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Chapter 1: Introduction

1.1 General Situation

RNW (Radio Nederland Wereldomroep or Radio Netherlands Worldwide) is the Dutch international public broadcasting service. The radio and television broadcasts and websites provide news, information and culture to millions of people around the world. Radio Netherlands broadcasts in Dutch, English, Spanish, Papiamento, Sarnami, Indonesian, Portuguese, Arabic and French. It takes into account the information needs of different target groups and the media situation in various regions.

Radio Netherlands is among the five most influential international broadcasting services in the world, the other four being Voice of America, BBC World Service, Deutsche Welle and Radio France Internationale. However, Radio Netherlands ranks 18th in terms of budget. In Latin America, the organisation is the market leader in the field of cooperation with local radio stations. In Indonesia, Radio Netherlands is one of the most popular international broadcasting stations due to its objective and reliable reporting.

Radio Netherlands has an Indonesian Section (RANESI) that broadcasts in the Indonesian language for four hours per day. The news and features focus, on the one hand, on Dutch and European issues and, on the other hand, it wants to complement what Indonesian radio stations are broadcasting. Nowadays, young listeners are losing interest in traditional radio broadcasts and the trend is shifting towards the on-line format (enabling people to download the broadcast from the internet and listen to it whenever they wish to). 

RANESI wants to embrace the notion, but considering that most of their listeners live in Indonesia’s rural areas that do not have the required technology; we decided to expand the idea towards a new market: Indonesian students who are studying abroad, especially in The Netherlands. They have the ability to access good internet service, but they also have problems assessing the information source for the latest events in the Netherlands if they do not have eloquent Dutch.  

1.2 The Research

As I have mentioned above, in order to attract a new market (overseas Indonesian students especially in the Netherlands), RANESI needs a strategic communications plan. Therefore the central question for this research is: 

What is the most effective way for RANESI to communicate their programmes to the Indonesian students in The Netherlands in order to reach higher response rate?

In order to find the answer to this question, I will need to find out of how much awareness there is among the Indonesian students in the Netherlands and their programme preferences, along with other general demographic information. The level of awareness among the students will be measured from basic aspects like whether they have heard of RANESI before. And if they have, how many times per month do they check www.ranesi.nl and download the offered radio programmes. The definition of response rate comes from the number of RANESI’s programmes downloaded from the website and the number of ‘clicks’ of people reading www.ranesi.nl. A higher response rate means that an increase of listeners (via downloading through the website) and browsers (by reading through RANESI’s articles from the website). 
Before finding the solution to the central question, I have to answer the following sub-questions:

· What is RANESI’s current communication strategy towards the Netherlands-based Indonesian students?

· Who are the Netherlands-based Indonesian students? (Including social demographic aspects, emotional, gender, age, lifestyle, educational, as well as geographic situation)

· What are the most popular radio programmes among the Indonesian students?

· What are their motivations or reasons on following certain programmes?

· How familiar is the target group towards RANESI’s programmes and website? Have they heard about RANESI? Do they check www.ranesi.nl and download its programmes?
· What do they think about the offered products? (concerning satisfaction by rating every programme)

· Who are RANESI’s competitors?

· How do the competitors communicate to their listeners?

1.3 Research Method

I conducted a survey among Indonesian young people, especially students in order to find the answer to the definition of Netherlands-based Indonesian students (social demographic aspects, emotional, gender, age, lifestyle, educational, and geographic situation), as well as their preferences, and motivations, in addition to their familiarities and satisfactions towards RANESI’s offered programmes. The contacts with the students primarily come from the collaboration with PPI Belanda (Perhimpunan Pelajar Indonesia) which is the official Indonesian students’ organisation in the Netherlands under the Indonesian embassy
. Every a few months PPI Belanda organises activities and common gatherings for their members from different cities, this is the opportunity where I distributed my questionnaires and interviewed the students. Apart from that, I am subscribed to the regional PPI Belanda’s forums so I can join their discussion boards and request their participations in my survey. Furthermore, I conducted a desk research concerning RANESI’s competitors and their backgrounds along with several interviews among the field experts. For the secondary research, I have access from previous research reports concerning the image and identity for RANESI. Theories of communications will also be drawn and collaborated in the research as the guidance to set up a strategic communication plan in order to reach higher response rate for RANESI. The theories which are applied originated from: Marketing Communications: An Integrated Approach, Integrated Communication Concern, Internal, and Marketing Communication, The Corporate Image Concept a Strategic Approach, and Setting Up a Strategic Communication Plan.
1.4 Chapter Preview

On the following pages, I will first give an overview of the organisation, its history and current situation, and the environment in which it operates. Following the guidance from Setting up a Strategic Communication Plan, the next step is to analyse the organisation internally and externally. After that in chapter 3, RANESI’s current communication plan including its field of forces, target group, internal and external communication, as well as RANESI’s promotional mix will be examined closely. Then in chapter 4, I will discuss the results of the survey. Based on the overall results and analysis I will give recommendations and suggestions on how communication can play a role in this situation.

Chapter 2: Company Overview

2.1 History of Radio Netherlands

The foundation of RNW (Radio Nederland Wereldomroep or Radio Netherlands Worldwide) is strongly intertwined with the progress of Dutch international radio therefore I believe that we should start with the development of Dutch radio. The history of Dutch international radio begins on March 11, 1927 with short-wave broadcasts to the Dutch East Indies via the PCJ short-wave transmitter at the Philips Laboratories in Eindhoven. Philips understood the possibilities of what was then a new medium and developed a market for short-wave broadcasters and receivers. Philips wanted good quality programmes and a strong political and economic base. On the evening of March 31, 1927, the company scored a publicity coup when Queen Wilhelmina addressed the colonial population via the PCJ transmitter.

During the Second World War, the Dutch government founded Radio Oranje in London and the BBC offered facilities and airtime. While the programmes produced by Radio Oranje were becoming more important in the Netherlands under Nazi occupation, the head of programming, Henk van den Broek, was thinking of the future. The Royal Decree of September 17, 1944, put radio under the control of the cabinet office minister, who in turn handed over the business of broadcasting to the sub-section Radio of the Military Authorities. Mr van den Broek, now a captain in the army, travelled to a liberated Eindhoven and began broadcasts as "Radio Nederland Herrijzend" on October 3, 1944.

On May 24, 1945, the first "world programme" was broadcast for Dutch people living abroad. Because the domestic facilities had been destroyed in the war, the BBC was once again asked to help. In July 1945, the post-war government decided to set up the "Radio Netherlands in Time of Transition Foundation" (Stichting Radio Nederland in den Overgangstijd) which was given the responsibility for national and international broadcasts and put in charge of all broadcasters. From October 13, 1945, broadcasts began again via the radio's own facilities, which had been repaired.

In the following years the government debated how Dutch radio should be organised and decided to separate national and international broadcasting. The Radio Netherlands International Foundation (Stichting Radio Nederland Wereldomroep) was established on April 15 1947 with Mr van den Broek as director. The corporation's remit was "to put together and prepare for broadcast radio programmes to be received outside the Kingdom of the Netherlands and in Europe". Broadcasts were made in Dutch, Indonesian, English and Spanish.

2.2 Current Company Structure

Today, RNW is a renowned Dutch international public broadcasting service. A multilingual multimedia broadcasting company based in the Netherlands, RNW broadcasts by means of short wave radio, satellite, the Internet and pod casting, and produces well-liked websites and television programmes. RNW broadcasts in Dutch, English, Spanish, Papiamento, Sarnami, Indonesian, Portuguese, Arabic and French. The radio and television broadcasts and websites provide news, information and culture to millions of people around the world. In the field of television RNW is active via BVN (the public television station for Dutch speakers abroad) and RNTV (which distributes documentaries, cultural programmes and animated productions). The creators of Dutch productions for BVN belong to the Dutch language department; the RNTV colleagues belong to the Partner desk. The last is RNTC whose goal is to support media professionals and media organisations manners in various forms, such as training for professionals, capacity improvement on an institutional level, support of networks and development of educational materials. RNW works with the concept of ‘one station - one sound’, which applies to all of their productions.

Figure 1. Organisational chart of Radio Nederland Wereldomroep
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2.3 Mission and Goals
Its mission is to: “Make a contribution, on behalf of and for the benefit of The Netherlands, towards a better informed world by a combination of independent journalism and other media services.” 
 

The mission has four chief purposes:

1. To provide an international audience with information about Dutch society, opinions, visions and policies, as well as to support the interests of the Netherlands.

2. To facilitate an international podium for themes which are of importance to the Netherlands, Europe and the world. 

3. To serve as a source of information for Dutch people living or travelling abroad.

4. To serve as a source of expertise and knowledge to foreign media, especially in the area of Dutch/European developments, ideas and opinions.

2.4 Radio Nederland Indonesia (RANESI)

Means

: four hours of radio broadcasts a day, website, radio partners.
Programmes
: news and current events, nine themed programmes.
Website
: www.ranesi.nl
Target groups
: Indonesians in Indonesia. The target group can be roughly divided into the sub-target groups adolescents (16-18 years), students (5,000 students are studying in the Netherlands), people who have a special relationship with the Netherlands and socially engaged people with an interest in political developments in Indonesia, human rights, culture, literature etc.

The Indonesian department makes radio broadcasts in Bahasa Indonesia for the Indonesian-speaking regions. These broadcasts consist of daily news, current events and 30-minute themed programmes. There are two broadcasts a day, lasting two hours each, early in the morning and in the afternoon. The broadcasts consist of news and current events, followed by features, themed programmes and a daily column. A themed programme is broadcasted three times a week since the Indonesian department has to take the three time zones in which Indonesia is situated into account. RNW broadcasts at favourable times in comparison to competing international stations such as BBC and Voice of America.

In Indonesia, the distribution of radio programmes is only possible via satellite. Distributing it on CD via regular mail is impossible due to the unreliability and irregularity of mail delivery. For news and current events in particular this is not an option. In addition, internet use is ten times as expensive and the connections are ten times as slow in Indonesia as they are in the Netherlands. Lately, more and more FM stations have been established in Indonesia. They wish to take over parts of the broadcasts. RANESI wants to change the set-up of its broadcasts so people can choose what they like and do not necessarily have to take over the entire broadcast. The answer to this is a form of partnership between the local radio and RANESI. To date, RANESI has established works with sixty partner stations in Indonesia and still growing. The partner stations proactively supply material or correspondent with RANESI (which will provide those stations with welcome financial profits) and make co-productions with RANESI. In this way RANESI is able to reach various target groups with one broadcast.

Chapter 3: Situation Analysis

In order to reach a good solution, we need to have insight into an organisation and its environment. By doing research, collecting, and analysing information about the organisation and its environment, I can form a clearer picture on RANESI’s position and the situation it finds itself in. In this chapter the situation of RANESI is going to be analysed first internally then externally.

3.1 Internal Analysis

Internal analysis is a research that describes the most important objectives, standards, and values of an organisation. It also provides an insight into the daily functioning of an organisation.
  This leads me to the overview of the strengths and weaknesses of RANESI.

3.1.1 Strengths 

Reputation 

RANESI has a well respected reputation for being a branch of Radio Netherlands since 17 July 1947. Its sterling name in Indonesia is reflected during the war between the Netherlands and Republic of Indonesia during 1947, most of the news (radio and newspapers) was quoted from Radio Netherlands.
 In the present day, RANESI is considered to be a neutral source of news because it tends to cover stories not from one particular point of view.
 RANESI’s association with Radio Netherlands is also a plus because it strengthened RANESI’s position as a part of an influential international radio which is independent and trustworthy. 

Partners / networks

RANESI has a network of sixty local radio partners which are located in every main islands of the Indonesian’s archipelago (Sumatera, Java, Borneo, Celebes, and Papua) in addition to the satellite broadcasts and short wave broadcasts from the transmitters in Flevoland, Bonaire, Madagascar and Singapore.  RANESI has a strong ability to reach the general public even to the one in the remote area, a feat that not many radios can boast.
 

Personnel skills

RANESI’s excellent standing has encouraged many well-qualified professionals to work for them which in turn maintain their standard for an independent and responsible journalism. For example, its independency could be seen from the statement of the former Indonesian Ambassador for Netherlands, Mohammad Jusuf on April 2004 concerning the election in Indonesia: “Why the coverage of Indonesia is always so sharp and critical?”, but he also added that RNW becomes a good counterbalance to the reporting of BBC.
 This is a refreshing change to the public where the freedom of speech is still very novel.

Product differentiation

The deeply intertwined history between Indonesia and the Netherlands has indirectly influenced RANESI’s unique situation as an Indonesian language radio service from a Dutch institution for Indonesian people. Its position as an international radio gives RANESI’s freedom to pursue its information from diverse sources and broadcasted it unrestricted to the community. Compared to the local radios that are shackled by the limited one-sided sources and the Indonesian government regulations, RANESI has the upper hand.
 Another advantage is www.ranesi.nl, a website that offers daily updates of world affairs in Bahasa Indonesia as well as a portal to download the offered radio programmes in different format (mp3, podcast, windowsmedia, and real audio). This is a rare service among the local radios and only rivalled by another international radio with regional division such as BBC Indonesia, Voice of America Bahasa Indonesia, and Deutsche Welle Indonesia.

Product quality and assortments

Previously dubbed as the East division, since its first debut RANESI has developed from 10 minutes news per day into four hours broadcasts per day. Today, they offer news and current events, followed by features, themed programmes and a daily column. Renowned for their highbrow contents, RANESI’s features and themed programmes are very popular among the intellectuals in Indonesia, especially because they are rarely offered by another station. Moreover they have the connections to the “difficult” sources that usually would not be heard in the local media resulting in a highly sought after neutral coverage. 

Public

RANESI has a wide range of public, targeting Indonesians in Indonesia, people who have a special relationship with the Netherlands and socially engaged people with an interest in political developments in Indonesia, human rights, culture, literature, etc. They can also reach Indonesians that live in another country, a merit from advanced technology that allows RNW to broadcast its programmes globally, whether via transmitters, satellite, and internet. RANESI received responses ranging from Japan, Saudi Arabia, Malaysia, Taiwan, Germany, to Gabon. 
There is also a small group of non-Indonesians who understands Bahasa Indonesia with connection to Indonesia or has an interest to learn the language that follows RANESI’s programmes. They are predominantly scholars, people connected from their partners or spouses or ancestries, as well as people that have previously worked and lived in Indonesia.     

Size

A small, close knitted group, RANESI staff has the advantage of having faster and more efficient communication flow within the department. Consisted of 20 full-time workers, 7 freelancers, it is easy for them to reach decisions. 

3.1.2 Weaknesses

Location

RANESI’s unique arrangement, Indonesian radio service from a Dutch organisation, can be a double edged sword. By conducting their works in the Netherlands, the staff received certain amount of advantages: better technology and equipment, news coverage from another point of view, no interference from the Indonesian government, and so forth. But this also influenced their abilities to relate with the Indonesian public because they do not have the first hand experiences when it comes to happenings in Indonesia, for example the staffs have bigger difficulty in finding the latest cultural and social trends.

Position in the market

RANESI’s name is closely related to the Dutch government which to certain factions of people in Indonesia synonymous to the colonial history. This relation makes them uneasy, in addition to the service that mainly focus on the Netherlands comparing to the international news. 

Unstructured organisation

The employees are expected to be able to multi-task. There is no clear and formal task division that sometimes overlap responsibilities occurred, i.e. confusion to decide who should work on the upcoming topics, no information regarding the fellow workmates’ projects, and so forth. 

Personnel shortage

During my placement, I noticed that RANESI does not have enough workforces, especially in the internet division. The staff complained that the demands for rapid updates are not met due to the lack of resources. 

Organisational culture

As experienced during the internship, I found that there is a deficiency of fresh idea and innovation due to the small number of staff. By having a close group, they tend to rotate in the same network circle and in the long term there is a tendency to form a same way of thinking. 

No communication plan

As a mature organisation, one of RANESI’s biggest weaknesses is there was no communication plan. 
 If they want to reach their new target group, RANESI has to prepare a new communication strategy since they can not use the same approach from the existing market to the new one. A communication plan will help the organisation to solve its problem, which in this case is to increase the awareness of the target group towards the organisation. 
Public

Due to its colonial relation, most listeners come from the older generation or people with relations to the Netherlands which are very limited. 
Financial limitation

RANESI is a part of RNW which is financed by the Dutch media tax. The budget is decided by the parliament then distributed by the Minister of Media. Every year, Radio Netherlands Worldwide will draft a new budget for every department (English service, Dutch service, Indonesian service, etc.). The provided funds are distributed based on the amount of hours the department is on air. The allotted air time for RANESI is smaller compared to the Dutch and English department therefore they have smaller budget. Due to the financial limitations, some projects cannot be realized or cannot be performed to its best. This is especially a deciding factor for the themed programmes staff as in some cases they have to travel (international and within the Netherlands) for their research. This limitation also influences RANESI’s ability to explore different publicity stunts to promote the organisation.
3.2 External Analysis

External analysis consists of meso-environment analysis and macro-environment analysis. Meso-environment concerns with the developments within the various public groups that directly relate to the organisation. Macro-environment concerns with the wider developments within society, such as those within the economy, demography, general environment, and culture.

3.2.1 Meso-environment

Meso-environment is the situation where the company is influenced by the changes within the public groups that directly connected to the organisation. In the case of RANESI, several groups such as the listeners, competitors, networks, and government will be analysed.  

Market

The market for RANESI is divided into 2 sections, first is the one that has access to RANESI via direct short-wave radio broadcasts or via relay broadcasts from partner radios. The second is the one that has access to RANESI via internet by downloading the radio programmes via www.ranesi.nl. The first category market focuses on Indonesia or other regions that can recieve the short-wave broadcasts or receive the programmes relayed by radio partners, currently RANESI has 400.000 listeners via shortwave and 6-7 million listeners via radio partners in Indonesia. The Indonesian’s market is roughly divided into: 27% to Voice of America, 20% to BBC, and the rest to RANESI, Deutsche Welle, Radio Australia, etc.

As we are aware of, the development of the internet has enabled us to have a faster community where information moves without any regional limit. In the recent years, there has been a shift on the trend concerning news, information and entertainment media, it is moving from the traditional medium such as printed newspaper, magazine, television, and radio to online form. Most of the mainstream media have a website. I believe that online radio has brilliant prospects in the future; internet will play a more prominent role in society. People will use internet and the computer to its maximum capacities.

Regarding the market share, in the Netherlands, RANESI is the only professional radio company that caters to the Indonesian’s public although in the international field there are several international radio companies that supply news to the Indonesian community such as BBC Indonesia, Voice of America, Deutsche Welle Indonesia. Unfortunately as it can be seen from the result of the survey, most of the current targeted listeners are not familiar with RANESI.

Competition

In the Netherlands, RANESI does not have a direct professional competitor that caters exclusively to Indonesian listeners but since the main media source is from internet, customers have choices from other international radios with regional service if they wish for world affair news. RANESI’s main differentiation is apart from featuring Indonesian news, they focus on the affairs in the Netherlands which is very important to the Indonesians especially the students who live in the Netherlands but do not have comprehensive Dutch language skill. The gap on the ability to find new sources about the Netherlands because of the language now can be filled in by RANESI. 
In the amateur field, RANESI is facing competition from three online radios: Radio Minaara, INVOGRO and Radio Perdana. 
 All of the radios are in internet streaming format and the latter two are organised by Indonesian students in the Netherlands. INVOGRO is freshly founded on October 2006 by the Indonesian Students Association in Groningen (PPI Groningen)
, while Radio Perdana is founded by Indonesian Students Association in Enschede (PPI Enschede). Both of the radios have the same characteristics of providing limited range of programmes: light chat show and music. Radio Minaara is a specialty radio since it only caters to Indonesian Muslim community radio that resides in the Netherlands
. Although locally quite popular, they are not considered as strict competitors, apart from having good working relation with RANESI, they do not supply news sector which is the main focus of RANESI.

Listeners and news-browsers

Indonesia and the Netherlands have long been connected through the colonial past. There are communities of Indonesians ancestries/descendants that live in the Netherlands and many could claim such connection in Indonesia therefore the decision of doing their universities educations in the Netherlands. They are but a small number but there has been an increase of Indonesian students who have enrolled to the Dutch universities since 1997
 thanks to NUFFIC and NEC. The main reason of them choosing the Netherlands apart from the financial reason and the guarantee of good quality education is being able to do it in English but this also means that most of the students never learn Dutch. Although many of them during their stays in the Netherlands managed to learn and use the language in a beginners level, adequate for daily activities but barely enough if they want to listen or watch the radio or television. 
Socially, the overseas students in the Netherlands rely on mouth-to-mouth social networking where most of the time, one is being introduced to the other or has already known each other in Indonesia and keep contact through personal relation or internet social network such as Friendster, WAYN, Ringo, Hi5, and MySpace. This method is effective but it has limited coverage, for instance it is difficult for the students in Groningen to be in contact with the ones in Amsterdam. 
 By coming to the Netherlands, the students automatically became a member of PPI Belanda which is supported by the local PPIs. Theoretically, PPI Belanda is the ideal network but it can only cover several cities as not all of the local PPIs are active. The active local PPIs are available in The Hague, Amsterdam, Arnhem-Nijmegen, Wageningen, Maastricht, Enschede, Groningen, and Rotterdam. 
 This network does not reach the rest of the students who are not affiliated in the before mentioned cities. Apart from that, PPI can only function as a social network, but not as a source of news and information.
The frustration of not being able to find out what is happening in their adopted country could be answered by RANESI. Moreover RANESI can be the social network for the students’ community to communicate with each other and notify each other the latest activities in their town/city. And the link between the Indonesian embassy and the students, RANESI could publicise the announcements of the latest assemblies, seminars, etc. Every year, approximately 500-700 Indonesians come to the Netherlands for under-graduate and post-graduate studies. In 2004/2005 alone there were 712 students that came to the Netherlands comparing to 143 students in 1997.

Distribution

Partner networks hold a very important role in RANESI’s ability to reach their listeners who do not have access to the short-wave transmitter. Internet use is expensive and the connections are slow therefore they are not reliable as the mean for broadcasting. Until now, RANESI has established partnership with sixty local radios which are spread across Indonesian regions. Subsequently, if there are changes within the radios it will indirectly affect RANESI.
Government

Financial power comes from the Dutch government in a form of the media tax. Controlled in a way budget decided by the parliament then distributed by the Minister of Media. Radio Netherlands Wereldomroep is considered as a public company and received 7% of the tax media. Every year a new budget will be drafted for every department (English service, Dutch service, Indonesian service, etc.). The basic policy is to distribute the provided funds based on the amount of hours the department is on air.
3.2.2 Macro-environment

In the aspect of macro-environment, the wider developments within society such as those within the economy, demography, general environment, and culture have to be taken into consideration. 
 They are the external aspects that can not be controlled by the organisation but indirectly influence the progress of the organisation.

Economy

Economy plays its role in the form of the abilities for the listeners to purchase radio to listen to the broadcasts. The second point is on the ability for parents to send their children to study abroad, especially to the Netherlands. Comparatively, the costs for higher education in the Netherlands are lower compare to other popular destination such as United Kingdom, United States of America, Australia, and Canada. Economy’s power in Indonesia has been significantly weaker since 1998 monetary crisis. Rupiah (Indonesian’s currency) has lost its trading values. Many parents opted to school their children to a cheaper country thus the increase of the Netherlands popularity. But Euro currency has strengthened considerably and it can be a deterrent. If the number of Indonesian students in the Netherlands lessened, so will the number of potential listeners and news-browsers.

Technology

The improvement of human technology is in a high pace. Everyday there are new breakthroughs, allowing us to have better and easier lifestyle. Internet and computers have become a daily fix to our life. Most of the media have websites open to the public and it is a well accepted trend. After IBM, personal computer is available to the general public, changing the society into an internet generation. 82% of the Dutch households own a computer, 73% have internet connection at home.
 It is easy to simply browse the internet. Additionally, the students are technology savvy, most of the respondents have laptops or personal computer, and all of them have the ability to connect to the internet via private or school computers. 

Social/cultural factors

At the moment, information is fast-paced and always in demand. In the past it takes months to go from Europe to Asia but these days it takes merely several hours, mobility is very high. The day when the twin towers were attacked, it took half an hour the most for it to spread from one news networks to another. They were there in the television, radio, news website, etc. People demand such actuality and RANESI has to be prepared to answer that challenge.

3.2.3 Opportunities

RANESI is the only professional Indonesian radio that operates in the Netherlands. It can give the prospect to the Indonesian students in the Netherlands to be in touch with the latest happening in the country. It is also a good media to introduce Dutch culture to the people that are interested with the country and considering to finish their studies in the Netherlands. It is flexible following the latest technology with its website and downloads service in the form of mp3, podcast, windowsmedia, and real audio.

3.2.4 Threats

One of RANESI’s biggest threats is the lack of familiarity from the target market. 85% of the respondents are not familiar with RANESI, its website, and its broadcasts. They are also showing short interest towards RANESI since they consider RANESI to be old-fashioned and formal. The students do not see RANESI as an international institution like BBC or Voice of America
. RANESI needs to change its style to a fresher and up-to-date fashion. The campaign to promote its name among the students community is also needed. It has to maintain a good relationship with the student organisation (PPI) so the familiarity and popularity could be maintained to the new generation of students. In order for RANESI to fulfil the public’s wishes, it has to be able to follow and analyse the upcoming trends.
3.3 Conclusion

RANESI as a branch of RNW has an outstanding reputation as a source of information.  Combining internet downloads, satellite broadcasts and short wave broadcasts, as well as relays by its radio partners, RANESI has a strong ability to reach the general public even to the one in the remote area. Apart from that, RANESI is supported by skilful staff resulting in high quality ends of production although they are financially limited. RANESI has a strong market position and opportunities, dividing their market segment into two: first is the one that has access to RANESI via short-wave broadcasts and relays, the second segment is the one that has access to RANESI via internet. The last one is RANESI’s new target group.

Competitively speaking, RANESI does not have a direct professional competitor in the Netherlands but since the main media source is from internet, customers have choices from other international radios as the source of news on world affairs. RANESI’s main differentiation is apart from featuring Indonesian news; they focus on the affairs in the Netherlands which is very important to the Netherland-based Indonesian students. The gap on the ability to find new sources about the Netherlands in Indonesian can be filled in by RANESI. RANESI is also facing competition from three Indonesia online amateur radios based in the Netherlands: Radio Minaara, INVOGRO and Radio Perdana. Even though they are relatively popular, they are not considered as competition because they do not supply news sector which is the main focus of RANESI.
RANESI as the only professional Indonesian radio that operates in the Netherlands can function as the source of news for Netherlands-based Indonesian students. It is also a good medium to introduce Dutch culture to the people that are interested with the country and considering to finish their studies in the Netherlands. One of RANESI’s biggest threats is that the target group is not highly aware with the organisation, as it is proved in the survey, 85% of the respondents are not familiar with RANESI. RANESI has to come up with a communication plan in order to increase their awareness and response rates, therefore the next prudent step is to analyse its current communication plan towards Netherlands-based Indonesian students.

Chapter 4: Communication Analysis

Currently there is no official document for RANESI’s communication strategy. They work as they see it fits to the present situation, although there is a yearly guide from the top of RNW but it is seen more as the groundwork for the news topics and themes that have to be covered. Further development is left at the hand of each department, for example the responsibility of increasing the number of listeners, managing the promotion, etc. I believe that in the future, it will benefit RANESI to have a clear communication strategy and plan.

4.1 Field of Forces

At the previous chapter, the internal and external elements have been analysed, therefore in order to move to the next step, I need to examine the field of forces in which RANESI functions. By doing so, I can make an inventory of the organisations and public groups with the problem and its solution. It will then help to determine the target groups, objectives, and strategy.
 There are certain stakeholders for RANESI’s case and each posing different level influences.
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Figure 2. FOF of RANESI 

Competitors
It is difficult to find the competitors for RANESI since they do not have any direct competition from other professional radios. RANESI is the sole provider of Indonesian service in the Netherlands but there are several amateur radios such as INVOGRO, Radio Minaara, and Radio Perdana. Indirectly RANESI has competition from BBC Indonesia, Deutche Welle, Radio Australia, and Voice of America in the international stage. It is important for RANESI to differentiate itself from the other radios. Radio Netherlands is among the five most influential international broadcasting services in the world, the other four being Voice of America, BBC World Service, Deutsche Welle and Radio France Internationale. However, Radio Netherlands ranks 18th in terms of budget, showing their capabilities to compete with the other broadcasting services.
Radio partners
RANESI has approximately sixty radio partners that they depend on to broadcast the programmes to the areas that are not accessible to the short wave transmitters. Indirectly, the listeners to radio partners also became RANESI’s listeners. Therefore the radio partners have the abilities to influence the topics of the programmes. Furthermore, RANESI needs the radio partners to be dependable in the term of fulfilling the contract of relaying RANESI’s broadcasts instead of other programmes. On the other hand, RANESI subsidizes the radio partners with new technologies apparatus and human resource trainings.    

Interns

Every 6 months, RANESI has 2-3 new interns. They are to help in the making several programmes. By having a new blood, it helps the organisation to be in touch with the latest trends and fresh ideas as well as perspectives. The interns are important as the representatives to put RANESI’s name in the students’ circulation by attending the latest events, having certain contacts and networks, and so forth. 

The Dutch government
It falls in to the category of the financier of RNW. As part of RNW, RANESI receives its budget every year after it is able to prove its significance and functions as a media   organisation. From year to year, RNW’s budget and coverage priorities depend on the decision of the Parliament and the Ministry of Media. 

NEC (Netherlands Education Centre) 

NEC is an agency founded by Dutch higher Education in order to promote Dutch Higher Education in Indonesia. It assists students in obtaining information about: the education system in the Netherlands, the study requirements, tuition fees, application procedures and pre-departure briefing without any charges. As it is the main sources for the pre-departure information, RANESI can be introduced by NEC to the students as the source of information in the Netherlands. In exchange, RANESI’s broadcasts allow NEC to reach the students who are residing in other cities outside Java Island because NEC’s offices are only available in Jakarta and Surabaya (both cities are in Java).
Indonesian embassy for the Netherlands 
Since RANESI is an Indonesian broadcast radio, it is logical for it to have a good relation with the Indonesian embassy for the Netherlands. It is especially important in the political field as both of the organisations need each other: the embassy as the source and RANESI as the media. The embassy also functions as the mediator for RANESI to have the government officials as its guests. The cultivation of its good relation could be seen in the collaborations between the two organisations for the visits of Indonesian ministers: Mrs. Marie Pangestu (the minister of trade and economy) and Mr. Hasan Wirayuda (the minister of foreign affairs). RANESI is still negotiating with the embassy to have the president of Indonesia, Mr. Bambang Yudhoyono, as its exclusive guest during his visit to the Netherlands in 2007.

PPI Belanda (Indonesian Students Association for the Netherlands) 

As the organisation that represents the majority of Indonesian students in the Netherlands, it has access to the activities of the students and it also functions as the events organiser, for instance: arranging a sporting competition between the local PPI, organising a Christmas party, preparing an educational seminar, hosting an independence celebration, and so on. RANESI has to be in touch with the organisation so it can be informed to the latest happenings and students networks. 
Existing listeners

RANESI’s existing listeners are divided into three. The main one is the listeners in Indonesia who are able to intercept the short wave transmissions. The second one is the listeners who acquired the programmes by listening to the relay from radio partners. The third one is the listeners outside Indonesia who are able to catch the transmission as well as the one that has the access to RANESI via internet and downloading. Apart from the traditional post-cards and letters, RANESI has employed the SMS technology and an open-telephone line so they could be in touch with the public. It is important for RANESI to recognize the on-going trend and what the public wants.
Indonesian students in the Netherlands / targeted listeners and browsers

They are the new market that is targeted to be explored. At the present, there are approximately 5000 Indonesian students studying in the Netherlands who are in need of information about the country in Indonesian. RANESI has to answer that challenge and fills in the gap of market demand. The students could be reached by the sole means of www.ranesi.nl. They can download and listen to the programmes, in addition to reading the latest news or articles.
4.2 Target Group
After analysing the field of forces, the second step is to decide which are the primary communication target groups and the secondary communication target groups for this project: What is the most effective way for RANESI to communicate their programmes to the Indonesian students in The Netherlands in order to reach higher response rate?

Since the main target for the project is to increase the response from the Indonesian students in the Netherlands, the analysis and report will be narrowed to them. They are divided on the base of the relation between the groups and the organisation, whether it can be directly influenced or not. The primary communication groups are the groups that have to be approached in the short term and expected to solve a large part of the problem. The secondary communication target groups are secondary in importance and indirectly involves in solving the problem.

Primary communication target groups:

· Indonesian students in the Netherlands (targeted listeners and news browsers)
· PPI Belanda (Indonesian Students Association for the Netherlands)
Secondary communication target groups:

· Indonesian Embassy for the Kingdom of the Netherlands
· NEC (Netherlands Education Centre)
Primary Target Group Analysis

The target group for RANESI’s student project can be characterised with certain demographic and psychographic traits:

· Age

18 years to late 20s. The targeted groups are students for undergraduate and 
postgraduate studies so they are quite young.
· Income

Middle to upper-class family with the main sources from family private funding or 
scholarship organisation, average yearly expenses higher than 12,000€ 
· Occupation

Students for universities and hogeschool, undergraduate and postgraduate degrees, 
sometimes have part-time jobs on the side.
· Level of education

At least a high school graduate, depending on the type of studies, most of the groups are 
English literate since it is their first language their educations, although there are some 
who do their studies in Dutch. This influences the varying level of Dutch language 
fluency possessed by the students although most of them are rarely fluent in Dutch.
· Cultural background

They are students who come from Indonesia and/or able to speak Indonesian. They automatically become the member of PPI Belanda once they arrived in the Netherlands for their studies and reported their changes of address to the embassy. 
· Geographical location

Currently studying and living in the Netherlands, mainly in the cities with many educational institutions such as: Diemen, Amsterdam, The Hague, Rotterdam, Groningen, Haarlem, Arnhem, Utrecht, Wageningen, Den Bosch, Eindhoven, Enschede, Deventer, Delft, Arnhem, Nijmegen, and Maastricht.

· Lifestyle 

They are young, mobile, and dynamic. They are interested with the latest happenings in 
Indonesia, the Netherlands as well as around the world. However they are also fickle and 
difficult to entertain. 
· Media
As undergraduate or postgraduate students, they are technology savvy and favour 
internet as their medium and source of information. Another favourite media for them is 
television and radio, especially the one conducted in English or Indonesian as most of 
them feel that their Dutch is not adequate. They also rarely read Dutch newspapers and 
magazines, except for Spits and/ Metro.
4.3 Internal and External Communication

Communication plays a crucial part in the daily working of an organisation. It influences its flow and ability to perform to its maximum capacity. In this part, the internal and external communication for RANESI’s student project will be explained.
4.3.1 Internal communication
RANESI is a small group therefore RANESI’s staffs have the advantage of having faster and more efficient communication flow within the department. It has 20 full-time workers and 7 freelancers. Mainly they use office-emails and phone calls as their chosen forms of communication tools, the other option is face-to-face conversation. There are two weekly emails that update the staffs. The first is from RNW, updating the whole organisation concerning the projects of each department. The second one is from the head of RANESI itself, Mr. Henry Sandee, he explains about the latest topics for the themed programmes for RANESI. The last is the department meeting in every few weeks to discuss the going-on between the staffs, ideas for new projects, etc. 
4.3.2 External Communication 
RANESI has no official communication strategy. They make decisions depending on the latest situation under the basic guide of RNW yearly planning, although they have certain fixed schedule such as sending the corporate pamphlet and mailing list to their subscribers every 6 months, in addition to the interactive programmes which allow the listeners to be actively involved. It is important for RANESI to develop its external communication in order to create the awareness of its missions, activities and services towards the stakeholders. Below is the list of external communication strategy utilized by RANESI.
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Figure 3. RANESI’s external communication strategy
Flyers, leaflets, pamphlets, brochures 
RANESI has different flyers, leaflets, pamphlets and brochures every year. The design changes following the decided theme of the year, for example on 2006, the theme is about RNW and family, for 2007, the theme will be about the value of water. They play a very important role for RANESI as the medium to familiarize the corporate name to the public and maintain its level of familiarity with the existing listeners. The pamphlets are sent to the listeners in the data base every 6 months as it also contains the new schedule for RANESI’s programmes as well the rotation of the frequency waves. Apart from that, the distributions of those are sporadic, depending on the events which are being sponsored by RANESI.

Posters, banners, and flags

RANESI’s posters and flags could be found on events which are being sponsored by RANESI. 

Seminars and events sponsorships

RANESI’s staffs are highly qualified in each respective post so they are often invited to give speech or seminar. With them, RANESI’s names are mentioned and reputation broadened e.g.: Mr. Sandee and Mr. Jean de Kok gave seminars during Pasar Malam Besar Festival in Den Haag. RANESI also sponsored several Indonesian events such as “KOMANDO” band competition in Enschede, Malam Seni Indonesia Rotterdam, and so forth. 

Telephones
A fast, economic, and efficient communication tool, telephone is very important for RANESI’s staff. It is used very often whether to contact news sources or conduct interviews. It is especially vital for Dialog Mondial and Kotak Pos Live; both depend upon telephone connection so they can directly speak with the listeners or radio partners’ presenters. Dialog Mondial is a talk show between RANESI, radio partner in Indonesia, and one/two sources from the Netherlands. Kotak Pos Live is a live programme where the presenters will contact the listeners and fans for a discussion, interviews, and chats. 
Emails 

An alternative to telephone in contacting news sources, as most of the time telephone number is more closely guarded or the sources are not present in the office. Additionally, emails are reliable and cheap methods for the news-browsers or listeners to contact their favourite presenters, to criticize, and to give feedbacks.

Website
www.ranesi.nl is rising in its role as one of RANESI’s main media. Updated daily, the website contains articles written by the staffs and portals to download the broadcasts, in addition to acting as the information sources concerning the organisation. It also provides a reaction panel for the browsers or listeners to respond to the articles and broadcasts. The website layout is user friendly, simple to surf through, and generally striking. www.ranesi.nl has links to RNW’s other departments websites so the browsers can read the news in English, Dutch, Arabic, Spanish, etc. It has a uniformed template with the rest of RNW’s websites: red, blue, and white. 

Mailing list
Zona Pelajar is a section of RANESI that specializes in the livelihood of Indonesian students in the Netherlands. Zona Pelajar (student’s zone) has no airing hours in the radio but it has its own section in the website. Like its name, Zona Pelajar is all about students. It has news coverage on the most recent events, links to various students organisations, links to NEC, NUFFIC, and scholarship organisations, furthermore it has tips for daily life ranging from cooking recipe, cheap shopping destinations, to the hippest trend. Zona Pelajar has an active mailing list dedicated as a discussion and news forum.

4.4 Targeted communication promotional tools for RANESI’s student project
In this section, I would attempt to answer the question: What has been done by RANESI in order to promote itself and reach their target group? In this project, the target groups are Indonesian students in the Netherlands. The communication mix of promotional mix is a part of the marketing mix. It is an essential conceptual framework that helps to structure the approach to each marketing challenge.
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Figure 4. RANESI’ promotional mix
Direct marketing

Direct marketing brings the market directly into the home or office of an individual buyer instead of the buyer having to go to the market.
 In this case, RANESI has database marketing. On theory, database marketing is not a short-term, tactical, one-off marketing activity. It is a medium- to long-term commitment that facilitates the development of a dialogue and a relationship with each customer and prospect.
 This has been thoroughly applied by RANESI. RANESI has a database compiling the full address and telephone numbers of their listeners from SMS, emails and fans letters. 
RANESI’s email address, postal address and mobile phone number (for SMS purposes) are broadcasted during the intermezzo, and then the listeners are encouraged to react towards the programmes via SMS, emails, and letters. The number of SMS, emails, and letters varied each week coming both from loyal and new listeners relating their critics, comments, and compliments for the programmes. Most of the time the listeners also requested subscriptions so they can receive RANESI’s pamphlets as well as sending regards towards family and friends that live in another countries or cities. 
 Every 6 months RANESI sends its pamphlets and brochures featuring the latest schedule (winter and summer time) and change of radio frequencies (from Madagascar to Singapore transmitters). There are emails from Zona Pelajar mailing list with the latest updates to the subscribers although its time interval is inconsistent.
Publicity 

‘Publicity objectives can vary from promoting a product (product PR) to promoting a company (corporate PR) among employees, customers, investors, the community, local government, etc.’
 RANESI’s product/marketing PR objective is to promote the organisation among the students. It is one of the biggest problems plaguing RANESI as its level of awareness among the students are relatively low. It has good credibility but it is being not seen or heard enough. RANESI started its publicity campaign by the end of 2005 by spreading flyers and leaflets in several events. 
As a public media, the organisation has a limited form of publicity stunts as well as a limited financial budget for advertising. RANESI also tried to widen its awareness level by giving seminars and speech, for example: Mr. Sandee and Mr. Jean de Kok participated in discussion during the Pasar Malam Besar Festival in Den Haag, live talk show between RANESI and its radio partners, also during the festivals. Other visibility tools such as sponsorship will be dealt in the next point. 
Sponsorships
Sponsorship is a cost-effective option for a budget limited RANESI. It specifically reaches the audience (the students) and efficient. RANESI is a regular sponsor for PPI Belanda students’ events since early 2006. It used the events to promote itself by arranging a stand decorated with banners, flags, and posters, as well as spreading its flyers and leaflets in exchange of monetary donation and publicities coverage.
Visual recognisability  
The visual recognisability of the organisation is also denoted more broadly as the symbolism as it becomes visible in the house style and the choice of logo.
 RANESI’s visual recognisability can be seen in its uniformed theme to RNW, the type of features programmes, designs for posters, pamphlets, leaflets, and brochures, in addition to its general template for www.ranesi.nl. Since the decision of targeting students as one of its listeners, RANESI has prepared special leaflets and posters for Zona Pelajar. It depicts a former female intern listening to music from headphones, followed by the sentences of “ZONA PELAJAR”, “RANESI”, and www.ranesi.nl in white bold letters and red background. It is rather conventional and not very hip or cool for young students. It needs to be revised so it can attract more interests and attentions.
Merchandising

Usually combined with the promotion stunts, RANESI has a range of merchandise to be given out. There are pens, key chains, key hangers, and stickers. All in a uniformed design of RNW, embossed with the logo and colour of the company: red, blue, and white. 

Word of Mouth

Of all communication mix, word of mouth (WOM) is by far the most potent in both industrial ad consumer markets. No amount of advertising or expert selling can compete with a trusted colleague, friend, or influencer – someone who you know is on your side – recommending or criticizing a product, service, or company.
 RANESI has been employing its interns and its sponsorship to keep a good image and positive networking. It still has to increase its efforts to create the buzz.
Internet visibility
Internet’s significance has increased steadily in the last decade. RANESI tried to answer that challenge through www.ranesi.nl and mailing lists. User friendly and simple, the website offers two sections for younger group: KAMERA and Zona Pelajar. As it has been mentioned above, KAMERA is a radio programme targeting young people and its lifestyle while Zona Pelajar, focuses on students in the Netherlands. RANESI has a mediocre rank in the search engines such as Yahoo, Google, and MSN. In average www.ranesi.nl appears on top 10 result list under the keywords such as: Radio Belanda, Radio Belanda Indonesia, Radio Indonesia Belanda, Berita Belanda, and so forth. 

Chapter 5: Survey Analysis
Besides of the findings from desk research, survey and interviews were also conducted in order to better understand the target market. The questionnaires were aimed to answer these sub-questions:

· Who are Netherlands-based Indonesian students? (Including social demographic aspects, emotional, gender, age, lifestyle, educational, as well as geographic situation)

· What are the most popular radio programmes among the Indonesian students?

· What are their motivations or reasons on following certain programmes?

· What level of awareness does the target group have towards RANESI’s programmes and website? 

· What do they think about the offered products? (concerning satisfaction by rating every programme)

The questionnaires were distributed on several waves; first wave was on the Indonesian Cultural Night in Erasmus, Rotterdam, followed by other events by PPI Belanda such as the sport competition in Arnhem, music competition in Enschede, etc. The questionnaire was also posted on the mailing list, and returned by the members. Interviews were also conducted among the students. Combined, I sent 325 surveys with 217 returned, but only 140 that can be used. The questionnaires were spread randomly, female and male, regardless age, education institutions, and location. 

General result

The respondents are asked to fill in their gender, age, educational institution, as well as occupation. The results are as expected: they are in the age of 17-30 years old
, 85% is here for their bachelor degree, and 45% has a part time job. Female respondents are only slightly higher than the male respondents (5%). 

Lifestyle
The second part of the questionnaire is aimed to find the answer to the group’s lifestyle in relation to listening to radio. 
Question 5: How often do you listen to radio in general?
This question reveals the frequency of the target group listening to radio. The frequencies are divided into 3 types: high, medium, and low. High is ranging from everyday to once in 2 days, medium is ranging between 3 days to 7 days, and low is for the one that answers never or seldom. 61% of the respondents are in the low category, RANESI needs to pique their interests so they would start to listen to radio again.

Question 7: How do you listen to your radio? 

Question 7 addresses the most popular medium for the responders to listen to their favourite radio programmes. This is to see RANESI’s opportunity as it uses internet as its medium and can not be accessed via normal radio transmissions. Most of the students do not own a car so the percentage of listening radio broadcasts when they drive is remarkably low although many interviewees said that they used to do it back in Indonesia where they drive their own cars instead of using public transportations. They also utilize the gadgets such as mobile phone and iPod that enable them to listen to the local transmissions. The biggest trend is listening to the broadcasts via internet streaming (50%), followed by a radio at home to listen to radio broadcasts (32%).

Question 9: What sort of programmes are you interested in?

Question 9 aims to answer the type of programmes the target group is more interested in. They were asked to rank the genres from 1 to 7, 1 as the highest interest and 7 as the lowest. By doing so, they were requested to give their priorities towards the genres. The respondents were given 7 genres: news, music, documentaries, lifestyle, comedy, sport, and other genre. News and music are the high contenders while sport, documentaries and comedy scored the lowest. In the first favourite among the respondents is divided into such: 41% news, 35% music, 19% lifestyle, 2% sport, 1% documentaries, 1% comedy, and 1% other genre
. The second priority is: 40% music, 30% lifestyle, 16% news, 11% comedy, 1% documentaries, 1% sport, and 1% other genre. 
 The third priority is: 34% news, 28% lifestyle, 24% music, 7% comedy, 4% sport, 2% other genre, and 1 % documentaries. 
 Overall, news and themed programmes such as music and lifestyle are considered as the respondents’ main interests.
Familiarity

The third part of the questionnaires is used to measure the level of the organisation among its target group. I want to find out whether they have heard of RANESI beforehand, how do they become familiar, and if they are familiar how often do they check the website or listen to the broadcasts, as well as what do they think of the current offered programmes.
Question 11: Are you familiar with Radio Nederland for Indonesian broadcasting?

85% of the answers are negative
. I believe that this is RANESI’s biggest hurdle. The majority of the respondents have not heard of RANESI and the public is not aware of the organisation or what the organisation does. There was a research done by Astrid F Lim 
 and Carly Stiana Sumampouw 
on 2006 concerning the image of RANESI and its relation to Indonesian students. The conclusion strengthened the result that most of the students are not familiar with RANESI and if they do, they associate RANESI as an oldies and serious oriented radio.
Question 12: If you are familiar, from where do you know Radio Nederland?

Out of 140 respondents, only 21 can proceed to the next questions due to their familiarities with RANESI.
 This question is important to measure the best strategy to reach the students. The results are: 

	Sources
	Responses

	Acquaintance
	9

	Newspaper
	0

	Magazine
	0

	Internet
	7

	Indonesian events in the Netherlands
	5

	Indonesian Embassy
	0

	Dutch Organisation
	0

	Other
	0


Question 13: How often do you listen to Radio Nederland in general?

It is to find the answer to the question of the radio programmes’ popularities among the respondents. 81% of the respondents said that they never or rarely listen to RANESI’s broadcast. 3 respondents said that they listen to RANESI once in a month and 1 respondent said that he listens to RANESI every week as it is part of his family tradition.

Question 14: How often do you check the Radio Nederland website?

It is another popularity question to measure www.ranesi.nl success in the term of awareness.
	Time interval
	Daily
	Once in a few days
	Once in a week
	Once in a few weeks
	Monthly
	Never

	Respondents
	2
	3
	0
	5
	1
	0


Limitation to the research

Overall the survey is considered to be successful although there were many limitations to the research. At the beginning, I have many points that I would like to cover in this survey but unfortunately due to limited source, it has to be narrowed. There were other difficulties for example a low response rate, the questionnaires were not filled correctly as the instructions were not read carefully and caused confusion when I have to process the data base. Additionally, many of the questions had to be revised, double respondents (filled the questionnaire twice or even thrice) had to be filtered, and the opportunity to spread the questionnaires depended on the calendar of PPI Belanda. Nevertheless in the end the survey was sufficiently conducted. 
Summary
The questionnaires are able to find answers to the general sub questions such as the profiles of the Indonesian students, their favourite radio genre, as well as their level of awareness. RANESI’s target groups are Indonesian students who are completing their under-graduate or post-graduate degrees in the Netherlands. They are in the age group of 17-30 years old and most of them have part-time jobs apart from their studies. 61% of the respondents rarely listen to radio, and they prefer to listen through internet streaming or traditional personal radio. The respondents’ favourite genres are music, lifestyle, and news. 
Alarmingly 85% of the responders are not familiar with RANESI, citing that they had never heard about the radio before hand. The most popular means of being introduced to RANESI are from acquaintance, internet, and events in the Netherlands. It can be concluded that RANESI has a low visibility but high credibility. RANESI is also facing challenge due to the shift of media preference; internet and television are eclipsing radio’s popularity. The image of RANESI that is being perceived is old-fashion and for the oldies. The radio programmes are not very popular but the website is considered to be more promising.
Chapter 6: Suggestions and recommendations
From the previous chapters, it can be concluded that RANESI has low awareness but high credibility. The respondents feel that RANESI is old-fashioned. 85% of them are not aware about RANESI. If the target market is not aware of the organisation it will be terribly difficult for the company to sell their product or service. For that reason in order for RANESI to achieve its target, it is important to promote and introduce the company to the students. A good communication campaign needs groundwork in the form of communication objectives and strategy.

Clearly, the main target groups that RANESI has to communicate to are the students themselves, but RANESI can also influence other stakeholders to indirectly reach the students. The available stakeholders are: PPI Belanda and its branches, Indonesian Embassy, and Netherlands Education Centre. Therefore the communication target groups are divided into two:
Primary communication target groups:

· Indonesian students in the Netherlands 
· PPI Belanda 

Secondary communication target groups:

· Indonesian Embassy for the Kingdom of the Netherlands

· NEC 
6.1 Communication objectives

Communication objectives provide as accurately as possible what wanted to be achieved within a certain target group in the future. Communication is utilised when there is a want to change or to retain something. Communication objectives are formulated in terms of what the target group needs to know, want, feel, find, be able to or do within a certain periods. 
 Below is the communication objectives specifically prepared for RANESI’s student communication campaign focussing on the changes of knowledge, attitude, and behavioural attention
 :
· We want 65% of the Indonesian students in the Netherlands to become aware of RANESI and www.ranesi.nl within 6 months after the start of the communication campaign (knowledge).
· We want 45% of the Indonesian students in the Netherlands to visit www.ranesi.nl within 6 months after the start of the communication campaign (attitude). 

· We want 30% of the Indonesian students in the Netherlands to download the radio programmes within 6 months after the start of the communication campaign (behavioural).

· We want 80% of the coming students from Indonesia to the Netherlands to become aware of RANESI and www.ranesi.nl before the start of new study term on September.

· We want PPI Belanda to be actively involved in our cooperation and campaign within 3 months after the start of the communication campaign. 

· We want Indonesian Embassy for the Netherlands to be actively involved within our range of campaign within 3 months after the start of the communication campaign.
· We want to establish a good cooperation with NEC within 3 months after the start of the communication campaign. 
6.2 Communication strategy and tools
Having discussed the objectives of the communication plan, drawing an accurate communication tools and the strategies to which the tools are to be implemented are vital towards the completion of the communication campaign. The strategy is outlined in the manner of approach, brand positioning, and decision on the central theme as well as the message for each target.
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Figure 5. The key idea 

Approach

The manner of approaching the target groups is not concerned with the contents of the communication but rather the form and style of the communication when approaching them.
 RANESI’s approach towards each communication groups will be tailored to suite the different needs and objectives. It is done under the consideration of the target group different attitudes and its reactions towards diverse method.
	Group
	Approach

	Students
	RANESI’s approach towards this target group should be informal and pro-active while encouraging dialogue. The main objective is to introduce the product (the organisation, www.ranesi.nl, and the radio programmes), then encourage them to visit the website and download the programmes.

	PPI Belanda
	It is a mutual relation between RANESI and this group. The group needs RANESI for its role in sponsorship and media coverage. While it is the best organisation to reach the students as they are the representatives and in charge of organising the latest events. They are also a good source for a two-way collaboration: as the source of news and feedbacks.

	Indonesian embassy
	With a government institution, the manner is formal, long term, and pro-active. 

	NEC
	Formal, long term, and pro-active. Long term because NEC is the sole alternative for RANESI to reach the pre-departure students and RANESI’s broadcasts and website can indirectly promote education in the Netherlands.


Positioning 
In the manner of positioning, the organisation’s name is well regarded therefore the best suited identity structure should be umbrella identity where the group dominates but the sub-entities are individually named and have a limited space for profiling.
 RANESI will retain its main identity as the source of news in general but it can also promote its programmes that are specifically targeted to the students such as the Zona Pelajar and KAMERA.
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Figure 6. RANESI’s umbrella identity

Central theme

One important choice is that of the central theme. It is the guide for attuning all the different communication statements to each other. Communication messages can differ from each other in form and accent, but the central theme must be present in all statements. 
 RANESI’s main values that needed to be emphasised are its credibility and as a company that is approachable and up-to-date with the latest happenings. As the only professional Indonesian radio in the Netherlands, it is one of RANESI’s biggest strength. 
Message for each target groups

	Group
	Message

	Students
	Overview of RANESI, www.ranesi.nl, and its broadcasts. The differentiation from other companies as well as its achievements.

	PPI Belanda
	Overview of RANESI and the advantages from the cooperation.

	Indonesian embassy
	Overview of RANESI and the collaboration. 

	NEC
	Overview of company and the benefits from the collaboration.


Communication strategy for each target groups

	Group
	Communication strategy

	Students
	Corporate advertising in the form of merchandises (pens, key-chains, key-hangers, and stickers) as well as printed advertisements such as posters, flyers, brochures, and pamphlets.
Corporate advertising in the form of e-advertisements in the websites of PPI Belanda and the existing branches (logo and link).

Direct contact by having corporate stand (sponsorship) during their events.

Website, newsgroup, and mailing lists.

Word of mouth (communication network).

Publicity in the form of organising seminars or workshops by RANESI’s staff.

Publicity while encouraging direct involvement by organising competitions for the students.

	PPI Belanda
	Lobbying, community relation (sponsorship), in addition to business meeting (phone, email, direct contact, and regular meeting).

Corporate advertising: merchandises and advertisements.

	Indonesian embassy
	Lobbying and business meeting.

	NEC
	Lobbying and business meeting.
Corporate advertising in the form of merchandises and printed advertisements (flyers, brochures, and pamphlets).


6.3 The implementation of communication tools
Due to the financial limitation of the organisation, RANESI has to maximize its existing communication mix which has been allocated from RNW such as merchandises, flyers, pamphlets, posters, and brochures. The recommended publicity stunts are narrowed to several economic options suitable to RANESI’s budget. As the division’s budget differed every year depending on the decision from RNW, it is suggested for RANESI to apply for publicity budget apart from the customary operating budget. 
	Group
	Communication mix
	Time Plan

	Students
	Merchandises as well as printed advertisements such as posters, flyers, brochures, and pamphlets.
	Re-active, depending on the events organised by the PPI.

	Students
	E-advertisements on PPI Belanda and the branches websites.
	At the earliest stage of communication campaign and renewed every 6 months.

	Students
	Sponsorship.
	Depending on the calendar of events.

	Students
	Newsgroup and mailing list.
	At the earliest stage of communication campaign and constantly continued once a week.

	Students
	Word of mouth.
	At the earliest stage of communication campaign and regularly applied.

	Students
	Seminar and workshop.
	From the beginning of the campaign and developed into a yearly occurrence.

	Students
	Competitions for students, e.g.: interesting broadcasters, unique photos, essays about aspiring experiences, funky stickers design, etc. 
	From the start of the campaign and launched as an event every 3 months. 

	Students
	Website: articles and programmes specifically aimed for the students. 
	At the start of the campaign and developed as part of RANESI’s fixture.

	PPI Belanda
	Lobbying, community relation, in addition to business meeting and corporate advertising.
	Long term collaboration, starting from the earliest stage of the campaign and constantly renewed.

	Indonesian embassy
	Lobbying and business meeting.
	Long term collaboration.

	NEC
	Lobbying and business meeting.
	Long term collaboration.

	NEC
	Spreading merchandises, bulletins, flyers, brochures, and pamphlets through NEC to the potential students.
	Pro-active, intensive preparation especially in between the start of academic year where most of the potential students visited NEC for the higher education information.


6.4 Evaluation

After implementing the campaign we should evaluate its influence and impact on each target group. By evaluating the campaign, we will be able to scale the effectiveness of the campaign, whether the objectives are obtained, or any changes should be made to the approach and the employed communication tools. The evaluation can be completed by using a premeditated control method. It will provide a strict guideline to estimate and measure to what extent the campaign succeeded in achieving its objectives. 
One of the methods that can be employed is a comparative calculation of responses (number of website visits and programmes downloads) between the dates on the earliest stage of the campaign to the later dates. The ideal interval would be every 6 months as it will give the campaign enough time to be actively performed. Other alternatives are surveys or interviews. They are most effective to gauge the primary target group’s reaction towards the campaign. The survey and interview can be conducted every 6 months in order to assess the group’s awareness towards the organisation as well as the group’s satisfaction towards the offered products. 

Evaluations are very important factors to be calculated into the organisation’s decision making. It helps the organisation to review the existing campaign and see if it needs a change of strategy and tactic or the existing campaign should be maintained. Therefore the evaluations should be carried out in a permanent time interval and the results to be part of the company’s considerations in forming the yearly agenda.

6.5 Recommendations

In this part, recommendations for RANESI in order to increase its response rate are divided into two strategies: between the organisation and towards the target group.

RANESI
· Develop a strategic communication plan and familiarized it to the staff. It is crucial for RANESI to have a communication plan to solve its problem: low awareness which means low response rate. Apart from following the organisation’s practice of informing the decision to its staff, RANESI is a small organisation and often the responsibilities of the staff overlap with each other so it is more effective and efficient for them to be familiar with the plan. Furthermore, the staff’s cooperation and contributions are required so the communication plan can be successfully implemented. 
· Set up a comprehensible company’s profile and target markets.
· Develop more themed programmes and articles aimed to the students in a consistent manner, for instance: Zona Pelajar is currently updated every 2 weeks with sporadic themes, so the new structure for Zona Pelajar’s schedule should be:

	
	Article published on Monday
	Article published on Thursday

	Week 1
	Flavour of the week: short and light article about the latest events, gadgets, trend, etc.
	Have Your Say: interviews with 3 students concerning their opinions towards the hottest topic.

	Week 2
	Flavour of the week
	Best Spot: reviews on the best shops, tourist spots, cafes, or restaurants in the Netherlands.

	Week 3
	Flavour of the week
	KTP: lifestyle advices and tips.

	Week 4
	Flavour of the week
	Student of the month: profile of Indonesian student that has extraordinary achievements


· Specifically trained the staff responsible for the student’s market to be more up to date with the latest happenings and trend. 
· Compile a database of the students for newsgroup and mailing lists.

Target group
· The existing designs are conventional and old fashioned so in order to attract the young group, the designs need to be tailored to their tastes. It is recommended to alter and improve RANESI’s printed advertisements (poster, pamphlet, flyer, and brochures) as well as the merchandises into a “younger” design. In short, make it hip and cool.
· Add the range of the merchandises such as bookmarks and temporary tattoos.
· Increase Zona Pelajar’s mailing list interval to a consistent once a week.
· Built and nurture communication networks with the students’ influencing figures, for example: the heads of each PPI Belanda’s branches.

· Increase quantity of the corporate advertisements and merchandises.

· Increase the visibility of RANESI by covering the students’ events.

· Increase the visibility of RANESI by being a sponsoring company for the students’ events.
· Increase the visibility of RANESI by advertising on the websites which are regularly frequented by the students such as PPI Belanda’s website. 

· Increase the publicity for RANESI by organising a seminar or workshop from the staff every year for the students.

· Increase the emotional connection to RANESI by encouraging direct involvement in the form of competitions for the students, e.g.: best speech, essays about aspiring experiences, unique photos, etc.
6.6 Conclusion

What is the most effective way for RANESI to communicate their programmes to the Indonesian students in The Netherlands in order to reach higher response rate?

Throughout the report, all of the elements that can contribute to the objective have been examined and analysed. I can conclude that yes, RANESI can increase its response rate and the best way to achieve that is through a strategic communication plan. A good communication plan has to be able to emphasis the company’s strengths and reduce its weakness. 
By having thorough examinations on its internal and external situation, as well as SWOT analysis, RANESI then is able to find its flaws and strong points. The results could be developed into a communication campaign in order to reach its objectives. Currently, RANESI’s main problem is its low awareness. The majority of the students are not aware of the organisation and they do not feel connected towards it. So RANESI’s main priority is a publicity campaign to introduce itself to the target group and then persuaded them to visit the website and download the programmes. Higher awareness means higher response rate. 

There are many changes needed and different strategies to be implemented. After implementing the campaign, evaluation is conducted to scale the effectiveness of the campaign, whether the objectives are obtained, or any changes should be made to the approach and the employed communication tools. 
If the organisation can follow the recommended communication plan then I am confident that it will be able to increase their response rates. It is my hope that RANESI can benefit from the research and recommendation so they can increase their target market’s awareness and with it, their response rates.
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Appendix 1: Questionnaire

General Questions:

Name:
__________________________________________

1. Age (in years): ______________________________________

2. Gender:

a. Male (2.1)

b. Female (2.2)

3. Education level / current study : _________________________________

4. Occupation / part time job:  ___________________________

Brand awareness:

5. How often do you listen to radio in general? ______________________

6. At approximately what time of the day do you listen to the radio?

a. Early morning (6.1)

b. Afternoon (6.2)

c. Evening (6.3)

d. Random: _______________________________ (6.4)

7. How do you listen to your radio? Please choose as many as applies to you.

a. You own a FM/AM radio at home 




(
b. Via internet







(
c. Via your car







(
d. Via you CD player / IPod / mobile phone




(
e. ​​​​​​​​​​__________







(
8. Which radio station do you usually listen to? Please choose as many as applies to you. 

a. Veronica







(
b. Yorin








(


c. RTL








(
d. BBC Radio







(
e. Radio Nederland






(
f. Voice of America






(
g. __________







(
9. What sort of programmes are you interested in? Please rank it, 1 = the most, 7 = the least

a. News








(
b. Music








(
c. Documentaries







(
d. Lifestyle







(
e. Comedy







(


f. Sport








(
g. __________







(
10. In which language do you listen to your broadcasting? Please choose as many as applies to you. 

a. Dutch








(
b. English 








(
c. Indonesian 







(
d. __________ 







(
11. Are you familiar with Radio Nederland for Indonesian broadcasting?

a. Yes (11.1), if yes follow through question 12 to 15

b. No (11.2), if no please go to question 15

12. If you are familiar, from where do you know Radio Nederland? Please choose as many as applies to you.

a. Acquaintance (12.1)

b. Newspaper (12.2)

c. Magazine (12.3)

d. Internet (12.4)

e. Indonesian events in the Netherlands (12.5)

f. Indonesian embassy (12.6)

g. Dutch organization: _______ (12.7)

h. _____________ (12.8)

13. How often do you listen to Radio Nederland in general?

a. Daily (13.1)

b. Once in a few days (13.2)

c. Once in a week (13.3)

d. Once in a few weeks (13.4)

e. Monthly (13.5)

f. Never or rarely (13.6)

14. How often do you check the Radio Nederland website?

a. Daily (14.1)

b. Once in a few days (14.2)

c. Once a week (14.3)

d. Once in a few weeks (14.4)

e. Monthly (14.5)

f. Never or rarely (14.6)

15.  Which programmes do you usually listen to? For each radio programme, please give a score. (1 = very bad, 2 = bad, 3 = mediocre, 4 = good, 5 = excellent) 

a. Warta Berita



(1)
(2)
(3)
(4)
(5)


b. Gema Warta



(1)
(2)
(3)
(4)
(5)


c. Belanda dan Eropa


(1)
(2)
(3)
(4)
(5)


d. Blantika Musik



(1)
(2)
(3)
(4)
(5)


e. Budaya Sastra



(1)
(2)
(3)
(4)
(5)


f. Dialog Mondial



(1)
(2)
(3)
(4)
(5)


g. KAMERA



(1)
(2)
(3)
(4)
(5)


h. Suara Perempuan


(1)
(2)
(3)
(4)
(5)


i. Jendela Antar Bangsa


(1)
(2)
(3)
(4)
(5)


j. Kotak Pos



(1)
(2)
(3)
(4)
(5)


k. Masyarakat Multicultural


(1)
(2)
(3)
(4)
(5)


l. Ranah Pengetahuan


(1)
(2)
(3)
(4)
(5)


m. Percikan Sepekan


(1)
(2)
(3)
(4)
(5)


n. Membuka Cakrawala


(1)
(2)
(3)
(4)
(5)


o. Tinjauan Internasional


(1)
(2)
(3)
(4)
(5)


16. Are there any factors that you would like to improve from Radio Nederland?

____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Thank you for your attention and cooperation

Appendix 2: Survey results in graphics
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Appendix 3: RANESI’s internet visibility
RANESI’s internet visibility is based on the ability of popular internet search engines to find the website. The chosen search engines are limited to Google.com, Yahoo.com, and MSN.com. The visibility will be measured by filling in different keywords to determine RANESI’s rank in the result list of each search engine. Due to limitation, the company will only be noted if it appears on the top 10 results. The keywords are typed in Bahasa Indonesia.
	Keywords
	Google
	Yahoo
	MSN

	Radio Belanda (=Dutch radio)
	1
	7
	2

	Radio Indonesia
	-
	-
	-

	Radio Belanda Indonesia
	6
	4
	2

	Radio Indonesia Belanda
	5
	10
	1

	Berita Belanda (Dutch news)
	1
	1
	1

	Belanda (the Netherlands)
	-
	-
	-

	Soal Belanda (about the Netherlands)
	-
	-
	2

	Belajar di Belanda (studying in the Netherlands)
	-
	4
	1

	Pelajar di Belanda (students in the Netherlands)
	-
	3
	4

	Indonesia dan Belanda (Indonesia and the Netherlands)
	-
	-
	-

	Hidup di Belanda (life in the Netherlands)
	-
	-
	7

	Siaran Belanda (Dutch broadcast)
	6
	-
	1

	Siaran Belanda Indonesia
	-
	-
	-

	Mahasiswa dan Belanda (higher education students and the Netherlands)
	-
	-
	-

	Pergi ke Belanda (going to the Netherlands)
	-
	10
	2

	Ke Belanda (to the Netherlands)
	-
	-
	8

	Tinggal di Belanda (staying/living in the Netherlands)
	-
	-
	6

	Tentang Belanda (about the Netherlands)
	-
	-
	8

	Beasiswa Belanda (scholarship in the Netherlands)
	-
	-
	-

	Informasi Belanda (information on the Netherlands)
	-
	-
	-


Appendix 4: Sample of sms and emails for RANESI from their listeners
Below are the examples of sms and emails that RANESI received from the listeners. They range from subscription requests to giving critics and comments or asking questions especially about Dutch culture and society. Another popular message is to give regards to/from family/friends that live in another country or city.
Email from: aridayu_saroyo@yahoo.co.id 

Salam Hormat, saya pendengar dari Indonesia di pulau Kalimantan tepatnya di kota Bontang Kaltim. Mendengarkan Ranesi sudah jadi jadwal khusus bagi saya, karena Ranesi menghantarkan berita -berita dan informasi sangat aktual dan terpercaya bagi pendengarnya . Saya dikota Bontang mendengarkan Ranesi melalui radio gelombang pendek, karena di kota kami belum ada radio mitra Ranesi yang me-relay, itu adapun me-relay radio mitra lainnya. Penerimaanya sangat bagus dan jelas dikota kami. Selanjutnya saya mohon dikirimkan buletin Ranesi sebagai bahan bacaan dan untuk mengetahui perkembangan negeri Belanda. Terimakasih sebelumnya saya ucapkan dan salam buat semua crew Ranesi di Belanda. Nama: Ari Dayu Saroyo.  Alamat: Divisi Jasa Pelayanan Pabrik (JPP) PT.Pupuk Kaltim Tbk Bontang Utara. Kalimantan Timur (75313) Hp.08125393686  E-Mail: aridayu_saroyo@yahoo.co.id
I am a listener from Indonesia in the city of Bontang, Borneo. Listening to RANESI has become a special habit mine because of RANESI’s credibility to broadcast actual news and information. I listen to your broadcast via short wave radio transmission since our city is yet to have a RANESI’s radio partner to relay RANESI’s programmes. The broadcasts are very clear and good in our city. I would like to request a RANESI’s bulletin as my reading material so I can know further about the Netherlands. Thank you and give my regards to the staff in the Netherlands. Name: Ari Dayu Saroyo. Address: Divisi Jasa Pelayanan Pabrik (JPP) PT.Pupuk Kaltim Tbk Bontang Utara. Kalimantan Timur (75313) Hp.08125393686  Email: aridayu_saroyo@yahoo.co.id
SMS from the listeners:
	Sender
	Message

	+ 6285658446682
	Mas. Mau nanya lagi nih. Apa tanggapan masyarakat Belanda yang oleh pemerintah memperbolehkan pernikahan sejenis (homo/lesbian)? Kirim salam untuk:saudara aku di Malaysia : kapan pulang?

	
	Sir, if I may ask. What is the Dutch society’s general opinion towards the government’s legislation that allows gay marriages? Please give my regards towards my family in Malaysia: when are you coming home?

	+ 6285224026081
	Hallo Ranesi,saya M.Sumantri di Cirebon melaporkan,utk siaran malam ini di 9795 KHz mulai jam 19:30 WIB tdk bagus,utk 15640 & 17580 KHz bagus. Salam.

	
	Hallo RANESI, I am M. Sumantri in Cirebon reporting that the tonight broadcast that started at 19.30 in 9795 KHz did not have good clarity, but good in 15640 and 17580 KHz. Regards

	+6285215290027
	Minta bulletin Ranesi. Dari Yvonne Aponno, Jln Jatinegara Barat 4 Dalam No 16 Jakarta Timur 13310. Terima kasih.

	
	Requesting RANESI’s pamphlet from Yvonne Aponno, address: Jatinegara Barat 4 Dalam No. 16 East Jakarta 13310. Thank You.

	+ 6281805753520
	KAMERA Saya tidak setuju kalau dibilang Indonesia lebih mengutamakan produk luar negri, karena Indonesia sudah sangat maximal memproduksi buatan asli Indonesia. Saeful Fahmi, Lombok-NTB.

	
	KAMERA, I disagree with your saying that Indonesia prioritizes Western products over the domestic products because Indonesia has maximized its domestic production. Saeful Fahmi, Lombok-NTB.
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