. The appearance of diseases like BSE and Salmonella, make the consumer be more careful. They might consider to contact the Nutrition Centre in order to receive information on these issues;
· Consumers have become more aware of the importance of healthy food. They are willing to invest in more ‘healthy’ products. The Nutrition Centre provides information on healthy food.
3. NUTRITION CENTRE’S CORPORATE IDENTITY AND DESIRED IDENTITY

In this chapter the corporate and desired identity of the Nutrition Centre are identified. The Corporate Identity Mix model is used in order to determine the Nutrition Centre’s corporate identity. The findings of the interview enabled to determine the Nutrition Centre’s desired identity. After identifying the Nutrition Centre’s corporate and desired identity, the Nutrition Centre’s desired image will be identified. In part 3.3, the overall conclusion of this chapter will be provided.
3.1 CI MIX Model

The corporate identity is the way in which the organisation manifests itself and what all its essential characteristics are.
 Since this information is regularly communicated to the target group of the organisation, it can influence the image formation process. In order to determine the Nutrition Centre’s corporate identity the Corporate Identity Mix will be used.  
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Figure 2: The Corporate Identity Mix (Source: Birkigt et al., 1988:28)


The Corporate Identity manifests itself through 4 elements:

1. Personality

2. Behaviour

3. Visual recognisability

4. Communication activities


3.1.1 Personality
To determine the personality of the Nutrition Centre, research is needed into the organisation’s mission statement, objectives and corporate culture.
 These items will be discussed in more detail.

Mission Statement and General Objectives

The Nutrition Centre’s long-term and ultimate goal and mission is to acquire better public health in the Netherlands. The organisational objective is to increase awareness of good nutrition and food safety and stimulate consumers to eat healthy and safe food. Further, the Nutrition Centre’s objective is to stimulate consumers to think about the subject and to make sure information is available for them in order to make a conscious choice. The main features of the Nutrition Centre’s personality are that of being independent, honest and reliable.

Corporate Culture

The Nutrition Centre has an open and clear climate. Due to the fact that this non-profit organisation is financed by the government, and therefore reports the results to both ministries (Ministry of Agriculture, Nature and Food Quality and the Ministry of Health, Welfare and Sport), the organisation is transparent as well.


An important factor is the performance of the staff. They are very dedicated in achieving the organisation’s mission. The organisation’s corporate culture is informal. This is among other things visible in the organisation’s internal communication. Communication within the Nutrition Centre takes place in very short lines.

3.1.2 Behaviour

The behaviour of the organisation is the way in which it manifests itself when looking at the services offered, the pricing and social behaviour.

Services

The Nutrition Centre provides the consumers with accurate and straightforward information on dietary health and safety. The organisation does this by offering several services:

· A telephone hot line for questions about healthy and safe food;

· Information available online (e.g. www.voedingscentrum.nl and www.studentenkeuken.nl);

· The distribution of digital newsletters. It is possible to subscribe on five different digital newsletters (e.g. ‘Balansdag’ / Jaarprijs Voedingscentrum / Lekker, gezond en veilig eten / Campaign ‘Maak je niet dik’ / Hygiënecode Zorginstellingen);

· Publish and distribute leaflets, brochures, handbooks and other informational materials. This information is available on request and can be found in several public places (e.g. library and dietician);

· Conduct communication projects and campaigns on issues related to diet and food safety;

· Publish two magazines to provide consumers with information. A magazine which focuses on breastfeeding ‘BV Borstvoeding’ (freely translated: Ltd. Breastfeeding) (appears once a year) and a magazine called ‘SMAK’, which contains information for young parents (appears twice a year).

Other services:

· Provide information to the press;

· Provide tailor-made advice for publishers, audiovisual producers and manufacturers;

· Publish a magazine called ‘Voeding nu’ (freely translated: Nutrition today) for stakeholders;

· Advise the food-industry regarding labelling practices ;

· Oversee and implement the Hygiene Code for health care institutions and support its introduction;  

· Develop classroom materials; 

· Appoint special chairs at universities; 

· Test products’ health claims, based on the Code of Conduct for Health Claims;  

· Present the Nutrition Centre’s Annual Award for new products or campaigns that contribute to the health of the population in the Netherlands; 

· Organise workshops and symposia on nutrition issues; 

· Co-publish the NEVO (Netherlands Food Composition) chart showing the nutritional composition of foods.

Pricing

Since the Nutrition Centre is a non-profit organisation, most information provided is free of charge. However, the costs for publishing some editorials have to be compensated: 

· ‘Voeding nu’ annual subscription: € 46,50;

· Most of the handbooks and classroom materials which are published by the organisation have to be compensated as well. Because of the huge amount of publications and because the prices vary per publication, it is not possible to give an overview of them all. 

Social Behaviour

Since the Nutrition Centre is a non-profit organisation funded by the government, all activities the Nutrition Centre deploys are in terms of social responsibility. It can be stated that the Nutrition Centre’s activities gain health benefits for society as a result of the information provided.

3.1.3 Visual Recognisability

The visual recognisability of the organisation (or symbolism) is examined through the choice of the company’s logo, slogan, house style, etc.

Logo
[image: image16.png]Voedingsunuun@




The colours orange and blue are used in the design of the logo. The Nutrition Centre’s logo is designed by a project management agency but was not given much thought.
 However, the colour blue can be associated with ‘truth’, and may help to increase the credibility of the Nutrition Centre.

Slogan

The slogan the Nutrition Centre uses is ‘Eerlijk over eten’ (freely translated: Honest about food). The external communication of the Nutrition Centre has to be in line with particular key points, which will later be discussed in more detail (3.1.4 Communication Activities). The most important key point states that consumers have to become aware that all information provided by the Nutrition Centre is objective and reliable and that the Nutrition Centre is an independent, honest and reliable source for information.
 The slogan is in line with this key point since it outlines that the Nutrition Centre is an honest organisation. The slogan outlines in one sentence where the organisation stands for.

In the future, the Nutrition Centre wants to change the slogan into ’Maakt gezond eten gemakkelijk’ (freely translated: Makes healthy eating easy). At this moment the organisation still has to build on the current slogan, before changing it into another. It is vital to make sure that the current slogan is familiar to a large percentage of the public.

House Style

In its house style, the Nutrition Centre mainly uses the colours descended from the logo, namely orange and blue. The logo itself is displayed as well. The colours and logo are used in the external communication tools (letters, envelops etc.).

Identity Structure

Identity structures are the relationships between the company (the organisation as a whole), the units (for example: divisions) and the products or services.
 The monolithic identity is used by the Nutrition Centre. This because the Nutrition Centre has an integrating task towards its subsidiaries and provides each product with an identity.
 The different projects and campaigns of the organisation have their own identity. For example the ‘Maak je niet dik’ campaign, which is promoted with its own identity and target group. 
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Figure 3: Monolitic identity (Source: Vos, 1992: 94) 

3.1.4 Communication Activities

The communication activities include the messages that the sender conveys in any form whatsoever to the receivers, aimed at long-term or short-term objectives.
 This message can be destined for internal or external audiences. For this research only the external communication activities are discussed.


Preceding to the discussion of the external communication activities, the key points of the Nutrition Centre have to be discussed. According to the Nutrition Centre their external communication has to be in line with the following key points. In order of importance:

· Independent, honest, reliable: the consumers have to be aware that the information acquired is descended of an independent organisation. This means that all external information is objective and reliable;

· Based on timely and scientifical knowledge: states that all information communicated to external audiences is based on current issues and scientifical knowledge; 

· Close to the consumer: claims that the Nutrition Centre only communicates information which is relevant for consumers;

· Fast and functional: the organisation has to anticipate on news which appears in the media and immediately supply the consumer with practical information.
   
Press Releases

All press releases published by the Nutrition Centre can be found on the website, www.voedingscentrum.nl. The Nutrition Centre also publishes the press releases on the website of the Dutch Press Association (Algemeen Nederlands Persbureau – ANP). This makes press releases available for every journalist.

Internet

The Nutrition Centre hosts the following websites: 

· www.voedingscentrum.nl: this is the main website of the Nutrition Centre, which provides information on the Nutrition Centre and straightforward information on dietary health and safety. An online service is available for consumers who would like to pose a question by email;

· www.studentenkeuken.nl: this is a website targeted at students. Information is provided on dietary health and safety. On this website healthy recipes are available for the students.  

Besides these websites, different online newspaper articles about the Nutrition Centre have a link to the Nutrition Centre’s homepage.

Direct Mail

The Nutrition Centre addresses the consumers through direct marketing. It is possible for them to subscribe on different newsletters, both digital and non-digital.

The digital newsletters available are:

· A newsletter concerning the campaign 'Maak je niet dik!’ which is targeted at young adults between the ages of 20 and 40 (appears four times a year);

· Each week a ‘Balansdag-tip’ or ‘Balansdag-recept’ (from January 2006 on);

· A monthly appearing newsletter named ‘Lekker, gezond en veilig eten’ (freely translated: Nice, healthy and safe food);

· A newsletter on the Hygiene code for healthcare institutions;

· A newsletter concerning the ‘Jaarprijs Voedingscentrum’ (freely translated: Nutrition Centre’s annual prize).

The Nutrition Centre addresses the consumers as well by direct mailing through brochures and leaflets, which are send to consumers who have specifically asked to receive information concerning particular subjects.

Magazines

The Nutrition Centre publishes two magazines to provide consumers with information:

· SMAK: a magazine which contains information for young parents (appears twice a year);

· BV Borstvoeding: a magazine which focuses on breastfeeding (appears once a year).

The organisation also communicates information to other audiences. For stakeholders a magazine called ‘Voeding nu’ is published.

Communication Campaigns and Projects

The Nutrition Centre conducts communication projects and campaigns on issues related to diet and food safety. Through these campaigns the Nutrition Centre aims to inform the consumers and tries to make them aware of the subject. These campaigns are supported in various media, e.g. television, radio, etc.

Mass Media

The messages the Nutrition Centre wants to spread through its campaigns and projects are communicated by television, radio and advertisements. The advertising budget differs per campaign or project.


3.1.4.1 Communication Objectives
These communication activities are carried out in order to achieve particular communication objectives which are outlined by the Nutrition Centre. The communication objectives will be formulated according to the following communication effects: 
· Knowledge: What is it the target group has to know?
· Attitude: What is it the target group has to think?

· Behaviour: What is it the target group has to do?

Knowledge-objectives
· The objective outlined by the Nutrition Centre states that 80% (8/10) of the Dutch consumers has to be aware of the existence of the Nutrition Centre. 
· In the overall communication strategy, positioning and profiling the Nutrition Centre is important. The organisation wants to establish that consumers know they can contact the Nutrition Centre when having questions about healthy and safe food. 

The Nutrition Centre aims to inform the consumers that the organisation provides 
accurate and straightforward information on dietary health and safety for anyone in the 
Netherlands who has questions about a healthy diet and safe food preparation. 
Attitude-objectives
· The Nutrition Centre aims to be seen by the public as an independent, honest and reliable source for information.

Behaviour-objectives
· Increase the intention of the public to approach the organisation for information.
For each specific project or campaign different communication objectives are outlined. Usually these objectives include: 


· draw attention towards the target group, media, politician, etc. (agenda setting); 

· make sure the consumer recognises and acknowledges the problem;

· make sure consumers act, by for instance, asking the Nutrition Centre for information.  

3.2 Desired Identity
The desired identity outlines what the organisation stands for and what it wants to reflect to its public.
 The desired identity (how the organisation aims to be) can be derived from the way in which the Nutrition Centre presents itself and formulates its objectives. In order to determine the Nutrition Centre’s desired identity the findings of the interview will be used, as well as the information conducted through secondary research.


The Nutrition Centre’s organisational objective is to increase awareness of good nutrition and food safety and stimulate consumers to eat healthy and safe food. The Nutrition Centre aims to present itself as being an independent, honest and reliable source for information.

The Nutrition Centre aims to position itself as an organisation that provides accurate and straightforward information on dietary health and safety for anyone in the Netherlands who has questions about a healthy diet and safe food preparation.

The Nutrition Centre’s slogan outlines its desired identity as well, ‘Eerlijk over eten’ (freely translated: Honest about food). The Nutrition Centre aims to be an organisation which provides honest information on healthy and safe food. 
3.3 Conclusion

In order to analyse the corporate and desired identity of the Nutrition Centre the results of the Corporate Identity Mix and the desired identity will be examined, by using the 4 elements of the Corporate Identity Mix. 

Personality

The main features of the Nutrition Centre’s personality are that of being independent, honest and reliable. The Nutrition Centre attempts to increase awareness of good nutrition and food safety and stimulate consumers to eat healthy and safe food. 
Behaviour

The main feature of the Nutrition Centre’s behaviour is providing accurate and straightforward information on dietary health and safety. The Nutrition Centre does this by offering several services. In terms of social behaviour, it can be stated that the Nutrition Centre’s activities gain health benefits for society as a result of the information provided.

Visibility

The Nutrition Centre makes use of the colours orange and blue for its logo and house style. The logo as well as the slogan ‘Eerlijk over eten’, are visible in the external communication of the organisation.

Communication Activities

The Nutrition Centre makes use of various communication tools in order to communicate its messages. The messages the Nutrition Centre wants to spread through its campaigns and projects are supported in various media, e.g. television-commercials, radio-commercials, newspaper advertisements, etc. The advertising budget differs per campaign or project.

The organisation attempts to reach its target group as well through direct mail, magazines, press releases and the website of the organisation.
After analysing the corporate and desired identity, we can conclude that the identity corresponds to the desired identity of the Nutrition Centre. However, in order to conclude this chapter, the desired image of the Nutrition Centre has to be identified as well. To determine the desired image, an interview with Jacqueline Vink, head of communication, was conducted. According to Jacqueline Vink, the four key points (discussed in part 3.1.4 Communication Activities) stated by the Nutrition Centre outline the desired image (how the Nutrition Centre wants to be seen):

· Independent, honest and reliable

· Based on timely and scientifical knowledge

· Close to the consumer

· Fast and functional

The Nutrition Centre desires to be seen as an independent, honest and reliable source for information on healthy and safe food. 

4. IMAGE PERCEPTION OF THE MEDIA AND THE PUBLIC
This chapter is divided into two research parts i.e. an analysis of the general news coverage on the Nutrition Centre in the printed media (in order to determine the role of the media in relation to the Nutrition Centre’s image) and an analysis of the public and their perception of the Nutrition Centre. 
4.1 Media Coverage

To determine in what way and to what extent the media is contributing in building a positive brand image for the Nutrition Centre, all news coverage for the Nutrition Centre in the daily printed media in The Netherlands was analyzed during the period January 2000 until November 2005. 


The electronic database ‘Lexis Nexis’ was searched using the keyword ‘Voedingscentrum’ for articles from seven daily newspapers (Algemeen Dagblad, Het Financiëele Dagblad, De Telegraaf, Trouw, NRC Handelsblad, Het Parool and De Volkskrant).

All articles on the Nutrition Centre, in the given timeframe, were gathered into a separate Media Coverage Sheet. This sheet details information on each article, such as: the publishing date, headline, section and length (in terms of words). The sheet as well as all of the articles are printed and available to review in the Nutrition Centre’s Article dossier. 


In order to determine the role of the media in relation to the Nutrition Centre’s image the following has to be discussed. First, the general hits generated on the Nutrition Centre name for the main daily newspapers in the Netherlands are examined. This will be followed by an evaluation of the content of the articles in which the quantity and quality of relevant articles is discussed. Finally, the conclusions to the printed media coverage are given.

4.1.1 Hits on Name

The graph below provides the number of articles generated for the main seven daily newspapers on the search criterion ‘Voedingscentrum’ within the given timeframe.
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Figure 5: Number of articles generated on search criterion: ‘Voedingscentrum’ in 



the period January 2000 until November 2005

Remarkable is the high number of articles published by Algemeen Dagblad. This high number of articles is due to the fact that Algemeen Dagblad – besides health news – also publishes a whole page on health three times a week. Moreover, an enclosure concerning health issues is published once a week. The remaining six newspapers publish on health items as follows:

· Het Financieele Dagblad (publishes a supplement on Saturdays in which health issues are discussed;

· NRC Handelsblad does not publish an enclosure related to health. In the weekends they are dedicating some pages to science, in which sometimes health/food related issues are discussed;

· Het Parool publishes an enclosure on Tuesdays called ‘zin’ in which sometimes health/food related articles are published. The newspaper also dedicates some pages to food and drinks. The Nutrition Centre is sometimes asked to give their opinion on certain products discussed on these pages;

· De Telegraaf publishes an article on health in the weekends, in which the latest developments are discussed;

· Trouw is not dedicating any specific pages or enclosures to health issues;

· De Volkskrant is not dedicating any specific pages or enclosures to health issues.

It can be concluded that the high number of articles generated in Algemeen Dagblad is due to the newspaper’s attention paid to health related articles. 

4.1.2 Relevance of Articles

When analysing these articles to compare the overall news coverage for the Nutrition Centre, the below graph can be created. It shows the relevant articles on the Nutrition Centre (more than just a name mentioning) in relation to the general hits. It also shows the amount of articles which were published on the front page. 

Relevant articles are those concerning the image of the Nutrition Centre (articles about the Nutrition Centre instead of articles which refer to the organisation). These articles will show if the media is contributing in building a positive brand image for the Nutrition Centre.
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Figure 6: Article relevance

The quantity of relevant articles and articles published on the front page of the selected media is low, especially given the timeframe of 5 years. The relation between general hits and relevant hits is remarkable. Although some general hits are generated with the name ‘Voedingscentrum’, this is often just a mentioning of the Nutrition Centre e.g. ‘according to the Nutrition Centre it is best to eat vegetables on a daily bases’. 


In terms of quality, all newspapers are quite objective and neutral in their news coverage. In these articles some campaigns are outlined or research carried out by the Nutrition Centre is discussed. However, some negative news is published concerning the Nutrition Centre.  
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Figure 7: Relevant articles divided in neutral / negative articles

The articles with a negative content concern the image of the Nutrition Centre. It is stated that the Nutrition Centre loses contact with reality
, that the Nutrition Centre is not always as reliable as they claim to be
, that the organisation conceals information
, that their information is contradictory and that they sow confusion
. Some articles written by newspaper readers state that the Nutrition Centre is not being consistent in providing information, e.g. when the Nutrition Centre announced that cheese was part of the ‘Schijf van vijf’ (freely translated: Pie chart of five). Later the organisation published that eating cheese is bad for one’s health. The image of the Nutrition Centre is being described in the media as being too properly, too over exaggerating, too responsible and too correctly
. 


Does this negative publicity affects the opinion of the public regarding the Nutrition Centre its image? In section 4.2 the public will be analysed and it will be clear how the public perceives the Nutrition Centre and if the public is influenced by the media.

4.1.3 Conclusion to Analysis of Printed Media Coverage

The number of general hits generated on the Nutrition Centre name is high, however the number of relevant articles published in the selected media is low. Besides, the number of articles published on the front page is minimal. 


This media analysis is carried out in order to determine if the media is contributing in building a positive brand image for the Nutrition Centre. There are no articles found that were overly positive, however this is important in building a positive brand image for the organisation. Besides, some negative news is published concerning the Nutrition Centre. Since the media is overall objective about the Nutrition Centre, it can be concluded that the media contributes to a slightly positive image. Nevertheless, more media attention for the Nutrition Centre is desired in order to build a completely positive brand image.


It is also important to emphasize that publicity contributes to increasing the overall brand awareness. Positioning and profiling is of most importance in the Nutrition Centre’s communication policy, and therefore objective or positive publicity contributes to the realisation of this communicational objective. All articles published on the Nutrition Centre can be considered as positive coverage for the Nutrition Centre, because of the name-mentioning. It can be concluded that the media is contributing in profiling and positioning the organisation, because consumers become aware of the Nutrition Centre and its activities. 

4.2 Perception of Public

To make sure an organisation communicates effectively, the organisation (sender) should know what the public (receiver) thinks. Thus to improve the communication between the Nutrition Centre and the public, it is essential to research the corporate image of the organisation. The image comprises of impressions and evaluations among the various publics
. 


In this chapter the perception of the public regarding the Nutrition Centre is examined. In order to examine the public’s perception, a survey among 100 persons was conducted in the Nutrition Centre its target group by means of a questionnaire. As this target group is varied (e.g. not segmented into certain age groups etc.) the decision was made to conduct the questionnaire randomly. 100 persons in various age groups, professions etc. were asked to fill out the questionnaire to provide their opinion (perception) on the Nutrition Centre. The printouts of each questionnaire can be found in the Nutrition Centre’s Questionnaire Dossier. 
In this section, only the most significant findings will be discussed. In the Nutrition Centre’s Questionnaire Dossier a complete report is included, in which all the results of the survey are provided. 


The results of the questionnaire will be analysed by means of the Corporate Image Measurement Model. This model contains five elements by which the corporate image can be measured. The five elements are shown in the next figure:
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Figure 8: Measurement model for the corporate image (Source: Vos, 1992: 7)

Each of the elements are measured by means of specific questions which are posed in the questionnaire. 
4.2.1 Survey Results

Primary Impression

The first element by which the corporate image can be measured is the primary impression. This involves the brief description the target group gives, in the first instance, of the organisation.
 


This element is measured by asking the respondents on their first association with the name ‘Nutrition Centre’. The majority of the respondents indicated to associate the Nutrition Centre with “education on healthy food”. Some respondents associate the Nutrition Centre with the ‘Schijf van vijf’.

Familiarity

This element shows how familiar people are with the organisation and how intensively they are involved.
 The respondents were asked if they are familiar with the Nutrition Centre or if they have ever heard of this name. Survey results show that 88% of the respondents are familiar with the organisation (see figure 9). 
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Figure 9: Results question 6

Familiarity with an organisation also includes how intensively one is involved with the organisation. Survey results show that only 4% of the respondents have ever contacted the Nutrition Centre (see figure 10).
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Figure 10: Results question 10
37% out of the 100 respondents are familiar with the service the Nutrition Centre provides on the internet. Projects and campaigns carried out by the Nutrition Centre are also well known by the respondents, 36% of the 100 respondents is familiar with them (see figure 11).
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Figure 11: Results question 13
When the respondents were asked which of the services of the Nutrition Centre they had used or will use in the future, the following results became clear. The majority of the respondents, 66%, have not used any of the services of the Nutrition Centre (see figure 12).
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Figure 12: Results question 14
40% of the respondents indicated to make more use of the services of the Nutrition Centre if they were informed better (see figure 13).
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Figure 13: Results question 24  

Only 4% of the respondents is not familiar with any messages or campaigns (most recent) of the Nutrition Centre. The campaign ‘Balansdag’ and the campaign ‘Maak je niet dik’ are the best known (see figure 14).
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Figure 14: Results question 15

Campaign 1: ‘Maak je niet dik’

Campaign 2: 'Gezond eten en bewegen met kinderen - voorkom overgewicht'

Campaign 3: ‘Borstvoeding verdient tijd’

Campaign 4: ‘Voedselveiligheid: van commotie naar communicatie’

Campaign 5: ‘Ketencampagne’

Campaign 6: ‘Balansdag’

To examine how strong the association of the respondents is with the Nutrition Centre and to determine if the public is aware of the messages of the organisation, the respondents were presented with three slogans of the Nutrition Centre. 64% of the respondents recognized the current slogan of the Nutrition Centre (see figure 15).  
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Figure 15: Results question 16 

Finally, 39% of the respondents indicated to be familiar with the logo (see figure 16). 
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Figure 16: Results question 17

1. Logo 1: 




2. Logo 2:


3. Logo 3:

Perception

When discussing the public’s perception, characteristics are involved which respondents attribute to the organisation.
 In the questionnaire respondents were asked which characteristics they associated with the Nutrition Centre. The characteristics attributed to the organisation enable to see whether the desired image of the Nutrition Centre corresponds with the image the respondents have of the organisation. The respondents could choose 3 out of 20 characteristics which, according to them, fits best to the image of the organisation (see figure 17). 
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Figure 17: Results question 18
When the respondents were asked how they formed their opinion on the Nutrition Centre, the following results became clear. 62% of the respondents formulated their opinion on the Nutrition Centre based on information in newspapers, television, etc. (see figure 18).







Figure 18: Results question 25

Preference

When the respondents were asked to choose 3 out of 20 characteristics which, according to them, fits best to the image of the organisation, they were also asked which preference they would attribute to each characteristic. The respondents were asked to rank the characteristics. Hereby, the top 5 of characteristics associated with the organisation:

· independent – 45% 

· socially responsible – 40% 

· reliable – 39% 

· objective – 36% 

· expert – 36% 

Respondents consider the characteristic ‘independent’ most applicable. A high preference is attributed to this characteristic. The five highly ranked characteristics are all positive and all correspond with the desired image of the organisation. 

Position

The position of the organisation in relation to other organisations is also important when measuring the corporate image.
 The respondents were asked where they would look for information on dietary health and safety. 56% of the respondents search for information on the internet and 10% will contact the Nutrition Centre (see figure 19).
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Figure 19: Results question 12

4.2.2 Conclusion to the Survey

The most important findings of the survey summarised:

· The majority of the respondents associate the Nutrition Centre with “education on healthy food”. The ‘Schijf van vijf’ is associated with the organisation as well. 

· The familiarity with the Nutrition Centre’s name is 88%. One of the communicational objectives outlined by the organisation states that 80% (8/10) of the Dutch consumers have to be aware of the existence of the Nutrition Centre.

· Survey results show that only 4% of the respondents ever contacted the Nutrition Centre.

· The respondents are most familiar with the internet service (36% out of 100 respondents) offered by the Nutrition Centre and the projects and campaigns carried out (37% out of 100 respondents). 25% of the respondents is not familiar with any of the mentioned services.

· The majority of the respondents, 66%, have never used one of the services offered by the Nutrition Centre.

· 40% of the respondents indicated to make more use of the services of the Nutrition Centre if they were informed better.

· Only 4% of the respondents is not familiar with any of the messages or campaigns. The most familiar campaigns are ‘Balansdag’ and ‘Maak je niet dik’.

· The slogan familiarity is strong. The majority, 64% is aware and selected the correct slogan ‘Eerlijk over eten’.

· The logo familiarity is reasonable. Even though 39% recognised the correct logo of the Nutrition Centre, 30% selected an invented logo.

· The Nutrition Centre wants to position itself as an independent, honest and reliable source for information. When the respondents were asked which characteristic they associated with the Nutrition Centre their answers almost corresponded with the desired image of the Nutrition Centre: independent (45%), socially responsible (40%), reliable (39%).

· 62% of the respondents formed their opinion on the Nutrition Centre thanks to the media.

· 56% of the respondents look for information on the internet and 10% will contact the Nutrition Centre when looking for information on dietary health and safety.

4.3 Conclusion

In order to determine the current brand image of the Nutrition Centre, the results of the media analysis and the questionnaire have been analysed.


The media analysis showed that most articles concerning the Nutrition Centre had a neutral/ objective content. There are no articles that were overly positive, however this is important in building a positive brand image for the organisation. Since the media is overall objective about the Nutrition Centre, it can be concluded that the media contributes to a slightly positive image. However, some negative news was published on the Nutrition Centre as well.

Despite the sometimes critical pronouncements on the Nutrition Centre in the media and despite the fact that according to the survey 62% of the respondents create their opinion according to the media, a high percentage of the respondents are still positive about the Nutrition Centre and its activities. When respondents were asked to mention three characteristics which they associated with the Nutrition Centre (see question 18), they were positive. The three highest ranked characteristics are: independent (45%), socially responsible (40%), reliable (39%). The image perception of the public is positive. The greater part of the public is familiar with the Nutrition Centre. However, only a small percentage of the public is making use of the services of the organisation.

Summarised, the key points of the image perception of the public on the Nutrition Centre:

· Name familiarity / association is good;

· Overall service perception is reasonable;

· Overall campaign perception is strong;

· Slogan familiarity is strong;

· Logo familiarity is reasonable;

· Image perception is strong.

5. GAP ANALYSIS

In this chapter, a GAP analysis is made with regard to the Nutrition Centre’s identity and image. The objective of this chapter is to determine whether there is a GAP between the Nutrition Centre’s Identity and Image?
5.1 Explanation to GAP analysis
When creating a GAP analysis of an organisation, the differences between the corporate identity and the desired identity of an organisation, as well as the differences between the corporate image and the corporate identity of an organisation are examined.
 When analysing these aspects it is possible to remark the following two problems:

· Identity and desired identity do not match

· Image and identity do not match

The ideal situation is when the three elements are in harmony. 





Figure 20: Difference between image, identity and desired identity (source: Vos, 1992)

When the image and identity are not coherent, one has to bring them closer together. Bringing the image closer to the actual identity is a horizontal movement for which public relations activities are excellent tools. When the identity has to be brought closer to the desired image, vertical direction, management must change the identity using different tools, in which communication can play a supportive role.
  

5.2 Nutrition Centre’s GAP analysis

By having examined the Nutrition Centre’s corporate and desired identity, and its corporate image in the previous chapters, it can be stated that there is no GAP visible.

The Nutrition Centre’s GAP analysis can be outlined following the below figure.


Current Situation



Desired Situation









Figure 21: Nutrition Centre’s GAP analysis 

After having analysed the corporate and desired identity in chapter 3, we can conclude that the identity corresponds to the desired identity of the Nutrition Centre. This means that no ‘internal’ GAP can be identified between the Nutrition Centre’s corporate identity and the Nutrition Centre’s desired identity. 

Research after the perception of the public in chapter 4.2, showed that the corporate image is similar to the Nutrition Centre’s corporate identity. The public has a correct impression of the Nutrition Centre’s characteristics. The majority of the public is familiar with the Nutrition Centre and its services, activities, messages and campaigns. The public’s perception on the Nutrition Centre is positive. The main features of the Nutrition Centre’s personality, which are outlined in its corporate identity, are that of being independent, honest and reliable. The three highest ranked characteristics which the public associates with the Nutrition Centre are: independent, socially responsible and reliable.

5.3 Conclusion
It can be concluded that there is no GAP between the Nutrition Centre’s identity and image: 

· Identity and desired identity match

· Image and identity match

However, the following can be remarked. Even though the corporate image of the Nutrition Centre is positive and the public is familiar with the organisation’s services, activities, messages and campaigns, only a small percentage of the public is making use of the services of the organisation. The majority of the public has never contacted the Nutrition Centre. This issue will be the main focus in research part 7 of this thesis.

6. OVERALL CONCLUSIONS


In order to finalise this research thesis, the answer to the central research question will be provided: 

How does the public perceive the Nutrition Centre?
To determine the public’s perception of the Nutrition Centre and to comprise the answer to the central research question, an answer to the various sub questions is needed. These answers are formulated together with the results of the Corporate Identity Mix and the desired identity, as well as the media analysis and the results of the questionnaire.


In relation to the Nutrition Centre’s personality, the public’s familiarity with regard to the organisation is positive. The public has a correct impression of the Nutrition Centre’s characteristics. The majority of the public perceives the Nutrition Centre as an independent, honest and reliable source for information.


The main feature of the Nutrition Centre’s behaviour is providing accurate and straightforward information on dietary health and safety. When examining the public’s perception in relation to the Nutrition Centre’s behaviour, it can be stated that the majority of the public is aware of the organisations activities and services. The public indicated to be most familiar with the services the Nutrition Centre provides on the internet and the projects and campaigns.


In relation to the Nutrition Centre’s visibility, it can be stated that the majority of the public is familiar with the Nutrition Centre’s logo and slogan.


With regard to the Nutrition Centre’s communication, the public is aware of the Nutrition Centre’s external communication activities. The majority of the public also indicated to be familiar with the organisation’s campaigns and therefore with its messages.


With regard to the media, the number of general hits generated on the Nutrition Centre name was high. However, the number of relevant articles published in the selected media was low. Besides, the number of articles published on the front page was minimal. Since the media is overall objective about the Nutrition Centre, it can be concluded that the media contributes to a slightly positive image. Nevertheless, more media attention for the Nutrition Centre is desired.

It can be concluded that the public has a positive perception with regard to the Nutrition Centre’s image. The majority of the public perceives the Nutrition Centre as being an independent, socially responsible and reliable source for information. 

7. RECOMMENDATIONS

The overall conclusions have stated that the corporate identity and the desired identity of the Nutrition Centre, as well as the corporate image and the corporate identity correspond. However, recommendations can be provided. Research indicated that the majority of the public is familiar with the Nutrition Centre. Nevertheless, only a small percentage of the public is making use of the services of the organisation. The respondents indicated not to make use of the services because they are not well informed about them. It can be concluded that the consumers would make more use of the services of the Nutrition Centre if they were informed better. 

The main focus of the recommendations in this chapter is to generate a clear and attractive perception of the Nutrition Centre’s services among the public, this in order to attract the public to make use of the services offered by the Nutrition Centre. Therefore, the following communication strategy is aimed at the promotion of a behavioural intention.
 

When formulating recommendations, the generic communication objectives and the generic communication strategy, as well as the specific objectives and the specific communication strategy will be determined.

7.1 Generic Communication Objectives

In order to point out how communication contributes in solving the problem, general communication objectives have to be stated.
 The following generic objective can be formulated: 


· Increase the usage of the Nutrition Centre’s services by the public.
7.2 Specific Communication Objectives
The following specific communication objective can be formulated:
· The public has to become better informed regarding the services of the Nutrition Centre.
7.3 Corporate Communication Strategy
In order to achieve the communication objectives, a corporate communication strategy is created, which consists of two parts:

· Generic Communication Strategy

· Specific Communication Strategy

7.3.1 Generic Communication Strategy increase the use of the services
To accomplish the communication objective, it is best for the Nutrition Centre to increase the communication targeted at the public. Informing about the Nutrition Centre’s services will be the main focus of a possible new communication strategy.


Since the majority of the public is not making use of the services of the Nutrition Centre, a resistance strategy is recommended. The Nutrition Centre should actively approach the public by means of an intense level of communication. Especially since the respondents of the questionnaire indicated to make more use of the services of the Nutrition Centre if they were informed better.
 
The Nutrition Centre should continue to communicate through its PR-marketing strategy and observe needs and desires of the public and adapts its communication accordingly in order to achieve as great an effect as possible.
 The Nutrition Centre should adapt the services according to the desires of the public. The questionnaire indicates that the majority of the respondents (56%) search for information on healthy food on the internet. Therefore, the organisation should actively approach the public in order to inform them about the service the Nutrition Centre offers on the internet.

7.3.2 Specific Communication Strategy

Specific communication strategies focus on certain communication activities or projects.

Various communication activities have already been carried out by the Nutrition Centre. The organisation publishes press releases, makes information available on the internet, distributes brochures and digital newsletters and publishes magazines. Communication campaigns and projects are conducted by the Nutrition Centre as well. These campaigns are supported in various media, e.g. television, radio, etc.


At this moment, the campaigns of the Nutrition Centre lay emphasis on the message of the specific campaign. It is recommended to pay more attention on the communication of the services. During the several campaigns conducted by the organisation, it should be clearly communicated were to look for information on healthy food.


It is also recommended to start promoting the several services (instead of the campaigns), by for example a commercial on television or radio in which the various magazines of the organisation are promoted. 

Since the consumers indicated to search for information on healthy food on the internet, the organisation should actively approach the public in order to inform them about the service the Nutrition Centre offers on the internet. The consumers can be informed by means of a mailing. It is advisable to adjust information for children and educate them through school-materials.

However, it is best to formulate specific objectives and specific communication strategies in close co-operation with the Nutrition Centre. After the implementation of the strategy it is advisable to evaluate the outcomes.
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9. APPENDIX

9.1 Expert Interview with Communication Manager Nutrition Centre

Transcript of interview (in Dutch) conducted on February 9, 2006 (from 13:00 – 14:00) by Marloes Visser with drs. Jacqueline (J.A.M.) Vink, Communication Manager Nutrition Centre.

Interview

Wat is de doelstelling van het Voedingscentrum?

Het Voedingscentrum heeft twee belangrijke doelstellingen, enerzijds op het gebied van gezondheid en anderzijds op het gebied van voedselkwaliteit. 

Enerzijds zijn wij er op gericht om consumenten gezond en veilig te laten eten. Gezond eten gemakkelijk te maken zeggen we ook vaak. Anderzijds om het inzicht in de kwaliteit van voedsel te vergroten. We willen de consument laten nadenken over wat ze eet. Mede, omdat de consument met zijn aankopen bepaald hoe eten wordt geproduceerd. Als consument moet je er ook voor zorgen dat voedsel duurzamer wordt geproduceerd. Aspecten die je als burger belangrijk vindt moet je als consument ook uiten in je koopgedrag. Wij willen daar niet in sturen want wij hebben daar een onafhankelijke rol in, maar we willen wel mensen prikkelen om over dit onderwerp na te denken en die informatie beschikbaar stellen zodat ze ook bewust kunnen kiezen. 


Als je kijkt naar de problemen op het gebied van gezond eten, enerzijds heeft dat te maken met overgewicht en anderzijds met de kwaliteit van eten. Er mogen bijvoorbeeld niet teveel verzadigde vetten inzitten. Dit zijn twee heel belangrijke kwesties. Als we praten over gezond eten dan zijn de belangrijkste kwesties de preventie van overgewicht en de kwaliteit van ons eten. Deze problemen zijn te voorkomen met de schijf van vijf. De schijf van vijf is een overkoepelende paraplu gedachte om al onze boodschappen aan op te hangen. 


We hebben een reclame gehad; ‘een derde van kaas bestaat uit vet’ en daar waren de zuivelfabrikanten niet blij mee. Fabrikanten hebben het opgepakt en nu profileren ze zich veel duidelijker met allerlei halfvolle kaas. Dit is ook een doel van de organisatie; het stimuleren van de voedingsmiddelen industrie. Wij willen ervoor zorgen dat ze onze boodschap oppakken en zorgen voor gezondere producten. Ook in het product aanbod kan het Voedingscentrum dus veel betekenen.


We geven wetenschappelijke verantwoorde en eerlijke informatie. De organisatie heeft dus een informerende functie. We proberen ook, ondanks ons beperkte budget, gedragsverandering te bewerkstelligen op heel specifieke thema’s en campagnes. Ook proberen we bij te dragen aan de discussie vorming. Hierdoor vormt de consument zijn mening. Wij zien dat als een belangrijk kanaal om ook bedrijven te mobiliseren, het maatschappelijke draagvlak te mobiliseren, om daadwerkelijk iets te veranderen. Wij hebben de industrie nodig want zij zijn degene die de producten op de markt brengen. Het is een bewuste strategie; we zorgen voor discussie en krijgen misschien negatieve publiciteit, maar hierdoor wordt er wel aandacht aan het probleem geschonken.

Wat zijn de communicatiedoelen van het Voedingscentrum?

Het voedingscentrum komt voort uit het voorlichtingsbureau voor de voeding. Deze organisatie was zeer bekend, maar het Voedingscentrum kende niemand. En als je wel wilt dat je als onafhankelijke vraagbak gezien wordt voor mensen is het erg belangrijk om te werken aan je vindbaarheid en zichtbaarheid. Dus dat is corporate gezien de belangrijkste doelstelling. Dat mensen weten waarvoor het Voedingscentrum staat. Dus de positionering en de profilering van het Voedingscentrum. Als je wilt dat mensen zich laten informeren dan moeten ze wel weten waar ze deze informatie kunnen vinden. Ook moet de consument weten dat de informatie van een betrouwbare afzender komt. Dat ze ons als betrouwbaar bestempelen is ook een belangrijke doelstelling. Dit is dus de algemene communicatie doelstelling.


Verder zijn er de afgeleide doelstellingen per project. Vaak gaat het om het attenderen (agenda setting, bewust wording), het herkennen en erkennen van het probleem, en daarna dat het wordt omgezet in actie en dat ze bij het VC daarmee terecht kunnen. Verschillende projecten hebben verschillende doelstellingen. En bijvoorbeeld het project overgewicht bestaat uit 4 hele grote deelprojecten een gedeelte voor allochtonen, ouderen een gedeelte gericht op de politiek. 


Een andere doelstelling van het Voedingscentrum is dat 80% (1/8) van de Nederlandse bevolking moet weten wie wij zijn. De consument moet zich ervan bewust zijn dat hij/zij met vragen met betrekking tot gezond en veilig eten bij het voedingscentrum terecht kan. Dit is onze communicatiedoelstelling.

Wat doen jullie om deze doelstellingen te behalen, welke externe communicatiemiddelen en welke communicatieactiviteiten voeren jullie?

Onze internetsite is het belangrijkste kanaal om informatie te geven. We proberen met massamediale campagnes het informatie zoekgedrag te stimuleren en mensen naar de website en telefonische hulplijn te leiden. Massamediaal, zoals radio, tv en kranten, maar we zetten ook intermediaire in. Veel mensen maken gebruik van een kantine en daar worden veel calorieën ingenomen. Ook daar hebben we pilots in gezet. Dit geldt ook voor scholen. We hebben veel lesmateriaal. We hebben specifieke campagnes, bijvoorbeeld de borstvoeding campagne. Bij deze campagne worden verloskundigen ingezet en geven we een tijdschrift uit (BV Borstvoeding). We hebben ook een een stakeholder/ belanghebbende tijdschrift genaamd Voeding Nu. Tevens voeren we een tijdschrift voor jonge ouders; SMAK (verschijnt 2 keer per jaar). Wij geven ook informatie aan de pers, zowel actief als passief. Mocht er nieuws op het ANP net staan dan reageren we van te voren al. De pers weet ons te vinden. Soms is het om anderen te ondersteunen, dan verschijnt het Voedingscentrum niet met naam in de publicatie, maar dan willen ze de informatie wel even verifiëren bij ons. Free publicity is heel belangrijk voor ons.


Onze externe communicatie moet voldoen aan een aantal kernwaarde. De belangrijkste kernwaarde is onafhankelijkheid; consumenten moeten zich ervan bewust zijn dat de informatie afkomstig is van een onafhankelijke bron. Tegelijkertijd zijn wij door deze kernwaarde ook erg kwetsbaar, want zodra wij een project initiëren met andere partijen (zoals de industrie) of zodra we gezamenlijke projecten uitvoeren waarin we melden dat een bepaald product aan bepaalde voorwaarden voldoet, zegt de consument ‘ok, jullie worden dus gefinancierd’. De communicatie is ook gebaseerd op wetenschappelijke kennis. Ook zullen wij enkel uitkomsten van onderzoeken publiceren die van toepassing zijn op de Nederlandse bevolking. Verder is het belangrijk dat we dicht bij de consument staan. We kunnen wetenschappelijke informatie hebben, maar als de consument daar niks mee kan dan zullen we deze informatie niet verspreiden. Ook moet onze communicatie snel en functioneel zijn. Als er vandaag iets in de krant staat moeten we daar snel op anticiperen en meteen een functioneel handelingsperspectief aan de consument bieden.

Wat is het gewenste imago van het Voedingscentrum?

Onze kernwaarden staan voor ons gewenste imago. Dat we een onafhankelijke, betrouwbare bron zijn voor informatie over gezond en veilig eten. Onze corporate slogan heeft veel met ons imago te maken; ‘eerlijk over eten’. We willen de slogan veranderen in ’maakt gezond eten gemakkelijk’, maar hebben besloten deze verandering uit te stellen. Eerst zullen we nog moeten bouwen aan de bekendheid van onze huidige slogan.

Hoe kan je de bedrijfscultuur van het Voedingscentrum het beste omschrijven?

Onze corporate culture is heel informeel. Het personeel is informeel gekleed. Dit is ook te zien aan onze interne communicatie. De interne communicatie binnen het Voedingscentrum verloopt eenvoudig en de communicatie lijnen binnen de organisatie zijn kort. Er zijn bij ons 70 werknemers in dient waarvan 50 parttime. Deze mensen hebben echt de missie om eerlijke informatie te geven.

Het Voedingscentrum is een non-profit organisatie. Hoe komt het Voedingscentrum aan zijn inkomsten?

Het Voedingscentrum wordt gefinancierd door het ministerie van Landbouw, natuur en voedselkwaliteit en het ministerie van Volksgezondheid, welzijn en sport. We zijn een onafhankelijke stichting, maar we moeten onze resultaten wel kenbaar maken en rapporteren aan de twee ministeries. In enkele gevallen financiert de Hartstichting een deel van de campagne kosten.

Transcript of telephone conversation (in Dutch) conducted on October 11, 2006 (from 15.15 – 15.35) by Marloes Visser with drs. Jacqueline (J.A.M.) Vink, Communication Manager Nutrition Centre.

Interview
Van wie komt het ontwerp van jullie huisstijl, logo en slogan?
Het ontwerp komt van een project management bureau dat wij hebben ingeschakeld om hier zorg voor te dragen.

Is er een bepaalde rede dat er is gekozen voor de kleuren blauw en oranje?

Nee, het bureau is met verschillende ontwerpen gekomen en dit ontwerp sprak ons het meeste aan. Het ontwerp van het logo heeft ook een achterliggende gedachte.
9.2 Explanation to Stakeholders 

9.2.1 Customers, consumers

The customers of the Nutrition Centre can be divided into two groups i.e.:

· Dutch consumers who are having questions about healthy and safe food;

· Consumers who are allergic or oversensitive to certain foods or have a disease that is linked to food (special target group).

9.2.2 Financiers

The Nutrition Centre is almost entirely funded by the Ministry of Agriculture and the Ministry

of Public Health. Furthermore, some campaigns are co-financed by for example ‘de 

Hartstichting’ (freely translated: Hart foundation). The Nutrition Centre does not accept any

financial contribution of companies or institutions in exchange for the adoption of a certain 

attitude.

9.2.3 General public

The general public are the Dutch consumers, the population on which the Nutrition Centre focuses. 

9.2.4 Government and legislation

The Dutch government has designated the Nutrition Centre as being the health promoting institute for nutrition (gezondheidsbevorderend instituut - GBI).
 Therefore, the Nutrition Centre is funded by the government (Ministries of Agriculture and Public Health). Since the Nutrition Centre is financed by both ministries, the organisation is obligated to report results and outcomes. The annual account of the Nutrition Centre is made public. The Nutrition Centre is controlled by the government. 


The Commodities Act is part of the law and legislation in the Netherlands. The Commodities Act focuses on the soundness of provisions and other consumer products. When updating the Commodities Act, the government is guided by ‘Regulier Overleg Warenwet’ (freely translated: Regular Consultation Commodities Act). This is a discussion platform of representatives of the provisions industry, provisions trade and consumers. The Nutrition Centre is also a representative of this platform. Discussed are the developments in the Dutch and European provisions law. The Ministries of Agriculture and Public Health and Food and Consumer Product Safety Authority are represented to make sure the opinions of these parties are taken into account when further developing the Commodities Act.

9.2.5 Healthcare-institutions

The Nutrition Centre supports the introduction of the Hygiene code. The organisation implements, manages, controls and carries out the Hygiene code for healthcare-institutions.
 

9.2.6 Intermediaries

The Nutrition Centre assists professionals who work with consumers. The organisation focuses on these intermediaries to reach the consumers. Doctors, dieticians, food preparation workers, health advocates, health workers and teachers can make use of the Nutrition Centre’s expertise.

Through this information the intermediaries will be able to correctly inform consumers.

9.2.7 Media  

The media consist of all channels of mass communication e.g. printed and digital newspapers, magazines, TV broadcasters, radio stations, which all cover news about the Nutrition Centre.

The Nutrition Centre is frequently asked to comment on current news for radio and TV. 

The other way around, the Nutrition Centre actively approaches the media as well. 

9.2.8 Partners

The Nutrition Centre only collaborates with umbrella organisations, this in order to guaranty the independence of the organisation. Sometimes collaboration is arranged with individual companies. This is the case when because of this collaboration one specific (difficult to reach) target group can be reached. In this situation regulations will be formulated in order to guarantee the independence of the organisation.

9.2.9 Personnel, internal relations

Personnel are the people employed at the Nutrition Centre. The Nutrition Centre has 70 employees of which 50 people work on a full-time base.

9.2.10 Suppliers

Suppliers are the institutions and organisations that provide services to the Nutrition Centre. 

Specialists can be seen as suppliers of the Nutrition Centre. The organisation makes use of the expertise of specialists concerning healthy food, food safety, sickness and communication. These specialists are connected to universities and research institutes and can be consulted for questions.  

9.2.11 Trade and Industry
The Nutrition Centre advises trade and industry regarding labelling practices of provisions. 

9.3 Nutrition Centre’s Article Dossier
Please view the separate Nutrition Centre’s Article Dossier on the cd-rom in which the following information is included:

1. Media Coverage Matrix 

2. Articles of media coverage analysis

9.4 Nutrition Centre’s Questionnaire Dossier

Please view the separate Nutrition Centre’s Questionnaire Dossier on the cd-rom in which the following information is included:

1. Example of questionnaire in Dutch

2. Complete report with the results of the survey per question

3. Answers to open questions

4. Processed data in SPSS

5. Printouts of the 100 conducted questionnaires

------------------------------------------------------------------------------------------------------------

Executive Summary
In this research thesis a comparison is made between the corporate image and the desired image of ‘Voedingscentrum’ (from now on be referred to as Nutrition Centre).


The Nutrition Centre provides accurate and straightforward information on dietary health and safety. Since claims for new and improved products are constantly made by advertisers, it could be possible that consumers become confused. Therefore, it was an interesting case to examine the public’s perception of the Nutrition Centre. The objective of this thesis is to examine the public’s perception on the Nutrition Centre and to formulate recommendations on the communication policy when this is required. This thesis research handles the following central research question: How does the public perceive the Nutrition Centre? (In this context the public are the Dutch consumers).


To determine the public’s perception of the Nutrition Centre and to comprise the answer to the central research question, an answer to the various sub questions is needed. These answers are formulated by using the results of the CI Mix Model and the results of the evaluation of the desired identity as well as the media analysis and the results of the questionnaire.


The main features of the Nutrition Centre’s personality are that of being independent, honest and reliable. The organisation attempts to increase awareness of good nutrition and food safety and stimulate consumers to eat healthy and safe food. The Nutrition Centre’s long-term and ultimate goal and mission is to acquire better public health in the Netherlands.


The public’s familiarity with regard to the Nutrition Centre is positive. The majority of the public indicated to be aware of the Nutrition Centre being an independent, honest and reliable source for information on healthy and safe food. The Nutrition Centre’s image is positive.


The main feature of the Nutrition Centre’s behaviour is providing accurate and straightforward information on dietary health and safety. The organisation provides this information through various services. A large percentage of the public is familiar with the Nutrition Centre’s services. The public indicates to be most familiar with the service the Nutrition Centre provides on the internet as well as the projects and campaigns. However, the questionnaire shows that the majority of the public is not making use of the services of the Nutrition Centre. Some of them indicate to make more use of the services if they would be better informed by the organsiation.


The main features of the Nutrition Centre’s visibility are its logo and slogan. The majority of the public indicates to be familiar with both of them. The Nutrition Centre used the colours orange and blue in its logo. The slogan “Eerlijk over eten” (freely translated: Honest about food) is visible in the Nutrition Centre’s brochures and campaigns. 


With regard to the Nutrition Centre’s communication, the public is aware of the Nutrition Centre’s external communication activities. The messages the Nutrition Centre wants to spread through its campaigns and projects are supported in various media, e.g. television-commercials, radio-commercials, newspaper advertisements, etc. The majority of the public indicated to be familiar with the organisation’s campaigns and therefore with its messages. The organisation attempts to reach its target group as well through direct mail, magazines, press releases and the website of the organisation. 

In relation to the media, the Nutrition Centre’s external communication is sufficient. In the past 5 years the number of general hits generated on the Nutrition Centre name is high. However, the number of relevant articles published in the selected media is low and the number of articles published on the front page is minimal. Since the media is overall objective about the Nutrition Centre, it can be concluded that the media contributes to a slightly positive image. Nevertheless, more media attention for the Nutrition Centre is desired in order to build a completely positive brand image.


To conclude, the public has a positive perception with regard to the Nutrition Centre’s image. Consequently, it can be stated that there is no GAP visible. The corporate identity and the desired identity of the Nutrition Centre, as well as the corporate image and the corporate identity correspond. The public, as well as the employees of the Nutrition Centre, have a correct impression of the organisations’ characteristics. 


However, recommendations can be provided. Research indicated that the majority of the public is familiar with the Nutrition Centre. However, only a small percentage of the public is making use of the services of the organisation. The public indicates to make more use of the services if they would be better informed. 

Therefore, the following generic communication objective can be formulated: 

· Increase the usage of the Nutrition Centre’s services by the public.

In order to achieve the generic communication objective, it is best for the Nutrition Centre to increase the communication targeted at the public. Informing about the Nutrition Centre’s services will be the main focus of a possible new communication strategy. The questionnaire indicates that the respondents search for information on healthy food on the internet. Therefore, the organisation should actively approach the public in order to inform them about the service the Nutrition Centre offers on the internet.
The following specific communication objective can be formulated:
· The public has to become better informed regarding the services of the Nutrition Centre.

In order to achieve the specific communication objective, it is recommended to pay more attention to the communication of the services. At this moment, the campaigns of the Nutrition Centre lay emphasis on the message of the specific campaign. During the several campaigns conducted by the organisation, it should be clearly communicated were to look for information on healthy food. It is also recommended to start promoting the several services (instead of the campaigns), by for example a commercial on television or radio in which the various magazines of the organisation are promoted. 

The consumers can be informed by means of a mailing. It is advisable to adjust information for children and educate them through school-materials.


However, it is best to formulate specific objectives and specific communication strategies in close co-operation with the Nutrition Centre. After the implementation of the strategy it is advisable to evaluate the outcomes.
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Question 13: With which of the following services of the Nutrition Centre are you familiar?
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Question 15: With which of the following campaigns of the Nutrition Centre are you familiar?
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Question 25: How have you formed your opinion towards the Nutrition Centre?
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Question 12: Where would you look for information on healthy and safe food?
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Question 24: I would make more use of the services of the Nutrition Centre if I was informed better.
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Question 17: What is according to you the logo of the Nutrition Centre?
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Question 16: What is according to you the slogan of the Nutrition Centre?

9

64

14

13



Blad1

		yes		88

		no		12														television		60

																		radio		11

																		newspaper		6

																		website / internet		3

																		friends		1

																		other		5

																		n/a		14

		yes		4														telephone hotline		6

		no		84														internet		37

		n/a		12														leaflets and books		17

																		projects and campaigns		36

																		magazines		4

																		none		25

				telefonische hotlines		2														agree		40

				internet		19														disagree		47

				brochures en boeken		4														n/a		13

				projecten en campaigns		2

				magazines		1

				geen		66

				campaign 1		47												maakt gezond eten gemakkelijk		9

				campaign 2		25												eerlijk over eten		64

				campaign 3		1												voor gezond en veilig voedsel		14

				campaign 4		1												n/a		13

				campaign 5		2

				campaign 6		65

				none		4





Blad1

		yes

		no



Question 6

88

12



Blad2

		television

		radio

		newspaper

		website / internet

		friends

		other

		n/a



Question 8

60

11

6

3

1

5

14



Blad3

		yes

		no

		n/a



Question 10

4

84

12



		telephone hotline

		internet

		leaflets and books

		projects and campaigns

		magazines

		none



percentage

Question 13

6

37

17

36

4

25



		0

		0

		0

		0

		0

		0



percentage

Question 14



		0

		0

		0



Question 24



		0

		0

		0

		0

		0

		0

		0



percentage

Question 15



		0

		0

		0

		0



Question 16



		





		






_1232273955.xls
Grafiek2

		telefonische hotlines

		internet

		brochures en boeken

		projecten en campaigns

		magazines

		geen



percentage

Question 14: Which service(s) of the Nutrition Centre have you used?
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Question 18: Which characteristics do you attribute to the Nutrition Centre?
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