Preface

During the summer of 2007 I commenced my internship at the International Dialogues Foundation (IDF) in The Hague. Because I was inexperienced in working for a non profit organization, I did not know what to expect. But IDF’s philosophy of promoting dialogue as the best way to come to a mutual understanding, seemed very appealing to me. As I learned, this world and our society has  many Dutch conflicts and tensions between different sections of the population. Often these issues spring from a lack of mutual understanding due to an unwillingness to interact with each other. By setting up a dialogue and provide the background information on each situation, IDF tries to enhance relations between people.

While working for the foundation, I came to understand the motivation of the members and the impassioned way they volunteer for IDF. I also learned, despite of their inspired and enthusiastic effort, that there was room for improving the external communication so the foundation might tackle the lack of publicity and lack of attendance of their conferences. 

Hereby I would like to thank IDF, especially Peter and Jeroen, for offering me this interesting time and learning experience. It certainly helped me in developing on a personal and professional level. I am thankful for giving me the opportunity to work for your wonderful foundation and the visions you all shared with me. Special thanks to my supervisor Manuela Hernández Sánchez for helping me and Nicolette Ariëns for her guidance in the course. Furthermore, I would like to thank my parents, Martin Boekholdt and Sabine Weber and all the others who helped me with their advice.

Jeroen Quist

Hulshorst, June 2009
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Executive Summmary

Over the years IDF has given priority to focussing on their work rather than building up a strong image to the outside publics. So far, the communication strategy of the foundation with the target groups has been unstructured and minimal and a lack of publicity and a small attendance of IDF’s conferences are the consequences of not investing in marketing their organization and activities. To tackle these problems, IDF need to implement efficient and innovative tools that are within the organization’s possibilities. Therefore the central question is: “How can IDF communicate better and optimize their external communication to generate more free publicity?”

Good internal communication is necessary to practice good external communication. But IDF currently lacks a structured internal communication system that enables the members to exchange and access information at all times. This sometimes resulted in miscommunication and misunderstandings within the foundation. By implementing one communication system such as intranet, the organization enhances the provision of information and coöperation between the members, which consequently will lead to better results in work and promotion.

The developments and trends in new media bring along challenges as well as opportunities. Especially the professionalism of other non profits, the growing presence of organizations online, increase in the number of e-mails, advertisements and growth of accessible information on the internet, make IDF become less visible. On the other hand, an increasing number of people active on the internet and various new online instruments, Hyves, banners etc. are an opportunity to enhance their communication and to generate extra publicity.
Limited financial resources force IDF to be creative in the communication strategy by using low cost but effective tools. Fortunately, nowadays there are many low cost solutions to choose from, which only require an input of the members in effort and time. Considering the willingness and enthusiasm these people display in working for the foundation, this should not be a problem.       

Introduction to the Final Paper
The International Dialogues Foundation (IDF) in The Hague is a network organization that brings together people “who by their position in society and by the force of their ideas can play a constructive role in bringing together various parties. It is doing this by creating a shared responsibility for its activities among the participants, who represent different, often conflicting positions. In its projects IDF is always aiming at conclusions and proposals, which are realistic and workable” (IDF website, 2009, ‘Organization’, para. 1). Enhancing the dialogue to increase the mutual understanding between the parties involved is the objective of their conferences.
Generating publicity is a growing problem for the non profit organization and they lack an efficient communication strategy to tackle this problem. Publicity is needed to raise the interest in the organization and increase participation of conferences. IDF also wants more publicity to give extra force to their work and to remain visible in the fields of forces formed by the media, public, competitors, volunteers and financers. 
The central question in this final paper is:

‘How can International Dialogues Foundation communicate better and optimize their external communication  to get more (free) publicity?’

Because of financial limitations, IDF has to implement effective and innovative tools that are possible within the resources. Therefore, the developments and trends that bring along challenges and possibilities for their communication will be discussed and analyzed. The internal and external communication should be structured in a strategy in order to generate more publicity among the various target groups. This final paper will contain the analysis of IDF’s current functioning and the recommendation for solving their communication issues.  

Aim of the thesis

The aim of this final paper is offering IDF directions for optimizing their communication in order to generate more publicity. Consequently, achieving this should result in a higher level of participation and an increase of attendance at conferences. Next to recommendations, the thesis will provide an analysis of their current communication, comparison of IDF’s with its competitors, threats and opportunities in the external field, and also the relationships with the various target groups. 

From the central question the following sub questions can be derived:

- How is the internal situation and communication of IDF? What are the organization’s strengths and  

  weaknesses?

- What are the opportunities and threats IDF has to take into consideration?

- What is the Field of Forces like in which the organization operates?

- How is the current external communication and promotion of IDF?

- How is the promotion of IDF’s main competitors?

- What is IDF’s position among the target groups?

Chapters Overview

The full analysis and recommendation will be structured in the following chapters:

1. Introduction of IDF 

In the first chapter IDF will be introduced. Also the mission and objectives, the organizational profile, structure and culture will be analyzed.

2. Situation analysis of IDF’s communication

The second chapter will describe the internal situation from which the necessity for a new communication will become clear. It also focuses on the strengths and weaknesses of the organization. 

3. External Situation analysis

In chapter three an analysis is made of the threats and opportunities to IDF and the current developments and trends in which the organization operates. After this, a Swot-matrix will filter the gathered internal and external information. 
4. Analysis of IDF’s Field of Forces

An analysis of the target groups at which the communication strategy will be directed is presented in the fourth chapter.
5. Theory and Practice

The fifth chapter explains the relation of non profits and marketing, IDF’s use of marketing, and their external communication tools. Furthermore, the chapter compares the promotion of IDF with its main competitors. 
6. Analysis of the questionnaire and result

The justification of the questionnaire will be clarified in the sixth chapter. Then the findings will be presented which are used to form the communication strategy.
7. Communication Strategy 

Finally, the final chapter will give the answer to the central question of this paper by means of a marketing communication plan. The strategy will be based on the analysis and research done in the previous chapters.

Methodology

The research for the final paper was executed primarily by means of desk research, in this case the internet and study of literature. Also a short questionnaire was conducted among media, participators and general public in and around The Hague, which will be analyzed in the sixth chapter. 

· The corporate identity of IDF has been analyzed by using theory on marketing communications for non profit organizations and a SWOT analysis has been used as a strategic tool to fully understand all the internal and external aspects. This SWOT identifies the strengths and weaknesses and opportunities and threats of the organization. Furthermore, the internal communication between IDF members and the foundation’s current external current communication with the various target groups has been analyzed.

· By using Internet and literature the relation between marketing communications and (non profit) organizations in general has been analyzed.    

· Also a short survey among the target groups has been conducted and he results are used for the communication strategy which is recommended to IDF.
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