ABSTRACT

The foundation “The Shelter” is located in Cali, Colombia and was founded as a social aspect to the missionary work of Hein and Teija Hoere. This foundation is focused on providing social help to the children and families of the poorer areas of the city, basing their help on spiritual premises.

This research is of an exploratory nature as its main purpose is to determine how the foundation can increase their fundraising in the Netherlands.

Problem definition:

As the foundation focuses on a spiritual objective and the director of the foundation has a growing network in the full-gospel churches in the Netherlands, this research bases its development on this.

How can the financial support be increased in the Netherlands among selected network groups of full-evangelism churches for the foundation “The Shelter” in Cali, Colombia through branding strategies?
To answer this question desk research was employed, using related literature on branding and fundraising, as well as the Internet and related articles. Determining certain areas of the foundation and the target group developed the qualitative aspect of the research and then comparing them to the theory in order to establish its current situation. This was done by generating an interview, applied to the directors and working team of the foundation and an interview with some members of the target group.
Based on these research methods certain conclusions were derived:

Conclusions for the desk research:

· Charities were developed based on religious principles that are still in effect today.
· Fundraising is an applicable developed management concept that consists of a set of theoretical principles that can be applied to any non-profit to reap benefits.
· Branding is a concept that non-profits have been reluctant to use but when applied can generate an increase in funds due to the effects it has on the target audience.
These theoretical findings established the ground work to find communication solutions that would enhance the foundation’s fundraising.

Conclusions for the qualitative research:

· The foundation and its work team have no agreement concerning the basic starting points for the foundation such as the vision and its objectives.

· There is no streamline to direct the communication efforts, resulting in ambiguous messages that affect the fundraising practices negatively.

· The target group finds giving important based on religious principles.

· Feedback concerning donations is very important to the target group; they are interested in knowing for what purpose their gift is used.

Based on the researched elements and conclusions generated, the recommendations are based on the concept of branding as one to aid the structure of consistent communication efforts.

Recommendations:

Starting points:

· Develop common starting points based on a shared vision and objectives.

· Develop projects for each semester depending on the arising needs.

· Choose one international reference name for the foundation to be used in its communication material.

· Create an execution manual for the foundation’s projects in order to assure communication consistency.

· Separate a percentage of the funds being raised to create a communication budget.

Communication message:

· Place the projects of the foundation into the three categories on which the foundations works: health care, meals and education.

· Transfer this message strategy to the target audience in order to create a goal–oriented feeling.

Communication tools:

· Stand

· Webpage

· Printed reading material

· Direct email

· New platforms: facebook and twitter

All these recommendations should be based on the integration of the communication, as this will generate a consistent message, where branding aids this consistency by creating a unified tone of voice. This will generate trust in the target audience concerning the foundation’s endeavours, in turn generating an increase in funds.
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1. INTRODUCTION
 
The following research takes into account the concepts of marketing communication and the application thereof in branding strategies for a small non-profit organization called “The Shelter” located in one of the poorest areas in Cali, Colombia. These strategies should lead to a degree of identification with the foundation and its work methods in the target audience this to increase the financial support for the development and continuing growth of social projects with a spiritual basis. The focus of these developments to acquire financial supporters will be focused in the Netherlands, within certain selected networks of the full-gospel churches, for which further explanation will be offered in a chapter ahead. 

My personal motivation for this research is the fact that I am involved with the work my parents have developed over the years. Having been an active worker in the foundation and church, I wish to see it flourish, being able to help more children and families with their physical as well as spiritual needs. I believe that if people have a brighter vision for their future and greater possibilities, the destiny of Colombia, a country I have learned to love as my own, will be better. I want to apply my acquired knowledge to this aim, as I believe that anything I have been given is not mine to own but to share in order to bless people around me. 
 
During the development of this research many concepts concerning fundraising and its management are applied, offering a theoretical basis for developing a successful fundraising plan for the foundation based on branding strategies. Fundraising is based on the efforts made to communicate the mission of a non-profit organization or foundation; this can be achieved when communication is directed to this purpose. This communication includes all forms, whether external or internal, basing itself on the objectives that have been established by the founders of this non-profit organization or foundation. These can only be fulfilled through the proper application of communication plans developed for these specific purposes.
 
The increase of NGO’s and foundations is quite noticeable, varying in a large spectrum of purposes, whether for developing countries, animals or the environment; fundraising is vital to the maintenance and existence of these. Brand development and differentiation become key concepts to apply to any non-profit in order to raise its noticeability, generating trust among its potential donors. 
 
1.1 JUSTIFICATION
 

Within the theoretical and conceptual framework of marketing communications the concept of branding is developed. This concept has historical accounts for as far back as 5000 years when it was employed by the ancient Egyptians to aid their sales of goods as it was applied: "to insure honesty, provide quality assurance, identify source or ownership, hold producers responsible, differentiate, as a form of identification and to create emotional bonding" (www.brandingstrategyinsider.com). This definition is still applicable today and people value brands in for the same reasons. According to the Business Dictionary, branding is defined as: Entire process involved in creating a unique name and image for a product (good or service) in the consumers' mind, through advertising campaigns with a consistent theme Branding aims to establish a significant and differentiated presence in the market that attracts and retains loyal customers; much the same as it did many centuries ago (www.businessdictionary.com).

Fundraising developed within a religious perspective, concerning charity and improving the life circumstances of those less fortunate in society; from this it has transformed into strategically applicable concepts. Branding and fundraising intertwine, as communication becomes an essential part of effective fundraising, where a brand is present to offer its benefits to the development of the non-profit organizations.

Within the fusion of theory and practice, there were certain tools that aided the development of this research. The methodological emphasis for first hand information was divided between quantitative and qualitative focuses that allowed for a valuable exploration. This was accomplished through an in-depth interview with the director and certain volunteers of the foundation "The Shelter", an in-depth interview with certain members of the target group, and desk research concerning theoretical elements applicable to the subject.

The development of this project answers a concrete problem: that of determining how to increase financial support in the Netherlands for the foundation "The Shelter" in Cali, Colombia through branding; establishing how the concept of branding and fundraising can intertwine for this specific case, setting a precedent for future communication efforts in favour of fundraising for the foundation.


This research took place within the Netherlands and in Cali, Colombia in the year 2009, within the target group of men, women and children between the ages of 6 and 70, belonging to a selected network of full gospel churches of the Netherlands.

1.2  PROBLEM DEFINITION

The referenced information, as well as a personal look upon the subject at hand, generates a question concerning the application of the researched concepts for which the following problem definition was defined:

How can the financial support be increased in the Netherlands among selected network groups of full-evangelism churches for the foundation “The Shelter” in Cali, Colombia through branding strategies?
1.3  SUB-QUESTIONS
To answer this research question, the following systematic questions were developed:
·      How has fundraising developed into an applicable management strategy ?
·      How can branding strategies be applied in the non-profit sector?
· ·      What is the congruency between theoretical concepts of fundraising and branding? 

·  What is the application of these to the foundation “The Shelter”?
·      How can the theoretical concepts of fundraising and branding be applied to the foundation “The Shelter”.

1.4  GENERAL STRUCTURE

The first two chapters present general information concerning this research and the foundation “The Shelter”, the third chapter is based on the theoretical findings that are applied to this research, namely fundraising management and branding. Chapter four defines the target group of the future communication efforts for the foundation; chapter five provides the analysis of the interviews, chapter six, presents the findings of the in-depth interviews with members of the target group, chapter seven determines the congruency between the researched theoretical framework and the current situation of the foundation. Chapter eight explains the recommendations and chapter nine applies the integrated marketing communication approach to these recommendations.

1.5 CLIENT INFORMATION 
1.5.1 Background

The foundation “The Shelter” was founded in 1999; there was an existing desire on behalf of the protestant missionaries Hein and Teija Hoere, to develop social projects for high-risk children within the poorer areas of Cali, Colombia. The statues for the foundation, established in general consensus with the personnel willing to volunteer at the time, include teaching, medical assistance, meals and the distribution of Christian literature.

The activities started with a lunch kitchen, where inhabitants of the neighbourhood were invited to eat a good warm meal; these activities took place in a borrowed house. This led to the beginning of a “children church”, which for more than one year was held every Saturday, whereas the meals began to be served every other Friday. Soon afterwards a project was started to alphabetize children that for some reason or another had not been able to attend school for a certain period of time and were therefore lagging behind on reading and writing skills. During this time, for one occasion a Health Day for 100 children was organized with the help of doctors and dentists, where small health check-ups and dental procedures took place. 

With the developing projects and a desire to do more to help the children, it became obvious that an own building was needed but the funds were lacking. A certain stretch of time later a donation was received with which the acquisition of a house was possible. This was a two-story house with only the first floor completed in its construction; a donation was also received from the Netherlands to build a third floor to make a large room for all children to meet, and complete the construction of the second floor, including the walls and ceilings. From the Netherlands there was also a donation for an entire dentist unit, which now is used for periodical controls and procedures for the children visiting the foundation. With a donation from family friends in Northern Ireland a second house, next to the first one was bought, this donation included the finances to also build a third floor to make the gathering room even bigger.
1.5.2 Present

The activities have developed little by little over the years, depending on the possibilities through funding and also people who have volunteered to help; including visitors from different parts of the world that have come and offered valuable help in the specific programs for the children. The foundation receives 150 children a day, for which the current activities are day-care for children from 0-5 years old, which include breakfast, a warm meal, and a snack. There are also levelling programs or “guided homework clubs” for children going to school, this activity also including a warm meal.  Other activities include small Bible-study group for adults and families as part of the church activities, health days, and a small store inside the building where daily items such as diapers, soap and other personal care items are sold at an affordable price. 
Different churches in the Netherlands and some private people’s donation have provided the funds for these activities and for the monthly bills of electricity, water, gas and telephone, these donations consist of small amounts every now and then. The director, Hein Hoere, who once or twice a year travels to the Netherlands to represent his missionary work, of which the foundation is a part, is currently raising most of the funds. During these visits he has appointments at various full gospel churches where he is already known or new churches that want him to preach and present his and his wife’s missionary work. Through these networks and contacts many people are confronted with the foundation, its activities and its needs. This generates certain donations once or over a period of time. The foundation and its volunteers, on many occasions, also organize activities such as raffles or paid dinners in order to raise necessary funds to continue the activities.

1.5.3 Future Perspective
The foundation wants to help more children, and also their families in a broad spectrum, not just aiding them in their daily needs but also fulfilling their spiritual and emotional ones. The desire is to have regular medical services, preventive health care, more space (another house) and be able to pay the people that work within the foundation, assuring a better life quality for them.

2. METHODOLOGY

2.1 TYPE OF INVESTIGATION 

CASE STUDY

This research is of an analytical character that in its methodology and in its theoretical analysis was developed by the recollection and analysis of data concerning branding and fundraising and their application towards increasing funds for the foundation “The Shelter”. 

This research method has been chosen as it offers the tools and methods for acquiring the needed knowledge in order to develop an applicable advice that will truly aid in the answering of the research question.

For the completion of the investigation desk research has been executed, consisting of consulting books on the subject, specialized magazines and specific and relevant documents on the Internet.

A structured interview was held with the members of the foundation’s staff and the target group, resulting in a description of the facts that were revealed in the interviews. The analysis was based on comparing the results with the exposed theory in order to generate the conclusions within the theoretical/practical approach.

The researched concepts and results of the interviews where applied in order to develop an accurate advice based on the concepts of marketing communication and fundraising. This advice concerns the communication efforts directed at generating more funds for the foundation within the Netherlands.
2.2 OPERATIONALIZATION
To define the problem more clearly the terms applied will be defined to serve the purpose of this research.

How can the financial support be increased in the Netherlands among selected network groups of full gospel churches for the foundation “The Shelter” in Cali, Colombia through branding strategies.

· Financial support: this means the economical resources offered by individuals or groups to the foundation, its projects, maintenance or development, whether this be a one time major gift or monthly smaller amounts.

· Selected network groups of full-gospel churches: this means the churches within the Netherlands of the full-gospel denomination that make part of the network of the missionary Hein Hoere, where he is welcome once every year to preach and explain the current projects of the foundation.

· Foundation “The Shelter”: indicates the foundation, located in Cali, Colombia and established in 1999, directed at helping children and families from the poorest areas of Cali with their physical and spiritual needs.

· Branding Strategies: this means the strategies directed at creating a strong brand image through communication efforts.

2.3 RESEARCH SAMPLE

For the development of the research and receiving the necessary information, a structured interview consisting of seven questions was developed. The choice of questions was based on the elements stated in the researched material, specifically Fundraising Management (Adrian Sargeant and Elaine Jay, 2004) and Breakthrough Thinking for Non-Profit Organizations (Bernard Ross and Claire Segal, 2002). These two texts describe the fundraising audit and the situational matrix as the beginning of any necessary change for a non-profit organization. The purpose of the interview, according to theory, is to establish the actual situation of the foundation in order to generate a worthy analysis. 

The interview was taken from to the four members of the foundation’s staff, which include the two directors, Hein and Teija Hoere, as the founders of the foundation, Wilmar Gomez, the treasurer and co-manager of the economical resources of the foundation, and Gustavo Buitrago, as the coordinator of the foundation and the only member of the staff present every moment the activities develop; he and his family are also given living quarters at the foundation itself.

These four members were interviewed, as they are the permanent staff, in an attempt at determining certain commonalities such as the vision and objectives of the foundation, which had to be established in order to develop any future recommendations.

2.4 TECHNIQUES
For the development of this research certain techniques to gather information were applied, such as desk research and an interview with the staff of the foundation “The Shelter” and members of the target group, this resulting in first-hand information in order to develop a comparative analysis with the theoretical framework.

These two data collection methods belong to the case-study research method, allowing for the necessary information in order to answer the problem definition, and generating sufficient information to develop a fitting advice and suitable recommendations.
3. THEORETICAL FRAMEWORK
3.1 FUNDRAISING MANAGEMENT
3.1.1 Fundraising defined
Fundraising is one of the key elements in the existence of a foundation, NGO, or non-profit organization, as this practice guarantees their existence and functioning. A non-profit or a foundation focuses on giving or providing society with certain elements that are lacking in it by helping those less fortunate, promoting a cause or focusing on practices or hobbies that are of a more selective nature. Foundations and non-profits are many times linked to charitable causes or ‘philanthropy’, which in essence is defined as: 

Voluntary giving, voluntary service and voluntary association, 
primarily for the benefit of others. 
 
This definition represents the key fact of philanthropy, which represents a gesture to improving quality of life of all members of society, by ‘ promoting welfare, happiness and culture’. (Adrian Sargeant and Elaine Jay, 2004). This definition stands apart from charity itself, which through the years has been affiliated with the poor and less fortunate of society and has been drawn from religious traditions represented in compassion and empathy for one’s co-person. These concepts, philanthropy and charity, can be traced back to almost the beginning of civilization where voluntary giving has been present in one-way or the other.  The earliest recorded charitable efforts are linked to religious practices and have extended to, even, the present day where offerings and collections are taken every week to serve certain purposes; these practices are based on voluntary giving (Adrian Sargeant and Elaine Jay, 2004).

3.1.2 Development of fundraising as a profession

 
Although fundraising has been present for many centuries, the development of it as a profession, according to Adrian Sargeant and Elaine Jay, was not up until the mid-eighteenth century. (Adrian Sargeant and Elaine Jay, 2004) An Anglo-Saxon practice was to invite wealthy people to a special function or dinner and was then expected to give sizeable donations. During this time period, as multimillionaires came to be, due to the industrial en therefore economic growth, the way of giving away surplus wealth was well thought about. The distribution of private wealth was to be done with “greater intelligence and vision”. This thinking pattern also brought about changes in how charitable organizations were to be established, their differences being:
 
-       A public purpose was to be defined in the organization’s objectives.
-       Giving to an individual to lessen its suffering due to poverty was no longer implemented, the causes were to be addressed, not the effects, where these were assessed and then alleviated.
-       They became legally established organizations and recognized as such. 

 
As certain families gained wealth it was observed as a moral, religious and socially responsible act to share their wealth by giving to different interests that motivated each one personally. (Adrian Sargeant and Elaine Jay, 2004).
 
As time passed by, charitable organizations began growing in number and wealth and, therefore, prosperity increased. The levels of participation showed a steady growth and as technology advanced, such as print, promoting these organizations became the next order of the day.
Advertising agencies started to provide their clients with more than just selling ad space, creating communication elements that truly were innovative and exciting. At this moment communication plays a vital role in the continuing existence and growth of these organizations. The communication style, and therefore the fundraising methods, remained quite the same for the earlier half of the 20th century, with a mayor change in the 1980’s with the rise of the computer as non-profits were now able to invest in databases that made their fundraising even more effective (Adrian Sargeant and Elaine Jay, 2004).
3.1.3 Religious practices and fundraising

This brief history of the development of fundraising over the centuries and the background thereof shows a variable very important to the fundraising concept in the Netherlands. As mentioned before, the religious practices form the origin for charitable giving. This can be clearly seen in the following graphics where the act of giving is shown related to church attendance. The correlation between the amount given and church attendance shows a rising line; the more frequent the attendance the higher the amounts given.
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Fig. 1.1 Average financial donations in relations to church attendance. (Schuyt, Gouwenberg, Bekkers, Meijer, Wiepking, 2007.)
It is also noteworthy that the denomination has an effect on the giving habits of its members. Small christian groups, which would include many full gospel churches, have a higher tendency to give, even to purposes outside of the church itself, as found in earlier research (Schuyt, Gouwenberg, Bekkers, Meijer, Wiepking, 2007).
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Fig 1.2 Average financial donations towards non-church activities in relation to denomination. (Schuyt, Gouwenberg, Bekkers, Meijer, Wiepking, 2007.)
The amount of donations given by the Dutch population in 2005 towards international aid is a meaningful one, especially for the purpose of this research. It demonstrates the generous behaviour of the Dutch population and their willingness to help others, even though there is no personal connection. 
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Fig 1.3 Amount of donations of the Dutch population according to purpose. (Schuyt, Gouwenberg, Bekkers, Meijer, Wiepking, 2007).
 
3.1.4 Current changes in donors behaviour

In an earlier dissertation of an ICM graduate, Anouk Carolien van Bezu, for the VVKK, a foundation for AIDS infected African children and women, it is stated that there is a developing trend within the Dutch giver population. It states: “the most important trend we can see in the generous behaviour of the Dutch related to charities is that there is no more blind faith in the foundations and its usage of donated funds”. The so-called baby-boomers, the generation born between the end of World War II and the sixties, are more critical than their parents. They expect good and right information of fundraisers. The public expects from charities, besides the right and honest information, that they justify their expenditures of the received money by giving a transparent feedback to their donators (Anouk Carolien Bezu, 2005).
This presents a challenge and a call for communication efforts not only to acquire donations and funds, but also to create an entire structure of follow-ups for this donor, in order to not only satisfy his need of information, but also possibly generate future donations by the same person.

3.1.5 Strategic Metaphor Matrix

As fundraising has developed and changed, adapting to modern times, many know-how and concepts have been established, aiding in a successful way to managing non-profits. According to Stanley Weinstein, people give to people, not institutions, therefore they base their decisions on relationships and how they relate to the non-profits objectives and the quality of its leadership. (Stanley Weinstein, 2004). It is important for non-profits to establish firm objectives and a definite vision. The situational matrix helps non-profits determine in what situation they are at present and then establish the points of action for a definite breakthrough. The names of the matrix are established as strategic metaphors.

Know How          Don’t Know How
	By the Book

	Holy Grail Quest

	Make a Movie

	Wandering in the fog


Know Where
Don’t Know Where
Fig. 1.4 Strategies Metaphor Matrix (Bernard Ross and Claire Segal, 2002).

It is important to establish where a non-profit finds itself before developing any kind of strategic plan in aiding its further development. When the current situation is defined by the leaders of the organization and its staff, the strategic approach employed can help achieve the established objectives or, even, if necessary determine what objectives or vision can emerge. For sake of definition and a better understanding of these strategic concepts they are defined shortly.
 
· By the Book- The organization knows where it wants to go and what tactics should be used to achieve the objectives. The staff in these organizations identifies with the vision and strategy and therefore know how to respond accordingly in any situation that might occur. With these kinds of organizations further challenging objectives might be developed(Bernard Ross and Claire Segal, 2002). 
 
· Make a Movie- These organizations have very high levels of expertise but don’t have a straight focus as probably there is no clear vision or it is not well defined. Many of these organizations have had very successful visions and objectives previously but the vision has not been adapted to the ever-changing need of the market (Bernard Ross and Claire Segal, 2002).
 
· Holy Grail Quest- These organizations have a clear vision shared by every member, but the achievement of these are laid down. What needs to be done is very clear; the strategic action may be defined in a way but without any clarity. It is important that all member of an organization work in the same way towards the same goal (Bernard Ross and Claire Segal, 2002).
 
· Wandering in the Fog- These organizations have no more activities or programs to run, don’t have a strategy and don’t know how to deal with the situation. When organizations loose track of what they want to achieve or how to go about bringing a clear solution serious action needs to be undertaken (Bernard Ross and Claire Segal, 2002).
 
3.1.6 Non-profit’s audit

With certain research techniques the position of the organization can be established and therefore necessary action can be undertaken, developing an effective strategic plan that will ensure that the non-profit evolves into a successful endeavour.
 According to Adrian Sargeant and Elaine Jay, the starting point of a fundraising plan is to restate the mission and the objectives of the organization. (Adrian Sargeant and Elaine Jay, 2004).  This step aids the organizations in focusing on the reason of their existence and on what can be achieved. This first step determines the ground work, and as mentioned and defined before, the strategic metaphor matrix is an essential tool that serves this purpose. If the organization finds itself in a position lacking vision and objectives, a strategy or both, the groundwork would be first to remedy the situation. When a clear vision and objectives are determined, it is important to execute a fundraising audit, as non-profit organizations function based on this. Understanding and knowing why funds are needed is the most important point of a fundraising plan. 

 
Much like the strategic metaphor matrix, the fundraising audit helps to answer three definite questions:
 
1.    Where are we now?
2.    Where do we want to be?
3.    How will we get there?
 
Without these questions answered it is impossible to continue determining further action. The fundraising audit is an attempt to gather as much information as possible about the organization and its environment, making it possible to foresee changes and developments (Adrian Sargeant and Elaine Jay, 2004).  The elements that are to be observed include the political, economic socio/cultural and technological environments that may somehow have an direct or indirect influence on the organizations and its functioning. This overview can be based on the PEST Analysis, which focuses on the political (also legal), economic, social and technological developments used to scan the external macro-environment where the non-profit operates. (www.12manage.com). Determining these factors can play an important role in the development of a suitable strategy that will enhance the non-profit in its sector.

These macro factors are not to be dwelled upon to a large extent but rather should be noticed and taken into account, focusing on the elements that truly could have an effect on the organization. 

 
It is also important to determine who the competitors are and the activities they are developing, as the non-profit market is crowded, establishing what the competitors are doing will help determine a unique and successful fundraising strategy. As well as determining these factors, it is important to establish which donor markets the non-profit is reaching, focusing on this market and subdividing it into specific segments such as is relevant to the organization whether it be individual, corporations or communities. It should also determine the motivations of these donors, their needs and behaviour, this also aids in the development of the necessary communication messages that will lead to effective results (Adrian Sargeant and Elaine Jay, 2004).
 
Another one of the elements helpful in the fundraising audit is the SWOT analysis; all other elements of the audit is a collection of data and facts but the analysis is an internal action that requires looking at the market directly in relation to the organization and the organizations itself and determine what strengths and weaknesses it possesses. (Adrian Sargeant and Elaine Jay, 2004). It is a selection of key information from the audit and analyzing its implications. The SWOT analysis is based on determining the inside status of the non-profit, which would be the strengths and weaknesses. They can be determined through an analysing method called
the POSDCORB, where the seven tasks of managers, or in this case non-profit directors are defined and can be analyzed (www.12manage.com).  For the external factors, the opportunities and threats, the earlier mentioned PEST analysis is effective. 
 
When the audit has been concluded the groundwork for a strategic fundraising plan has been developed. The thorough information presented will allow for a plan that encloses the necessary changes or developments for a successful plan, oriented at the vision and objectives of the organization.  

3.2 BRANDING CONCEPTS APPLIED TO FUNDRAISING
 
3.2.1 Branding and its advantages for non-profits

A strong brand offers advantages for a non-profit adding to its efficient fundraising. Roberts Wray was one of the first to link branding strategies to charitable organizations, arguing that they could support it, just as corporate organizations:
 

Charities do not describe much of what they do as ‘branding’, but 
organizations have long been concerned with maintaining a 
consistent style and tone of voice and conducting periodic reviews 
of both policies and actions to ensure that a consistent personality 
is projected (Adrian Sargeant and Elaine Jay, 2004).
 
According to Sargeant and Jay: “such practices are the very essence of brand management”. Focusing on branding actually enhances the character of a non-profit, contrary to the earlier thought that applying this concept would negatively influence it. The remarkable difference between charity brands and commercial brands is that the former should focus on projecting the values and beliefs of the various stakeholders, making these brands more complex. “ The difference in approach is based on the focus of functional attributes of the brands and the symbolic values of the brands” (Adrian Sargeant and Elaine Jay, 2004).

3.2.2 Definition of brands

A brand is defined by the American Marketing Association as a name, term, sign, symbol or design, or combination of them intended to identify the goods or services of a seller, or groups of sellers and to differentiate them from those of competitors. (www.marketingpower.com). In the non-profit sector a brand is equally important and therefore defining for the success of its efforts. 

 
Many non-profits have already applied brands to their organizations without being keen on doing so, the difference being the brand itself or the strategies surrounding it, which are labelled as branding. 
3.2.3 Levels of meaning

Brands convey six levels of meaning to a consumer (Adrian Sargeant and Elaine Jay, 2004):
 
1.    Attributes that an organization may have, like size, activities, nature of the work, the brand being a tool for summarizing the organization.
2.    Benefits being functional and emotional. Donors want to relate to a certain image the organization projects through its branding efforts.
3.    Values represent what the foundation stands for and how it will approach any rising issue. Many times these values will be transferred from the stakeholders or founders and then directed into the communication efforts.
4.    Culture is hard to differentiate from values, as these may be present but the efforts will be directed towards communicating the corporate culture.
5.    Personality can be conveyed through the communication efforts, with the consequence that people recognize the non-profit more as a personality than an organization.
6.    Users can feel related to an organization, where it suggests what kind of individuals are potential donators.
 
As defined, each of these levels of meaning can be applied to the brands of non-profits depending on the strategic decisions for it. These value levels aid in further strategic brand developments and give a clear structured idea of the communication efforts to be made, making them ever more successful. 

3.2.4 Branding Strategies

Branding strategies have certain characteristics based on two parameters: differentiation and added value. It is so that by applying branding strategies a product can be distinguished from its competition, meaning that a branding strategy has a competitive character. Differentiation implies that a brand can be distinguished from another one; marketing communication tools, such as advertising, usually stimulate this. Added value increases a product’s value for consumers, as it becomes meaningful to them. Added value emphasizes on elements that do not belong to the products functional aspects, it is related to its differentiation basis. The question would be if any product or service is suitable for a brand strategy, depending on whether the product itself is differentiable (Rik Riezebos 2003).
3.2.5 Branding and non-profits

As mentioned before, non-profits in general have often avoided any kind of branding strategy as it is thought to be part of the commercial sphere of action. The contrary is true, it is important for non-profits to develop brands as it has been determined that non-profits that spend efforts on communication and marketing based on branding strategies do better on contributed income. Fundraising becomes easier when a brand has been established, as the brand itself conveys meaning and therefore certain communication efforts to educate the public on basic information concerning the non-profit is not necessary (Adrian Sargeant and Elaine Jay, 2004).

A non-profit with a brand also offers potential donors more security as the entire endeavour has grounds for support and therefore seemingly involves less risk. Another key aspect enhanced by a brand is the differentiation of the non-profit as it can convey a whole sphere of meaning round the scope of activities undertaken and distinguishes it from other organizations in the same category. To achieve this, positioning is the key factor as it forms the basis for developing a differentiated approach. Positioning is being able to define what an organization stands for in the mind of the target audience, and what it can offer in comparison to other non-profits. Positioning determines the uniqueness of a non-profit and therefore what it can do that others cannot, making it different from others (Jean-Noel Kapferer, 2005).
4. TARGET GROUP DEFINITION
4.1 WHO IS THE GIVER?

During this research is has been clear that the donor towards the foundation “The Shelter”, is located in the full-gospel churches within the Netherlands that belong to the network of the missionary couple Hein and Teija Hoere. The focus of this research is based on this group as it offers many possibilities concerning communication efforts as once a year Hein and Teija Hoere are welcome there to preach and show the projects and advances of the foundation. This information is shared during the Sunday or weekly meetings, being received by most of the member, their attention directed at the presentation of this information.

It is significant to mention that the current donors vary from the ages 6 – 70, as many churches have special projects within their Sunday Schools where the focus is on the foundation “The Shelter”. 

As mentioned in the introduction and further development of this research the target group of this research is summoned to give based on biblical principles and Christian backgrounds. 

There is no more contextualized setting than the full-gospel churches to generate funds for the foundation as its main goal is to offer the spiritual well-being and growth for its members by helping them fulfil some of the basic needs such as health, education and food as a means to materialize these spiritual goals.

4.2 BLEEGY

After determining the facts about the target group, a name has been developed in order to categorize and reference them: this is the bleegy, derived from the concept of a blessing-giver. 

· Bleegy: is a term to define people between ages 6 and 70, of the full-gospel churches within the Netherlands, that give money to social projects, with a spiritual basis, developed in third world countries. They are very interested in receiving reports or any communication effort concerning their donations.

As presented before, the major reason for giving is the materialization of the spiritual needs of people into a physical aspect, or as it could be defined ”putting words into action”.  This category definition represents not only the target as a giver but as one that gives for a certain spiritual goal, that of blessing someone else. As the basis of the foundation is a spiritual one, this categorization is one accepted and understood by the network with which the foundation operates within the Netherlands. 

5. GENERAL ANALYSIS OF THE INTERVIEWS WITH STAFF MEMBERS
5.1 INTERVIEW

The interview taken from the four members of the work team of the foundation was developed applying the first elements recommended by Sargeant and Jay in establishing a communication audit and the situational matrix.

The results of these interviews shed some light on certain situations that aid in establishing the basis for developing recommendations for the foundation, based on the theoretical background and application of these.

Questions

1. Define the foundation’s vision.

2. What are the objectives of the foundation?

3. How is the vision put into action programs?

4. How are the objectives fulfilled?

5. How has the fundraising taken place up until this moment?

6. What are the strong and weak areas of the foundation concerning its position in the Netherlands?

7. Please place the foundation in this matrix.

	We know where we are going and how to do it.


	We know where we are going but not how to do it.

	We do not know where we are going but we do know how to do it.
	We do not know where we are going and neither how to do it.


5.2 PRESENTING THE RESULTS

Question 1

The first important element to determine is the unity of vision, which is clearly lacking. Each member has a slightly different view of why the foundation exists, it is a fact that they do agree on the social and spiritual aspect of the vision, all determining the importance of the underlying spiritual emphasis of which the social aspect is an expression. The personal preferences are visible in the expression of the vision, as one focuses on children, the other on the church work, yet another on the community in general.

Question 2

The objectives of the foundation are also defined differently by each member, although the emphasis of all lie on the fact that it is to provide socio-economical help in order to reach a more spiritual goal. Even so, the objectives do not match up; one sees the work at the foundation as an extension of the church’s work in the poorer areas of the city, and another as a place to provide productive projects. 

Question 3

The materialization of the vision is defined by all as the activities that take place within the foundation, these being:

· Day-care for children from 0-5 years of age

· Guided homework club for children from 6-12 years of age.

· Selling of daily products at affordable prices.

· Warm meals for the children

· Health and dentist care through special organized days

Although these are the activities, everyone interviewed did not mention them in this order, rather each mentioned a couple of them in a different way. 

Question 4

According to the interviews the objectives are all accomplished in different ways, one says it is done voluntarily, another one says it is done by visiting the children’s families and another one mentions that the objectives are accomplished through the activities.

Question 5

The fundraising, according to the interviews, is mostly generated in the Netherlands, where these donations are given voluntarily in a major gift or small monthly donations. They all agree that the yearly visits of Hein Hoere generate most donations.

Question 6

This was the possibility for the interviewees to generate their own point of view concerning the weaknesses and strengths of the foundation, concerning its current situation in the Netherlands. These were the results:

Strengths:

· Funds and donations collected in the Netherlands account for  99% of the foundations income.

· The permanent representation of the missionary couple Hein and Teija Hoere, and their representative work once a year.

· Confidence on behalf of the Bleegy as sufficient information is reported back concerning the donations and their destination.

· Willingness of Dutch people to help.

· Economic standards of Dutch people. 

Weaknesses:

· Very little capacity of generating other forms of donations not being from the Netherlands.

· No personnel available in Colombia to manage the communication efforts, and as no one available has knowledge of English or Dutch, the communication can only go through Hein and Teija Hoere.

· There is no one to employ any communication tools such as a web-page, emails, or newsletters; this is currently done by Hein Hoere, making it insufficient as the work load is too high.

· Not enough information concerning the programs for donors or potential donors.

· Cultural differences making it hard for the Dutch donors and supporters to understand that the volunteers at the foundation cannot work without pay, as the economical and labour situation are very different than in the Netherlands.

Question 7

According to all members the foundation’s current situation is knowing where they are going and how to do it, the “by the book” situation as stated in the situational matrix. They declare that the vision and objectives are clearly established, but in order to achieve what they want the funds are lacking, so it is more a question of not being able to achieve their goals due to this reason.

5.3 GENERAL CONCLUSION

The interviews show that the vision is not in unison as each member has a slightly differing view, but the most important groundwork and the reason for existence are quite clear. The objectives and materialization thereof is also quite diverse but they do agree that the projects the foundation runs are the key to their accomplishment. The strengths and weaknesses determine that the most important factor in order to grow further or develop the current projects funds are greatly lacking. This due to a lack in personnel willing or being able to complement the communication process in the Netherlands with the current donors and probably generating new ones. As Hein Hoere has to do almost all communication efforts on his own, being the foundation only a small part of all his duties and labours as a missionary, these efforts are not enough to generate the necessary funds. They all agree on knowing what they want and how they should go about it but the possibilities of it being extremely low due to lack of funds.

6. GENERAL ANALYSIS OF THE INTERVIEW WITH MEMBERS OF THE TARGET GROUP 

6.1 PROCESS

In order to get a thorough understanding of the target group and its thoughts on Colombia, their motivation to give and their needs for feedback an in-depth interview took place. For this 13 people were interviewed belonging to full-gospel churches in different parts of the Netherlands and being part of the age group established for this investigation. These interviews gave answers to questions made to develop recommendations that will be based on the current needs and wants of the target group concerning their donations to the foundation.

Questions

1.What is the first thing that springs to mind when I mention Colombia?

2. What have you heard about it? What more do you know?

3. Do you give to any non-profits? Can you give examples?

4. What motivates you to give? Can you elaborate on it?

5. How does visible communication (logo, printed material, website) influence your attitude towards a non-profit organization?

6. (Show logo)
 
- What do you think of this logo?
     
- Is this logo memorable? Why yes or no?
7. How important do you consider knowing for what use the funds you donate to are destined?
8. How would you like to receive feedback concerning your donations?
9. What is your opinion on combining the social aspect with a  spiritual one in order to create preventive programs for a foundation.
6.2 ANALYSIS OF THE INTERVIEW

This interview presented information that can be seen as a whole and therefore analyzed, not as individual parts, but rather as an entire overview of the targets answers. 

First of all, the perception of Colombia is negative, concerning its current situation. Violence and war were the first things that came to peoples mind, regardless the age group. Drugs and kidnapping followed next but there were also positive answers concerning the people who were stereotyped as being warm and friendly. All this information was of course corroborated with what they had heard from Colombia, mostly in the media, concerning the war with the guerrilla, the kidnappings and its poverty. What was very striking was that the target did not mention the drug factor as something they had heard about, it was never mentioned by any of the interviewees. They said that there was a lot of negative news about Colombia but that there were also a lot of positive things they had heard, mostly in reference to the people of the country and their attributes, such as their warmth and kindness. Many people of the target group have also heard that there are many people turning to God in Colombia and that the churches are experiencing a large growth spurt. All these answers, of course, are based not on their own experiences but of the things they have heard, via the media or people who have visited the country. 

Many people of the target group give to non-profits whether in sporadic gifts, once a year, or when they are capable of doing so, or through a monthly donation to a foundation they are subscribed to. The reason that they give is related to many factors such as being taught that it is a Christian duty. Behind this is the fact that they want to help others following the example of Jesus, sharing and obeying God’s word. Giving for them is largely based on a religious perspective rather than an emotional one, even though some of them also want to give because they think they have higher life standards here than in other countries and feel that they have the ability to give something away. 

Most of the interviewees agree strongly that visible communication materials, such as a logo, printed material and a website contribute to the overall impression of a foundation. They think that this communication material supports a foundation and in a way represents what it stands for. When the communication efforts are well elaborated they suppose the organization behind it is also well established. Many also stated that more than a logo or a website, a video would make a larger impression on them as they would be able to identify to a greater extent with the context the foundation is located in and get a better overview of its programs.

The current logo of the foundation was also included in the interview in order to receive the necessary feedback concerning its memorability and how people are related to it. The logo, as will be mentioned in the chapters to come, is a kite composed of the colour of the Colombian and Dutch flag. The target group considers the logo a striking one and say that it is an eye-catcher. Also many recognized it as a kite and therefore relate it to something with children, some others saw a cross in it and therefore refer to it as a Christian organization. The target group said it was memorable due to its colours and its simplicity, though some, those who where not sure it was a kite, said it would be more memorable if they certainly knew what the symbol was.

The target group really wants to receive feedback concerning the donated funds. They are keen on knowing that the donated funds are used for the purpose they were given for, as well as being invested properly. They say that receiving feedback would generate trust ensuring future donations. This feedback is preferably received through digital means, as many claimed that most printed material ended up in the garbage bin without being read due to the overload of advertising received by mail. They would like to see updates on a website or an email newsletter with very specific and short texts. They would also like to see pictures of the developments, as images give a better overview of what has been achieved.

Concerning the combination of the spiritual aspect and the social one, the target considers the spiritual work as the basis for the programs of the foundation. Many state that if the spiritual area is in order the social one will also be and that the spiritual well being of these children will ensure a better future. It was also mentioned that the social work is what will call people’s attention in the first place, which will then give way to the spiritual aspect.

6.3 CONCLUSIONS
These interviews provide much useful information as the views and perceptions of the target group have been assessed. The recommendations and suggestions will be based on the outside-in approach, where the target group and their needs and wants are taken into consideration.
The negative ideas and perceptions that people have of Colombia is not a factor to be changed, rather it serves the purpose of presenting the preventive programs of the foundation as part a solution to this situation. The purpose of the foundation is to provide an alternative to children who would enter the criminal sector if they were not guided in another direction. The target has heard negative things about Colombia and presenting the foundation, as an organization with programs that will contribute to a better future for Colombian children and avoid them entering this criminal circuit will counteract with the ideas they have. It will positively reinforce the foundations programs and offer people the possibility to help in this project. 

The target group already gives to many non-profits and foundations, this seen as their Christian duty and obedience to God’s word; as they are very keen on the spiritual basis for any kind of decision they make, they also agree strongly on the spiritual basis of the foundation’s working methods. This is an added value to the foundation as when choosing to become a donor it will influence the decision of the target group in a positive way. It is therefore important that all communication efforts take this aspect into account, and emphasize this working method.

The visual communication elements play an important role in the credibility of the foundation, it is therefore very important that a consistent visual brand image be established and applied. It would be highly unlikely for members of the target group to visit the location of the foundation in order to get an idea of the work that takes place, therefore it is so important to communicate this clearly with the target, who can create an idea, closer to the reality of the situation, based on what they see. Therefore members of the target mentioned wanting to see a video of the foundation and what it is done. 

The current logo is well accepted by members of the target, the choice of colour and image reflect in a way the vision and objectives of the foundation and present this very clearly. The memorability is still a dubious situation as the symbol used is somewhat ambiguous and therefore leaves the target group guessing at its meaning.

Feedback is essential for continuing donations of the target group as being informed about how their contribution was used gives them a sense of trust in the foundation. They desire transparent and clear information offered in very explicit texts, preferably through electronic means. 
7. GENERAL ANALYSIS OF CONGRUENCY BETWEEN THEORY AND PRACTICE
7.1 COMPARISON

Based on all materials researched concerning fundraising and branding strategies, a comparison can be made in order to determine if in some way the foundation already owns certain communication materials and efforts that are in keeping with the theoretical suggestions. 

As mentioned before, Stanley Weinstein made clear that people give to people and not institutions, depending on the identification to its objectives and the quality of leadership. This is, as a matter of fact, the actual situation of the foundation, as the main representative, Hein Hoere, is the current fundraiser who, being a Dutchman, not only understands the culture, and is therefore able to communicate in a more effective manner, but has created a network of contacts within the full-gospel churches on which he bases his fundraising practices. He enjoys a certain “name-awareness” in these networks where his name backs up his projects; therefore people are more inclined to give to the foundation through him. 

For the sake of a common starting point for the communication objectives or any other effort made by a non-profit to raise funds, the most important element is an established vision shared and understood by all members of the organization. The foundation encounters a lack of unison concerning the vision statement, as the internal staffs each considers the vision to be different even though the spiritual aim of the foundation is present in every statement made. This could pose a problem, as the agreement of the existence of the foundation is a must for a smooth processing of internal communication, but also in the acting upon the objectives, as their vision needs to materialize. 

A brand is many times recognized by its name but also by its logo. The latter is an expression of visually perceptible actions in favour of a brand and its recognition (Rik Riezebos, 2003). Design is an instrument of branding that can have a strong influence on the consumer’s evaluation on a brand and therefore their behaviour towards it. The foundation has a fitting logo, designed in 2004, that applies principles of design in order to develop a logo, which could be applied to all communication efforts by the foundation. 
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The logo was developed based on the colours of the Colombian flag and the Dutch flag and a kite to represent the function of the foundation, which gives the children the ability to soar higher than their expectations. Sadly, this has not been applied effectively, as the logo has been changed in many occasions randomly, adapted to the user who needed it at the time, as there is no corporate brand design manual. This logo is, of course, an unexploited asset that could be beneficial to the brand image of the foundation. 

7.2 GENERAL CONCLUSIONS 

The situations mentioned are the current activities of the foundation within its efforts to communicate. These efforts are developed, excepting the logo, from an entirely opportunistic perspective, as situations unfold or come up. The communication is focused towards this particular moment, without any pre-established strategies. This poses a problem as a lacking strategy makes communication efforts much less effective; those who communicate do not base themselves on efforts that would enhance the brand image of the foundation, this being important as major benefits could be reaped from a, not only recognizable, but also supported brand. As mentioned earlier, branding strategies applied to a non–profit can generate trust on behalf of the current and potential donor, making them feel their donation is being backed up and invested in a cause that truly encompasses their personal objectives.

8. SWOT ANALYSIS


For the SWOT Analysis the factors mentioned in Chapter 3 concerning the internal and external overview of the foundation based on the PEST and POSDCORB will be taken into consideration.

This analysis will give a better overview of the foundation and the market it functions in, allowing for a better application of theory to the recommendations, as they will be streamlined towards the current situation.

Strengths

Weaknesses

	· Broad network of contacts

· Director well-known in Holland

· Speech skills of director

· Visits twice a year to Holland on behalf of the director

· Optimistic future perspective

· Foundation owned building

· Director knows the Dutch culture and language

· Emphasis on preventive programs


	· Lack of management support

· No established budget

· No established coordinating team

· No communication basis

· Little time on behalf of the directors

· Cultural differences

· Continuous change in volunteers

· Language barrier


Opportunities




Threats

	· Many full-evangelism churches within the Netherlands

· Economic standards of the Dutch

· Development of communication platforms aiding communication

 
	· Many charities people give to

· Lack of understanding about the Colombian culture, for example, that people have little chance for income if they do not work at a fulltime job, expecting volunteer work almost impossible.

· Credit Crisis

· Communication can easily be eluded

· Cali has been known as a major drug capital


Table 1.1 SWOT Analysis foundation “The Shelter”.

These points determine the most important factors having a direct effect on the foundation and the possible fundraising expected to take place within the next couple of years. This does allow for a clear overview of the certain elements to be acknowledged within the development of the recommendations.

9. RECOMMENDATIONS

According to the theoretical and practical research used concerning fundraising and branding it is clear that fundraising can be enhanced through the application of branding strategies, as it will help to differentiate and add value to the foundation in the mind of the target, the bleegies.

There are certain recommendations developed on the basis of the application of theory and practical examples that will offer the foundation a starting point concerning their communication efforts. This will help in developing a strong brand in the minds of the target audience, resulting in more effective and thorough fundraising. These recommendations have been divided into groups that will ease their application concerning each element to be targeted:

9.1 RECOMMENDATIONS CONCERNING COMMON STARTING POINTS FOR THE FOUNDATION BASED ON BRANDING

1. Restate the vision as a team, it is necessary to know why funds are needed, if this element is clear and shared by every member of the staff it will be easier to raise directed funds.

2. Determine what the objectives of the foundation are as a team. the vision of the foundation should be defined into action plans that will help in the development projects that will make fundraising more effective, as these funds will be aimed at the achievement of these projects.

3. Develop new projects every semester, as the visits of the missionary couple Hein and Teija Hoere will no longer be once but twice a year. This will give the opportunity to explain the new projects every visit.

4. Develop projects, based on the current needs of the foundation, in order to communicate them to the target audience, making them a part of the development of these projects, as the funds they grant are necessary for their completion.

5. Create an execution manual for projects, which will create a recognizable work method, adding the brand image element to the foundation, making its communication efforts distinguishable. These execution methods will also make it easier to implement communication efforts concerning a new project.

6. Determine a single reference name for the foundation, in Colombia it has a Spanish name and in Holland it uses a Dutch version, for the sake of recognition and implementation of communication materials it would be better to have an international name applicable in any circumstance.

7. Use the brand logo developed for the purpose of all communication efforts, creating brand recognition that will in turn generate credibility and trust on behalf of the target audience.

8. Separate a small percentage, probably 10% of the raised funds for the communication budget, it is important to establish communication tools and materials that will aid in the presentation of the foundation towards its target audience.

9. Establish a group of volunteers within the Netherlands, Team Holland, willing to be intermediaries concerning the foundation and its communication efforts, but always basing their efforts on the established communication parameters.

9.2 RECOMMENDATIONS FOR THE DEVELOPMENT OF THE COMMUNICATION MESSAGE BASED ON BRANDING
The foundation has three working pillars at the social level: meals, health care and education, for the development of the communication message the projects established should be placed in one of these categories, making the message easier to access and understand by the target audience. It would be wise to make clear projects for each area that will communicate the present need and the fulfilment of these through the necessary funds. 

· Currently the foundation uses a message strategy based on the premises that 1 euro= 3 meals for one child (food for 1 day). This has generated funds; especially from the Sunday Schools as for children this is a very measurable and understandable concept.

· Concerning health care, a project can be developed which addresses the need and the necessary elements to meet it. For example, the specific need for dental care for these children could be defined in what is necessary for each procedure.

· The same element could be applicable to the education pillar, by defining specific projects and the funds necessary for its completion so a clear message can be communicated to the target audience.

· When communicating the programs and projects of the foundation, it is important to mention the spiritual basis that is worked on. This will enhance the communication and specify to the target group the vision of the foundation concerning the well being of the children.

These communication messages can transfer a sense of goal-oriented feeling in the target audience, and will in turn aid the feedback concerning the completion of each project. Managing the projects in this way is based on branding strategies, as a clear message development will differentiate the foundation and in keeping one communication style will become recognizable in the mind of the target audience. 

These three working pillars give a plethora of possibilities to communicate with the target audience in a common fashion, based on branding, which will help the recognition of the work areas and its projects. 

· Appeal to a designer or designer bureau that would be willing to donate their work in order to develop a communication material theme for a web page and email formats.

· Re-design the logo in a minimal way; making the kite more recognizable as one, this will increase the memorabilty and recognition of the logo in the target group’s mind.

· Every project category could have its own visual representation, linked among each other, making the projects recognizable in the communication efforts towards the target audience.

9.3 RECOMMENDATIONS FOR THE USAGE OF COMMUNICATION TOOLS BASED ON BRANDING
1. Develop a power point presentation every semester to be used when the churches ask what they can do for the foundation, it would show an overview of the foundation, the projects achieved last semester, and show the new projects to the audience.

2. Develop a stand in keeping with the brand design, which will inform about the foundation, the completed projects and the new ones. This is to be used when Hein and Teija Hoere attend church meetings, as this option has been used in the past. This will offer a chance for the people to take a closer look at the projects and working methods of the foundation, it will also provide the opportunity for people to approach the directors of the foundation and any volunteers of Team Holland, and ask direct questions.

3. Develop printed reading material, to be placed with the stand, based on the communication formats, that will inform on the new projects, what help is needed and information concerning how and where funds can be deposited, contact information and the web-page address. This will provide extra information and offer the audience a closer look at the foundation and its projects.

4. Elaborate a web page that can be updated and where the readers can keep informed on the development of the projects. In it the amount of funds received can be shown and the progress of the projects and their completion; this will create a sense of involvement and identity with the foundation.

5. Make use of the new platforms of facebook and twitter by creating an account. The use of these platforms can keep the target informed through immediate placement of the foundations developments. The foundation currently has a facebook account that is not being exploited to its full capacity. For starters, the page is in Spanish, which offers a high language barrier to its Dutch target audience it is also not administered by a person knowing and controlling the communication efforts in benefit of the foundation. Through this account the foundations network may be increased and stay informed concerning its developments.

6. Make a short video every semester that will give an overview of what the foundation is doing and what it has achieved with specific donations, it is also good to include a general overview of the children’s situation and living standards. This will help the target group to get an idea of what the foundation is really doing and it will be a chance for them to feel identified with the children.

10. THE INTEGRATION OF COMMUNICATION

When applying the communication tools mentioned in the previous chapter it is important to integrate the communication effort. Branding is seen as the unification of the communication efforts based on maintaining a consistent style and tone of voice but the integrated marketing communication is not only based on a certain consistency but rather ‘creating a flow of information from an undistinguishable source’ (Patrick de Pelsmacker, Maggie Geuens, Joeri van den Bergh 2001).

Therefore branding can be seen as an element of this integration aiding in creating a homogenous message from one source. The recommendations were created on the premises of branding, where applying these concepts will generate a response and fulfilment of certain communication objectives, which the foundation would want to achieve.

10.1 COMMUNICATION OBJECTIVES

Brand awareness: the target audience knows “The Shelter”, therefore they will be more interested in processing all communication efforts of the foundation, thus increasing their effectiveness. It also makes the target know what the brand stands for, its attributes and characteristics, such as the brand logo and objectives and projects developed (Patrick de Pelsmacker, Maggie Geuens, Joeri van den Bergh 2001).
Brand attitude: the target audience of the foundation evaluates the brand and determines if they like or dislike it (Patrick de Pelsmacker, Maggie Geuens, Joeri van den Bergh 2001). This evaluation is based of course on certain elements such as the communication efforts and the fulfilment of its objectives and/or the level of identification with the foundation. This concept is valid, as the target will choose to support the foundation over many other charities and foundations.

Brand purchase intention: when the foundation is well known and there is a favourable attitude towards it, in many cases this will lead to the target audience choosing this foundation as the one to support.

The importance of the foundation’s branding efforts and integration of communication tools is that these should lead to an increase in financial support. Therefore it is of utmost importance that the foundation be known among the target audience, that the target audience will develop a positive attitude towards the foundation and will then choose to support it. 

These communication objectives can be achieved through the integration of marketing communications. This is an outside-in approach as the receiver is taken into account by communicating a consistent message; the starting point is the consumer and then adapting to their needs. 
10.2 COMMUNICATION TOOLS

The recommendations presented in the previous chapter have included the use of certain marketing communication tools, these being:

· Stand

· Webpage

· Printed reading material

· Direct email

· New platforms: facebook and twitter

Within this section networking will be another communication tool recommended.

10.2.1 Stand

As mentioned before, when Hein and Teija are welcome at different churches there is always an opportunity to place a stand. This has been done before in a very informal way, portraying pictures and some information concerning the country, the work being developed and some new goals. Developing a stand for the foundation, in keeping with the designed brand logo and applications, presenting the foundation, its new projects and specifying the needs can exploit this opportunity. This stand will also offer the opportunity for people engaging in a conversation with members of the Team Holland or Hein and Teija themselves, if the occasion should arise. It is important to provide an opportunity for a follow up to not loose the targets’ interest. This can be achieved through other communication tools such as direct email and the printed reading material.

10.2.2 Webpage

As mentioned in the recommendations; a designer bureau wanting to collaborate with the foundation by developing a webpage, it will be important to keep it up-to-date so as to create an active communication tool. The webpage should show each semester’s projects and its progress, this will generate an interest on behalf of the target as to see what is still lacking to complete the goal and probably generate directed funds. It is also important that the webpage offer an interactive edge, where the target can communicate directly with the foundation, making them feel secure about their financial contribution and how it is being invested based on the foundation’s objectives.

10.2.3 Printed reading material

The design of this material should of course be in keeping with the entire brand logo and applications thereof.  This material is to be handed out at the stand but not exclusively. It can also be used as support during moments when there is no opportunity to erect the stand. It should contain 

the basic information about the foundation and its current projects and financial needs, it is important that people can clearly identify the contact information, the webpage address and the bank account number.

10.2.4 Direct email

This is an adaptation to the direct mail communication tool, where the format can be transferred to an email format. This tool has been chosen as the foundation currently doesn’t have any headquarters in Holland and the financial implications of sending mail to the contact list is high where at present there is no communication budget. It also offers an opportunity to make use of the current communication platforms, offering a high degree of success. The current email database for the foundation within Holland is over 350 contacts while combining it with the stand and webpage this can rapidly increase.

10.2.5 New platforms: facebook and twitter

Social networking and micro-blogging through, for example, facebook and twitter, is no longer a strange or unknown concept. The use of these platforms is increasing rapidly, as according to an article published on searchcowboys.com on September 8, 2009, both are in the of the top 20 sites visited in the Netherlands; facebook is the tenth and twitter the sixteenth. The advantage of these new platforms is the immediacy of the communication. The projects of the foundation can be communicated instantaneously and the target can follow the advances through facebook, where pictures and messages concerning the foundation can be posted as well on twitter and the webpage referenced as containing further details. 

As mentioned before, the foundation currently has a facebook account that is not being exploited to its full capacity. This profile is in Spanish and therefore limits the people that can make use of the information offered to the Spanish speaking community. A person knowing and controlling the communication efforts in benefit of the foundation does not place the news posts. This account can offer the possibility of increasing the foundations network and keep the target informed concerning its developments.

10.2.6 Networking

A network consists of connections being mutual or sub-relations that can expand through the current network. When the foundation is promoted through these it bases itself on personal emotional relationships to create a fundraising element. Currently, by using the platforms mentioned such as facebook and twitter, the current network can rapidly expand making it possible to communicate with more members of the target and even generate a new potential target. Also, when Hein and Teija are here in the Netherlands, the network increases as they enter into contact with more people. This network should be maintained through proper communication efforts; the importance of these networks is the increase of possible fund givers.

11. CONCLUSION

This research has answered the problem definition in a clear manner by presenting recommendations based on the current abilities of the foundation and its staff. Applying the theories of fundraising management intertwined with branding concepts will enhance the foundation’s fundraising; branding will create a flow of communication that will be recognized by the target audience as belonging to the foundation. The benefit of these strategies will be its ability to differentiate itself from other non-profits, which abound in the same category.
The theories are transferred to communication practices and tools that can be implemented by the current staff without a need for change in infrastructure or human resources. 

Addressing the bleegies will be a sure element for success as the foundation’s principles are valued and appreciated by them, making it the most adequate one for the purposes of the foundation and its fundraising.
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