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Executive Summary

When most of the western world was celebrating Boxing Day in 2004, terrible news reached many homes worldwide. A tsunami struck several Asian countries causing hundreds of thousands of people to loose their lives and their homes. Money was raised as it was not done before in the Netherlands.

Tear, a Dutch organization with a Christian background, tries to mobilize people in fighting poverty in Asia, Africa and Latin America. This organization was one of 15 working as the Samenwerkende Hulp Organisaties or SHO. Together they joined forces and raised over 

€ 200,000,000,-  in the Netherlands alone to help victims in 14 countries
(K. Van Eyk, p. 4, 2008)
Shortly after the money was raised it became clear that not all of it could be spent at once. The public wondered about what had been done and what was yet to be done. Questions that were not answered very quickly. This case study focuses on the target group and how they were informed during the tsunami project. The central question to be answered through my research is: 

 What recommendations can be found in the tsunami case related to the external communication policy towards contributors of the organization Tear?

To answer this question properly I will look at the target group for Tears’ communication, their strategy and how this strategy was carried out.
In an effort to provide the organization and its’ employees with feedback, Tear released several reports on the progress made on the ongoing project. On December 11th of 2008, almost four years after the tsunami, Tear published a candid final report on the tsunami project. It reveals how much money was available to Tear, what it was spent on, and most importantly: whether or not the organization now believes it was the right choice. 

The report was published on the internet, but was not used as a marketing tool. According to writer Koos van Eyk: “People are not interested in reading the report because it is too detailed and too boring.” It is up to charities today to understand the opportunities that good external communications offer. When used well, it means healthy relations between the organization and the public, securing continuity of the organization. 

When the report was made public, the information should have been altered in such a way that it would be appropriate for the public. People were having questions and Tear has answers. One simply never made it to the other.
The bridge that external communication can provide to fulfill the needs of the public was a drawbridge in this case. Tear has a responsibility to provide the information in such a way that the public could see the beautiful work that is done. 

If people would know about it, they would probably feel even better about the organization. It is a missed opportunity.

As a carrier of the CBF hallmark, symbol of external control of fundraising and spending, has demands on how the charity work should be carried out. Tear sticks by those rules and is therefore still a carrier of the hallmark. The reports that they want are not anything like the reports the public is interested in. In the first chapter I will look at the situation I am researching. In the second chapter I will discuss the problem statement, the main question and the sub questions that will help me answer the main question. In the third chapter I will suggest what Tear needs to do to obtain a good relationship with the public. I will then discuss the problem statement and the main questions. 

In the final chapter I will explain what Tear can do to better serve the public in their needs.     Organizations now are facing the dilemma of providing so much transparency that the public is overwhelmed. A 68 paged report is too much for anyone not interested in this on a professional level. A two paged document or summary is required and also it is required in an earlier state of the project. 

A monthly small newsletter could have kept the information supply to the public up to date, simple and cheap since it can be done by email. Also an option to apply as a recipient of the newsletter on the website is necessary. Then after a year Tear could have conducted a survey to establish if people felt they were well informed or not. By referring to the theory mentioned in chapter 1 I will link the theory on the subject to the situation of Tear.

Being cost efficient is very important to every organization, especially to a non governmental organization. To ensure income, now and in the future, Tear has to look at all the options available to inform the public. Therefore I did not only make cost efficient suggestions for Tear such as the release of a digital newsletter, I also added an example of what a digital newsletter could look like. 
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Preface

This paper is the final assignment of my studies at the Higher Institute of European Studies at the Hague University. An internship at the Leprosy Relief Fund as part of my education already awakened my special interest for the work of charities. Now this interest plays a big role in the research I have conducted in order to complete this report.

My wish is that this paper will contribute to a better understanding of the work of Tear and other charities everywhere.

I also hope the reader will enjoy reading this paper. 

Esmiralda van Steenis
Content

On 26 December 2004 an earthquake beneath the sea off the Sumatra coast of Indonesia triggered a series of tsunamis in the Indian Ocean that claimed the lives of more than 227,000 people in 14 countries. The earthquake, measuring 9 on the Richter scale, was the fifth biggest recorded in the world since 1900. Enormous in the scale of its impact, this natural disaster has profoundly influenced the lives of millions of people for over three years and will continue to affect thousands more in the years to come. 

The relief and rehabilitation operation mounted in response to the tsunami disaster was in turn the largest the world has seen. 
 (K. Van Eyk, p.4, 2008)
This fragment of the tsunami report reflects on that moment and the three years that followed by looking at Tear and the communication with its’ public.

The tsunami hit the lives of many people while on the other side of the planet people where celebrating Boxing Day with their families. This contradiction of joy and grief certainly helped raise the bewilderment so many people felt. This moved them to donate their money. 
Help it seems is needed more now than it ever has been. Mass media in general, and particularly the increase in internet access worldwide, has brought places and their people in need closer to our doorstep. It also managed to bring more competition.

Charities struggle to convince the public why it is their organizations that should receive the money. 

When speaking to employees of Tear, it became clear to me that they felt a big responsibility to take care of the money provided to them by contributors. During a visit to the main office at Zeist, Mr. van Eyk, program officer at Tear, told me that there is a shared responsibility to render account to the contributors on how their donations have been spent. Taken into account the fact that the money is designated for field work and not for side actions in the Netherlands, the budget on communicating on what has been achieved so far, is limited. Tear tries to use their limited budget on deciding which aspects of their work to communicate to contributors and people with a general interest in their work, what information to stress and what information to leave out.

The idea that collecting and spending funds is a profession in itself is more widely accepted than it was 10 years ago. There is almost too much information. When it comes to raised public awareness: Is there such a thing as too much information? What should be communicated and what should be left behind. Too much in-depth information could scare off potential contributors when it is presented in the wrong way. Information on a website is supposed to be written in a more compact way so people can read a message in a shorter period of time.

By using a case this report sets off to explore the decisions made by Tear, an organization fighting poverty, to see the impact of decisions made and how they were, or were not communicated to the public.

All of this is done to enable charities to laver themselves through more crowded waters in search of continuity of their marvelous work.

1 The situation

1.1 Operating as one

Tear is a non-political organization and one of nine members of a network of charities all based in the Netherlands. They operate together internationally on behalf of Dutch contributors in case of natural disasters, in order to have more means to help as well as a broader international network to appeal to. All of this is established in order to have a greater chance for rescue operations to succeed. When united in their fund raising, the organizations operate under the name: Samenwerkende Hulp Organisaties, roughly translated as United Relief Organizations. Word goes out to the public that money is needed through television and newspaper messages. On a mutual bank account number, in this case 555, money is collected and then divided amongst the nine organizations. Then, emergency rescue plans are set into motion by each individual organization. While the first help is rendered, the damage done is evaluated and plans are made for more structural help for the first months or even years to come.

Members of the Samenwerkende Hulp Organisaties, or SHO, are all free to handle the communication with their supporters, the people who contributed money. According to Tear, there are no special rules for the external communication to contributors. These supporters could be loyal supporters of Tear, but in case of a world shocking disaster, many people support Tear or SHO that do not normally support any charity. A broad variety of people, all wanting to know what is being done with their money on behalf of them.

Since there is no guideline provided by the SHO for the external communication, organizations can decide for themselves what they want to communicate about the tsunami aid and how to communicate it. This document focuses on the choices Tear made in their external communication towards the Dutch contributors.  

1.2 Main Question 

Therefore my research question is the following:

What recommendations can be found in the tsunami case related to the external communication policy towards contributors of the organization Tear?

1.3 Sub Questions

I will try to answer this main question by using the following sub questions:

I) Was there a specific script on the external communication in case of a project as big as it was in the case of the tsunami?

II) If there was such a specific script, was it used to it’s full extend and

possibilities?

III) Is the organization Tear itself satisfied with the way the external communication was handled?

IV) What actions does Tear take to improve the external communication in general?

1.4 Research Methods

I will execute my research in order to gain all the background information on the tsunami and on Tear as an organization. My research begins with the tsunami report itself. Not only is this necessary for my research, but it will also allow me to execute interviews with staff members at Tear. Only when I am fully informed I am able to get the most out of my interviews. 

I will not only conduct interviews, but I will also conduct a lot of desk research. Especially using materials provided to me during my years at HEBO. My goal is to be able to look at the situation not only from a recipients point of view, namely that of the Dutch contributors.  This has been my only point of view up to the beginning of my research. 

It is only when I look at Tears’ point of view, which is that of the sender, that I can come to the most honest conclusions and provide Tear as well as the reader of this paper with the best recommendations possible. I will do this by talking to as many employees of Tear as I possibly can to have a better understanding of what choices they have made in the external communication and why these choices were made. These are questions that can only be answered by the people who have made the choices. 

2 Communication

Communication is an essential part of any relationship. For a non-governmental organization that relies completely on the financial support of contributors, like Tear does, communication is the way to keep the audience connected to their work. For the continuity of the organization, it is important that Tear keeps the audience informed about their work, especially since their work takes place overseas and it is invisible to people. Especially in times like these, when help is wanted in so many places even close to home, it is important that through their communication, Tear can convince contributors to keep supporting their work. 

 2.1 Communication and its’ purposes

The great Van Dale dictionary describes communication as to give notice of or to be connected. “Communication”, according to De Best, Bothe and Van de Belt (p.13, 2008)
: “seems so simple, you do not actually think about how crucial it is in everything you do. The way in which you communicate, determines whether or not you will fail or succeed.” For Tear this could be explained as: their goal: explaining to contributors the necessity of support for their work. Once the importance of communicating with your target group, the financial contributors is established, it is important that it is decided upon what needs to be communicated and how that should be done. In this chapter I will focus on the first part of the question and then later return to the second half of the question; how.

2.2 Communication as a two way street

It is impossible to communicate properly without establishing whether or not the receiving party has received the message in the way it was send by the sender.

The only way of knowing is to check this. According to De Best, Bothe and Van de Belt: “The way to find out is to check the response of the receiver. This response is called feedback and it provides the sender with information about his message.”

(p.19, 2008) I will later explain in what way giving feedback can be made as easy as possible, so Tear is most likely to get it. This feedback then should be integrated in the communication strategy. Improving and developing the communication strategy is an ongoing process without an end. For example: as the average age of the contributors goes up or down, so should the communication strategy be altered. 

 2.3 Corporate Image 

      A consumer can have all kinds of impressions of an organization. According to K.E. Clow and D. Baack: “A research carried out by Edelman Asia Pacific showed that the services provided by an organization are the most important part of the corporate image. The second most important aspect of corporate image was the ability of an organization to stand behind their services even when they had made a mistake.”

(p.29, 2009) This given is essential to a charity, because they do not have a product to offer, they provide a service to supporters. The image is important because it is all the public has to go by. Most people only have the images of the 8 o’ clock news, not the clear results that have been reached by Tear, unless they inform the public. 
2.4 Public Relations
      According to J. Baccarne: Public Relations is a communications tool used to build and maintain relations with different stakeholders. 
(p.63, 2006). Its goal is to constructively stimulate mutual understanding between an organization and its target groups. The two target groups Tear is dealing with are internal and external target groups. Internal target groups are employees and their families, whereas the external target group consists of contributors. They both have different needs in terms of information. In this report I will further address the fact that a report meant to inform and educate the internal target group, was also presented to the external target group without any form of alteration.
2.5 To obtain feedback

Adapting a company’s external communication to their target audience is essential in maintaining a good relationship. In order to achieve this, the organization has to first find out what those needs are. What kind of information does the public want? 
2.6 Feedback 

Feedback to existing means of communication is very important. There are different ways of receiving feedback. Feedback knows many forms, mainly verbal or non-verbal. In this report I will focus on the verbal communication and verbal feedback. For an organization it can be difficult to cope with feedback because it can put the organization in a very vulnerable position. This is however an essential part of the relationship between the organization and the public. 
As Best, Bothe and Van de Belt put it: Communication without feedback is unthinkable, because feedback is essential for clarification of communication.
(p.18, 2008)
Depending on the questions the sender has, a method can be implemented to ask for feedback. 
When the sender has very specific questions on how his information was received, conducting interviews is recommendable. Interviews provide very specific information and are commonly used when the sender is looking for details or personal information. Conducting interviews does require a great willingness to cooperate from the person being interviewed.

Surveys require less willingness to cooperate and often take less time. It does provide less detailed information. 
It can tell the Tear whether or not the information they have shared with the public on the tsunami project is sufficient or if it does not yet fulfill the needs of the contributors. 

3 Tear

3.1 Charity

During my internship at the Leprosy Relief Fund I quickly became aware of two things. Firstly, that a charity is expected to do more with less when it comes to their budget for communication. This budget includes the advertising to raise funds and to safeguard the continuity of the organization. According to the CBF guidelines for raising funds, only 80% of the budget can be spent on this.
 (www.cbf.nl April 2009) Secondly I found that there is a moral responsibility because the money was given in good faith and not as part of a business transaction.

Taking this into consideration, one could say that an organization has to do more with less.

Being a communication management student I was intrigued by this seemingly contradiction.

3.2 Tear

Tear is a non-political organization and carries a CBF hallmark, meaning that they should live up to the standards as are prescribed in the manual
 (www,cbf.nl April 2009). They are an organization consisting of 30 people working at the office in Zeist. Their partner organizations are Tear UK and Eficor. This gives them extra support to take on and successfully fulfill international projects.

Tear is one of the organizations trying to cope with the ongoing demand for transparency by the public towards organizations. 

3.3 Mission Statement

Tear renewed their mission statement in 2006, halfway during the tsunami project. Now the mission statement of the organization is: to unite people in the battle against poverty. It is important that their communication strategy is reflected in the way the external target group is informed. 
3.4 Rules and regulations by CBF

As the number of rules and guidelines went up, so did the amount of work it takes for an organization to give feedback on the funds collected and how they were spent.

Though the rules of today have made it a lot harder for money to end up in the wrong pockets within an organization, they have also made it harder to end up there to begin with.

The problem is that people realize that money is spent on an accountant checking your donated pennies every move. The public sometimes refers to this as the money getting lost along the way. There is a famous Dutch adverb that goes: “geld blijft aan de strijkstok hangen.” It basically means that a lot of many is left behind in its journey towards its destination.

Basically a way of saying that the money you give ends up at an office somewhere instead of in a developing country. To more and more people this has become a reason in itself not to give money. The rules were supposed to make people feel trustworthy towards the organization, but instead it has made them feel the NGO’s are like a business themselves and it made them not want to give money anymore. The rules are making people do exactly that which they were supposed to avoid them from doing.

Is the exact opposite being reached here?

3.5 Mass media

The strain that is put on because it was a disaster that struck several nations, guaranteeing international media organizations was clear with the tsunami project.  Secondly because of the amount of money that was raised, according to Miss Vermeulen.
 (Appendice 2 p.2)
The Dutch newspapers were one of the first to come up with a demand for help. Tear and the SHO made use of the media attention firstly to ask for financial help and later on for the presentation of their final report. Mainly thanks to them the areas in need are closer to our doorstep and therefore people are more likely to donate their money. 

If it was not for newspapers and other forms of mass media, chances are we would have never heard of what was going on on the other side of the world.

But all this media attention has a downside. It was not for long that the international press, as well as the Dutch press started to raise the first delicate questions on how the projects were proceeding and what was going to happen to what was considered to be our money.

Having limited resources available and their time needed on helping, charities working together as SHO responded slowly and not at all questions at once. 

3.6 Tear and their funds

In the year 2004 Tear raised € 2,160,000,-
 according to CBF (www.cbf.nl May 2009) amongst the Dutch public. Key players in this process were: the organization Tear and the assemble of relief organizations or so called SHO. They were responsible for creating awareness with their target group; the Dutch audience. This target group was different from Tears’ normal target group. It consisted of people who normally sent money to Tear but also of people who normally do not support their regular work, but simply view Tear as a channel through which to provide help to the tsunami victims. It is remarkable how Tear managed to raise money long after most of the media attention had faded away to other continents.

Four years later, in the year 2008, they raised € 4,482,112,-
 according to CBF

(www.cbf.nl May 2009). Normally the media focus determines where the money goes because they show some places in need of help and other places in need of help are not even shown, or not shown as much as other places. The media plays a large role in the determination process of the target group.
Financial support from the government is excluded in both numbers. 
Given the numbers above, it can be concluded that people gave more after the tsunami than they did before the tsunami. Therefore there is no evidence to show that people stopped donating. On the contrary, the amount of funds collected increased.

That does not mean that no damage was done. Also it is no excuse for not having done that extra bit to inform the public.  

3.7 Tear and its’ current communication towards their target group

Miss Suzanne Vermeulen, Communication Manager at Tear, states that Tear is always trying to improve their communications strategy. They are currently launching a new website www.tearunited.nl.  This website is made especially for showing visitors different movie clips from different parts of the world. The goal of this website is to further establish recognition of what the supporting of Tears’ work has reached and can still reach. 

Another part of the communication strategy is letting the target group decide for themselves what information they would like to receive and how often they would like to receive it. Tear offers newsletters and magazines that appear several times a year. Contributors can let Tears’ administrative service know which issues they would like to receive and Tear will see to it that their wishes are carried out in any way they like. 

This last part of customer influence is a trend for non governmental organizations. In the past contributors have complained about the large amount of mail they received delivered to their homes. People claimed they did not give financial support to fill their own mailbox up. To avoid more complaints, non governmental organizations have now adopted the customers’ choice option. 

This development shows a large similarity to Tears’ choice to put the final report on the tsunami on their website. It all comes from wanting to serve the curiosity of the contributors, but at the same time having the fear of providing them with too much in depth information and making it look more difficult than it really is. Since it is too expensive to provide anyone who is interested with a written copy, it was put on the internet for those who are interested. 

Unfortunately, they did not think about translating the report into Dutch, so it would be suitable for a Dutch target audience. Also, the report has a total of 64 pages. That is why printing a copy for everyone who is interested is too expensive. Still, 64 pages of text is too long for a piece on the internet, unless it would be aimed at a special target group such as a student manual on the website of a university. In chapter 6 I will outline recommendations for future similar situations and discuss what Tear could do in the future to serve their target group properly.

4 Conclusions 

In order to be able to answer the main question I had to start by answering the sub questions. I was in need of very specific information that only employees of Tear have access to. Because of this I have chosen to conduct interviews. 

I realized during my research that there was not one single question I had prepared that could not be answered. I am satisfied to see that all of my sub questions can be answered.

4.1 The first sub question 

This is one question that was posed to Ms Suzanne Vermeulen, communication manager at Tear. Was there a script for the external communication in case of a project as big as it was in case of the tsunami?

She clearly stated that the answer to that question is no. It might be because Tear had never before faced a project of this magnitude. However Tear did realize that they should take this project and study it for future projects. They do not want to make the same mistakes again and they definitely want to repeat actions taken that proved to be successful. 

4.2 The second sub question

Was this script used to its full extend? The second question is answered immediately by the first one. There was no script on the external communication so there can not be a question whether or not it was made use of to full extend.

4.3 The third sub question 

The third question concerned the opinion of workers at Tear and the willingness to take a critical look at actions taken as well as actions not taken. There is a profound willingness to do so. That becomes clear in several ways. Firstly, the final report on the tsunami came to life thanks to a need for self evaluation amongst the workers at Tear.
 (Appendice 1 p.2) Secondly, there was the willingness to give interviews by the staff members at Tear. Is the organization Tear satisfied with the way the external communication was handled?

The employees I have spoken to testified that they were indeed satisfied with the external communication as it had taken place. Ms Vermeulen states that there were questions on how to serve the public best.
 (Appendice 2 p.1)
4.4 The fourth sub question

The final sub question was aimed at lessons for the future of the organization. What actions does Tear take to improve the external communication in general?

This answer can be found in the interview with Ms Vermeulen. She stated that Tear is working on a website called www.tearunited.nl. 

This is a website separate from the main website that holds videos and web logs from India and Peru. The goal is to show people exactly what is going on in the areas they support. They have just finished the pilot and the website will soon be launched. Also Tear working on renewing the general website. However this is an ongoing process and no decisions have been made yet.

5 Conclusions

Tear has done a lot to pay attention to the internal communication. Employees in the Netherlands as well as employees of overseas partners have been heard. There have been numerous opportunities for giving and receiving feedback.

The aspect of external communication however, has been fulfilled in an incomplete manner. The expectations of the SHO have been met as well, since Tear has come up with fulfilling every assignment when it comes to requirements of the SHO.

The external communication towards the public consisted of simply putting the final report on the tsunami, which is insufficient for several reasons.

First of all, the report is put on the website without any form of Dutch translation. This makes is simply unsuitable because that way the information is not accessible for the Dutch audience. 

Secondly, the content is written for a completely different target audience. The report was written for employees of Tear, people with certain background information that members of the public do not have. Even though the information in terms of results was there, it could never have reached the target audience in this form. 

6 Recommendations

6.1 The main question 

This chapter focuses on the most important aspect of the research. 

What recommendations can be found in the tsunami case related to the external communication policy of the organization Tear?

6.2 Recommendations

Tear should adapt the final report for the public and make it more accessible. They should highlight the main characteristics and positive outcomes of their work. When Koos van Eyk mentioned that the final report on the tsunami is not suitable for marketing purposes
 (Appendice 1 p.2) he was only partially right. Partially in the literal sense of the word because the report was not made accessible for the public. Firstly because of it’s length, a total of 68 pages. Secondly because of the language because the report was written in English. Most supporters of Tear are elderly people* and they are not at all familiar with the English language. They would be better off taken parts out of the report and summarize points of success. These points of success could be mentioned in newsletters and used as marketing material. Not only do supporters get a sense of what is done with their money, but it also attracts new supporters by showing that this is an agency that gets the job done. 

6.3 Costumer satisfaction

As described in chapter 2, obtaining feedback is important to find out whether or not the chosen communication strategy was successful and if the strategy should be altered for the future.

When questioning the amount of satisfaction on the external communication, Ms Vermeulen thought the public was informed by the report that was send to Tear supporters one year after the tsunami. A simple survey could help show if this was a right assumption or not. Surveys are more suitable for obtaining less detailed information from a larger group of people. Conducting interviews would take up too much time in this case. 

I would advice Tear to have a survey amongst their supporters by email. It is cheap and there is a great willingness to act as a volunteer given that these people support Tear in a material way already. It is important that giving feedback is made as simple as possible. A discussion board on internet where the visitor only needs to tick a certain box to answer a simple question is better than asking people to write a letter. 
Writing a letter requires far more effort than ticking a box. Also people can be invited to leave their remarks after watching a short piece of film on the website.
Donating some of their time should be doable to a certain portion of their supporters. It is important that when conducting a survey, more people should be requested to take the survey than the actual number of people they want to respond. Often only a small portion of people respond when asked to take a survey and this should be taken into consideration.

6.4 The role of the media

Tear and the media have a relationship weather they like it or not. There is no escaping that. And it is a good thing. Tear could do the most wonderful job, but if there is no communication about it to the public, how would the public ever know? The public should never be left in the dark. It was wrong to assume that people will go look for the report if they really want to know more about the spending of the tsunami money, as Miss Vermeulen explained.
(Appendice 2 p.1) The tsunami was all over the news and the people responded massively by donating the largest amount of money ever to be raised on a project of international recognition. The ball is now on their side and they are responsible for providing feedback in such a way that is meets the needs of a broad variety of supporters.

Charities and Tear in particular should come to the realization that external communication with the press and the public are a part of public relations.  

This report is written to help Tear realize that public relations can be a tool to strengthen the organization and enabling it to keep doing the wonderful work that they do. Good relationships with the public ensure continuity. The media can help ensure bringing positive aspects to light. When the relationship with the media is strong, they could provide a great platform for free publicity. This should be an integrated part of the communication strategy for the external target group.
Communication is supposed to be a solid bridge, not a drawbridge. Especially since money is tight for many households now, communication is worth considering. Especially since actions of NGO’s are put on a weighing scale. The public has the weighing scale, let the external communication be the gold on the one end and your actions on the other to keep the situation in an honest balance that is worth showing. 

6.5 Digital newsletter

In addition to my recommendations I came up with an example of a digital newsletter. The example itself can be found as part of the appendices, specifically appendice number 6. In this subchapter I would like to take the opportunity to explain why I think a newsletter is recommendable, how to communicate and why it is useful for getting the message across.

6.5.1 The message 
The message first of all is that Tear is a transparent organization that finds it important to keep the audience informed. The second message is the actual message of presenting the audience with up to date information on the progress of tsunami projects and the spending of funds available so far.
6.5.2 Target audience 

The target audience is different from the target audience Tear is normally dealing with; one that only consists of contributors. On the contrary, this group of people is a mixture of people who do and people who do not usually support Tear. That is something to take into account when writing a digital newsletter. This is a group of people who wants to be informed on how their money was spent. At Tear, people are addressed in a polite way, since they are the people enabling the work.
6.5.3 Style

Firstly, I have used the polite form of speaking to people, keeping in mind that the target audience is a respectable group of mostly middle aged people. 

The newsletter has short pieces of text because when looking at a text on a screen, people are not reading but scanning a text. The shorter the text, the more appealing it will be for people to read. It is important to keep these things in mind when trying to make sure that people will actually receive as much of the information as possible. 

The style of writing is kept very simple to keep it accessible to people with different backgrounds and levels of education.

The pictures are meant to make the devastation visible to people who have not been to the place where the disaster took place.

Finally, the language is Dutch because it will only be send to people in the Netherlands.

6.5.4 The layout

The layout is somewhat different of Tears’ house style. This is done on purpose because many people who will receive the newsletter do not normally support Tear as a contributor. Also Tear has a regular digital newsletter which is send to people who are a regular contributor. It is important to distinguish one from the other. This newsletter is for a much broader range of people and therefore it has to be clearly different from the regular newsletter. It has to have different colors and a different layout to stress the distinct difference between the two.

Final Words
It has been my greatest pleasure both conducting my research as well as working on this document. All the employees of Tear have enabled me to conduct this research and there efforts were made out of kindness, without exception. For this I am grateful. My hope is that this document will help Tear further ensure the continuity of their beautiful and sincere work.

I would also like to thank my tutor, Mr. Van der Sluijs for his help and guidance during the whole process. Finally, I would like to thank every teacher who has been a part of my career at HEBO, especially Mr. van Midden. Their efforts enabled me to reach this final semester. 

During the process there have been many things I have learned along the way. Many of those things are not taught through visiting the library or reading books. One is that you have to be aware of your main question throughout the process of writing a final paper. There are many things worth investigating that are being left behind, hopefully waiting to be picked up by future students. 

If there is anything I regret not having investigated, it is the level of regulations on fundraising by CBF, Centraal Bureau Fondswerving, and to which extend they serve or dazzle the public. I would like to recommend this topic to anyone looking for a subject that may contribute to fundraising in The Netherlands in general. My main question on the topic would be whether or not regulations have made it easier for charities to do their work or harder.   
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Interview met Koos van Eyk

Na een korte kennismaking volgt de eerste vraag:

Wat is precies uw functie binnen de organisatie?

Ik ben Program Officer. Het werkt als volgt: het geld komt binnen en ik maak daar een bestedingsplan voor. Vervolgens worden de lokale organisaties ingezet.

Heeft Tear eerder aan een hulpproject gewerkt met een zelfde omvang als de hulpactie van de tsunami in 2004?

Nee.

Was er een draaiboek voor de externe communicatie?

Nee, niet echt. 

Bestond er binnen de SHO een gezamenlijk beleid voor de terugkoppeling of is dit aan ieder van de organisaties afzonderlijk overgelaten?De hulporganisaties die betrokken zijn bij de Samenwerkende Hulp Organisaties varen hun eigen koers. Tear heeft ook verder niet gekeken naar hoe andere organisaties hun terugkoppeling hebben ingedeeld.

Wel is daar het Centraal Bureau Fondsenwerving dat eisen stelt, maar dat beperkt zich tot een jaarverslag. 

Bestond er binnen de organisatie een duidelijke behoefte aan een afsluitend rapport?

Ja, we hebben natuurlijk al verschillende tussentijdse, wat beknoptere rapporten gepubliceerd, maar het eindrapport over de tsunami-hulpactie zoals dat er in december 2008 gekomen is dat is echt voortgekomen vanuit een behoefte aan zelfreflectie vanuit de organisatie zelf. 

Om als organisatie ook te kunnen kijken naar hoe we dingen hebben aangepakt. We sturen zelf geen mensen, we besteden de fondsen uit aan plaatselijke organisaties. We wilden toch kijken hoe we als organisatie gefunctioneerd hebben en hoe wij en onze partnerorganisaties, Tear UK en Eficor, hiervan kunnen leren. 

Waarom verscheen het eindrapport op 11 december 2008?

Daar hebben we voor gekozen omdat het verschijnen van ons rapport zo samenviel met het verschijnen van het eindrapport van SHO. Dat geeft toch weer wat belangstelling van buitenaf. 

Heeft de organisatie met dit eindrapport medewerkers de informatie verschaft waaraan zij behoefte hadden?

De feedback was positief. Voor het verschijnen van het eindrapport zijn er natuurlijk al tussentijdse evaluaties verschenen en het eindrapport is meer een opsomming. We hebben collega’s eerst een draft versie gestuurd en toen was de feedback positief. Ik heb er verder niet zo heel veel over gehoord eigenlijk. Wel hebben we complimenten gekregen van onze lokale partnerorganisaties in het werkveld. Zij waren ook heel positief. 

Is er iets bekend over de reactie van het publiek, de donateurs, naar aanleiding van het eindrapport?
Daar is het rapport niet voor gemaakt. Het is juist gemaakt voor beleidsmakers en het is geen marketingmiddel.

Het rapport is ongekend open. Het zou een goed beeld kunnen geven van jullie organisatie vanwege de bereidheid tot zelfreflectie. Is het een idee om het als marketingmiddel in te zetten?

Ik denk niet dat daar interesse voor is. Als je alleen al kijkt naar het jaarverslag, hoeveel mensen lezen dat nou? Het gaat zo diep in op de materie, dat is voor de meeste donateurs helemaal niet interessant. Het schrikt mensen eerder af door de langdradigheid en is daarom juist niet geschikt als marketingmiddel.

Zijn er reacties geweest van andere partnerorganisaties?

Oxfam NOVIB vond het eindrapport goed. Verder is er bij mijn weten niet gereageerd.

Waarom is het rapport in het Engels gepubliceerd en waarom niet in het Nederlands?

Binnen de organisatie, Tear Nederland en de partnerorganisaties, is de voertaal Engels. Door het eindrapport in het Engels te publiceren is er een veel breder draagvlak. Zo is het niet alleen van nut voor ons hier in Zeist, maar ook voor partners in het buitenland. 

In hoeverre kan dit eindrapport bijdragen aan de continuïteit van de Tear als hulporganisatie?

Ik denk dat het niet echt van essentieel belang is. Het is meer een extra. Bepaalde zaken, zoals het verbeteren van de capaciteit op sommige plekken waar we hulp bieden, waren al bekend. We hebben ze toch genoemd om het belang te onderstrepen. Dat geldt in zekere zin ook naar het publiek toe. Mensen weten dat je de fondsen goed besteed anders geven ze je niets. Je bent als organisatie dan ook niet verplicht om een eindrapport te publiceren. Voor die mensen die toch extra geïnteresseerd zijn, is het er. 
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Interview met mevrouw Vermeulen
Na een korte kennismaking volgt de eerste vraag:

U bent verantwoordelijk voor de externe communicatie bij Tear. Was er een draaiboek voor de externe communicatie bij het tsunamiproject?

Nee, we hadden geen apart plan, laat staan geschreven. We waren ons wel snel bewust van de grote hoeveelheid aandacht vanuit de media. Ten eerste vanwege het enorme geldbedrag wat was opgehaald en ten tweede omdat er zoveel mensen gesteund hebben die geen deel uitmaken van onze normale achterban en die normaal niet geven. Maar vooral vanwege de enorme hoeveelheid geld die was opgehaald. Daar waren we ons snel bewust van.

Heeft u donateurs op een speciale wijze geïnformeerd over het tsunamiproject? 

Ja, we hebben ruimte vrijgemaakt in ons bestaande magazine dat zes maal per jaar verschijnt en in de bestaande nieuwsbrief die vier maal per jaar verschijnt. In die aparte ruimte ging het echt alleen maar over de projecten die voortkwamen uit het tsunamiproject. Daarnaast hebben we een jaar na de ramp de mensen uit onze eigen achterban een kort rapport gestuurd. We vonden dat we ze dat verplicht waren gezien de hoeveelheid steun. Verder waren we verplicht om aan de SHO eens per half jaar een rapport te sturen en die hebben we, voor mensen die geïnteresseerd waren, ook op internet gezet.

Het rapport dat u een jaar na de ramp heft gestuurd, was dat in dezelfde orde van grote als het eindrapport van Tear, 68 pagina’s? 

Nee hoor, dat was echt een stuk kleiner. Ik geloof een aantal bladzijden maar.

Bent u, terugkijkend, geheel tevreden over de externe communicatie zoals die is verlopen?

Op zich wel ja. Al heb ik gemerkt dat veel mensen al snel klaagden over een tekort aan informatie. Ik heb daar echt mijn hoofd over gebroken. Er is mijn inziens juist nog nooit zoveel externe communicatie geweest, nergens in Nederland bij geen enkele stichting, als bij de tsunami, en juist daar vond men het te weinig. Terwijl, die informatie was er wel, maar mensen wilden het niet zelf zoeken. Het grappige was dat wij ongeveer twee jaar geleden hebben laten uitzoeken hoe onze achterban eruit ziet. Dat verbaasde ons enorm, want deze bleek veel jonger dan wij dachten. Wij dachten zelf mensen vanaf 55 jaar, maar wat bleek: onze achterban was veel jonger: nieuwe aanwas was zelfs 30+!

Dat zijn allemaal groepen die regelmatig op het internet surfen waar al die informatie te vinden was. En toch klaagden mensen. 
Je wilt als organisatie ook je informatie geven, maar je wilt mensen ook niet verstikken. Vandaar dat rapport dat is opgestuurd na een jaar en de rest op internet. Voor mensen die interesse hadden was het er. 

Wisten mensen dat het er was?

Ja, dat volgens mij wel. Ik heb alleen geen idee welk deel van onze donateurs de website bezoekt en met welke regelmaat.

Wat doet Tear om de externe communicatie te optimaliseren?

We hebben natuurlijk onze magazines en nieuwsbrieven en mensen mogen ook zelf een keuze maken welke ze daarvan willen ontvangen. Alle denkbare combinaties zijn mogelijk.

Verder zijn we bijna klaar met een pilot die heet Tear United. Deze heeft ook een eigen website: tearunited.nl. Daarop staan filmpjes en weblogs uit verschillende delen van de wereld en van verschillende projecten. Op die manier hopen wij het wat dichter bij de mensen te brengen. Dan kunnen ze ook zien wat er gebeurt met hun steun. En we werken ook nog met nieuwe ideeën voor de website, maar dat zal nog even duren. 

Externe communicatie is de kurk waarop we drijven. Zonder dat bestaat ons werk niet. Juist met geld van donateurs ben je extra voorzichtig. Daar ben ik me telkens van bewust wanneer een keuze gemaakt moet worden. Zaken gaan daarom niet altijd even snel.

U heeft tenslotte ook een achterban om te vriend te houden?

Ja precies. We gaan daarom heel bewust met de zaken om. De verantwoording leggen we daarom ook graag af.
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Interview met Martin Herlaar
Wat is uw functie?

Hoofd programma en partner. We hebben drie afdelingen; de administratieve afdeling, de afdeling fondsenwerving en de afdeling fondsenbesteding. Ik ben werkzaam op de afdeling fondsenbesteding. Die heet bij ons Programma en Partner. Ik ben daar eindverantwoordelijke voor beleidsformulering.

Is de hulpactie rond de tsunami extra onder de aandacht gekomen en zo ja, zorgde dit voor extra druk bij de organisatie? 

Als een van de negen samenwerkende hulporganisaties, kwam er veel op ons af. Toen het begon hebben we na de eerste 2 weken een inschatting gemaakt: de ramp is erg groot. We hadden bijvoorbeeld meer mensenkracht nodig. Onze strategie werd ook bepaald. Die strategie was dat we in drie landen actief zouden zijn: in India, Sri lanka en Indonesië. We hebben ook een keuze gemaakt in de partners ter plaatse waar we mee zouden gaan werken. Een keuze daarin is gemaakt op basis van track record. Eerder behaalde resultaten van dergelijke organisaties. Het was voor ons een grote ramp zoals we die niet eerder hadden meegemaakt.

Een ongekend grote ramp, de tsunami, die veel mediadruk met zich meebracht. Heeft u die druk ervaren?
De tsunami is een niet te vergelijken ramp. We moesten belangrijke beslissingen nemen in ongekend korte tijd. Die druk is er. We hebben de eerste fase: dat is de noodhulp. De tweede fase is die van wederopbouw. Daar is wat meer tijd voor, maar nog lang niet altijd genoeg. Je hebt een deadline voor de besteding, maar niet alle projecten zijn hetzelfde. Binnen een a twee jaar wordt gewerkt aan een wederopbouw programma en daarna volgt een evaluatie. Dat is zo afgesproken binnen de SHO, ook vanwege de tijdsdruk. Tot slot is er een workshop gehouden per land. Knelpunten zijn daar uitgesproken en aangepakt. Een grote en mooie samenwerking. 

Wat zijn goede punten geweest?

Ik ben heel tevreden over de uitvoer van de evaluatie. Standaard wordt een programma na afloop geëvalueerd, maar nu was er zelfs een workshop per land. Dat was heel leerzaam.

Wat zou u nu anders willen zien?

Ik zou graag een ding anders zien; minder bestedingsdruk. Wederopbouw heeft in sommige gevallen een langere fase nodig. De media wilden ook direct resultaat zien. In SHO verband is december 2007 afgesproken. Dat lukte voor sommige projecten, maar niet voor allemaal. Ik wil graag meer flexibiliteit om per project te kunnen kijken van; wat is nou een redelijke limiet.

Eigen mening rapport?
Ontwikkeling en noodhulp moeten beiden toch structureel zijn. Een aantal principes moeten we blijven. Bijvoorbeeld het trainen van lokale partners tussen twee rampen in. Zo zijn ze bij een volgende ramp beter toegerust. Op het punt van de communicatie hebben we ook geleerd. Er kan veel vanuit samenwerkingsverband, maar ook maximale participatie van de bevolking is van essentieel belang. Rust je lokale organisaties toe. Dat is de les.
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Interview met dhr Boersma 
Wat is precies uw functie binnen de organisatie?

Ik houd me bezig met verschillende dingen. Ik heb drie landen onder mijn hoede en een  tweetal beleidsprojecten. Ik ben ook verantwoordelijk voor Internationale alliantie. 

Bestond er binnen de organisatie een duidelijke behoefte aan een afsluitend rapport? Heel nadrukkelijk wel. We hadden wel eerder grote projecten zoals Bosnië, maar nooit van deze omvang. Nu ging het om wel 11 miljoen, bij Bosnië om 3miljoen. Er was nu veel om van te leren. 

Bestond er ook een duidelijke behoefte aan een afsluitend rapport bij uw partnerorganisaties in het buitenland? Weet ik niet, wel weet ik dat het goed is ontvangen. We hebben best wat e-mails gehad van mensen die het heel positief vonden, dat wel. Of er ook bij hen een behoefte was weet ik niet.

Zijn er reacties geweest van andere partnerorganisaties?

Twee of drie organisaties hebben dat wel gezegd, tenminste waar ik het van weet. Wellicht zijn er meer maar van twee of drie heb ik het in ieder geval begrepen.

Wat is uw eigen mening over het rapport?

Heel blij dat we nu eens de kans hadden om alles op een rij te zetten, om echt systematisch overzicht te krijgen. Ik gebruik het rapport niet vaak, maar wanneer ik het gebruik dan doe ik dat wel heel gericht. Het is gewoon fijn om een dergelijk overzicht te hebben.

Voldoende zichtbaar voor achterban? Nadat een dergelijke actie over is, is het altijd heel moeilijk om nog aandacht te krijgen voor een oude zaak. Wat dat betreft is het nog goed dat er aandacht is geweest zoals die er was. Maar als je bedenkt wat het rapport allemaal biedt, dan is het onvoldoende. Dan zouden we daar wel veel langer  bij stil mogen staan.

Heeft het een bijdrage geleverd aan het werk nu? En zo ja, hoe doet het dat?

Absoluut, alleen al door systematisch zaken op een rij te zetten dwingt het schrijven van zo’n rapport tot reflectie. We zijn nu bezig met disaster management, ook daarin kan het rapport een heel grote bijdrage leveren.

Disaster management?

Eigenlijk alle factoren die meespelen bij een grote ramp. Van het op tijd signaleren en het creëren van een waarschuwingssysteem tot de wederopbouw. 

In hoeverre kan dit eindrapport bijdragen aan de continuïteit van de Tear als hulporganisatie? Fouten zijn er voldoende gemaakt. Om die te voorkomen kan het rapport zeer zeker een bijdrage leveren. Zo kwamen we erachter dat bij de bouw van huizen we een zekere technische expertise misten. Daardoor zijn fouten gemaakt en die moesten we corrigeren. Dat duurde langer en we zagen dat andere organisaties, die wel die technische expertise hadden ingehuurd, dat het daar veel beter werkte en correcties niet nodig waren. Dat is door het rapport aan het licht gekomen. Dat doe je dan anders.

Is het rapport voldoende bij de achterban onder de aandacht gebracht om ze te overtuigen van het goede werk van Tear?

Tja, dat is een heel moeilijke vraag. Het staat natuurlijk op internet voor mensen die het willen lezen. Die kunnen dat dan. Ik vind het een moeilijke vraag.
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Example of a digital newsletter
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Tsunami Bulletin

Editie 4

Voor u ligt de vierde editie van het Tsunami Bulletin. Middels deze nieuwsbrief willen wij u op de hoogte houden van de vorderingen van de hulp die door vele van u is mogelijk gemaakt.

Begaanbare wegen leiden tot hereniging

In onze vorige editie las u al over de hulp in het zuiden van Java die zich vooral richt op de infrastructuur. Door de bewoners is hard gewerkt om samen met onze plaatselijke partners het wegennet te herbouwen. 

Inmiddels kunnen wij u melden dat de eerste zijwegen, die naar de hoofdweg leidt die de dorpjes en hun inwoners verbindt, zijn vrijgemaakt. Dat betekent concrete dat een aantal mensen weer zijn herenigd met familieleden. Vaak leefden de mensen in onzekerheid over het welzijn van hun dierbaren. Voor enkele mensen behoort die onzekerheid nu tot het verleden.

Besteding van fondsen tot nu toe

Onderstaand treft u een overzicht van het totaal aan fondsen dat aan Tear ter beschikking is gesteld voor hulp aan de vele slachtoffers van de tsunami. Daarbij laat de grafiek ook zien welk deel van de fondsen al besteed is en welk geld nog beschikbaar is.



Het groene gedeelte laat zien dat 4% van het totale budget inmiddels is besteed.

Voor de overige 96% geldt dat er nog een goede plek voor 

gevonden gaat worden.

[image: image2.jpg]



Aanpak 
Tear heeft zich als doel gesteld bij te dragen aan:
(1) de wederopbouw van beschadigde infrastructuur zoals scholen en huizen;
(2) het herstel van de economische activiteiten;
(3) de versterking van de lokale capaciteit, ook naar de toekomst toe;
(4) gezondheidszorg en psychosociale zorg voor de getroffenen;
(5) preventieve activiteiten om de gevolgen van toekomstige rampen te verzachten.

U kunt nog steeds steunen door uw bijdrage te storten op giro 555

Vragen en opmerkingen

Heeft u na het lezen van de dit bulletin nog vragen of heeft u een opmerking?

Wij horen uw reactie graag. Mevrouw Kristel de Waard is medewerker communicatie bij Tear en al uw vragen en opmerkingen kunt u bij haar kwijt.

U kunt zich richten tot kdewaard@tear.nl 

In ons volgende Tsunami Bulletin houden wij u opnieuw op de hoogte van lopende en nieuwe projecten. Deze vijfde editie zal op 15 oktober van dit jaar verschijnen.
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