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1. Intern and extern analysis
1.1 Macro analysis


Demographic factors

India has the second largest population in the World, with more than 1.1 billion inhabitants. Every year the amount of inhabitants grows approximately 3%, which will make India in 2050 the country with the most inhabitants. Most people (62,2%) are between 15-64 years old. Between 0-14 years is 33.12% and older than 65 is 4.68%.
 The life expectancy is 66 years. Although the amount of elderly people doesn’t seem high yet, India is going to deal with ageing as well. In absolute numbers India has already the second biggest amount of elderly people in the world which will ask more from families, the economy and healthcare. 
 In 2006, 22% of the Indians lived under the poverty line. 

Over 300 million Indians live in the bigger towns and cities, this is about 30.5% of the population. 

For Amaidi’s purposes it is important to know that there will be enough projects in the future. With a lot of people still living under the poverty line and more pressure on the healthcare this will be no problem.
Economic factors

The economy of India is very diverse with  a lot of sectors such as manufacturing industries, agriculture, textiles, handicrafts and services. Agriculture is the biggest with 66% of the population earning livelihood from. The Indian economy is big and growing fast, as a result of that disparities between urban areas and rural areas, prosperous and lagging states, and skilled and low skilled workers have been rising. India’s richest states now have incomes that are five times higher than those of the poorest states. In 2009 the unemployment rate was 10.7%.


One of India’s successful export products are the IT professionals. They are going abroad because of their expertise in software, software engineering and other financial services.

The Indian middleclass of 300 million people,  is comparable with the European middleclass in consumption and buying force.
 The middleclass is expected to grow to 600 million in 2025.
 The economic crisis in Europe didn’t affect the Indian economy to much, for 2011 there is a growth rate expected of 8,4%.
 An average Indian earns around 3000rs. a month which is close to € 50,-.
 With the growing disparities there is a role for Amaidi to help those left behind. The global  economy is more important because of  volunteers, sending organizations and donations from abroad.


Social and cultural factors
It is difficult to make a summary about the culture of India because of the different languages, religions and different regions. 

In India religion and the caste system play an important role in the determination of one’s position in society. There are many different religions with Hinduism and Islam the biggest.

Tradition is an important part of the culture of India, it lives alongside the modern and innovative world. 
Indians believe in Karma, the power of family, friendliness and tradition. Important  values are respect of tradition, making compromises, respect for elderly, creativity, reincarnation and democracy. Things that Indians hate are losing their face, personal criticism, patronizing behavior, disbelief, bad karma and hurrying.

In India 35% of the inhabitants are still illiterate and only 15% of the Indian students reach high school of which only 7% graduate.
 Only the educational level in the IT sector is very high.

Traditionally woman in India are responsible for the household and for taking care of the kids. But nowadays more and more woman are working of which 90% are in the informal sector, for example as domestic servants, small traders, artisans, or field labourers on a family farm. Also more and more women participate in politics. 

Most Indian women still wear traditional Indian clothing while men can also wear the more European trousers with shirt or blouse. 

In India people  are more group orientated rather than individual and all the relationships involve hierarchy. That means that the older brother has more influence over  the younger one. There is also a big difference between teacher and student and between employer and employee. 

Amaidi has a lot of experience with working with Indian organizations and is up to date about what you can and cannot do. Amaidi also has Indians working within the organization who can help overcome the cultural differences. A lot of volunteers are working in schools where they can help with English speaking, reading and writing and will notice the difference in power distance. 

 
Technology factors
There are two different movements in the technology area. One is the amount of IT professionals coming from India. There are fifteen prestigious institutions where students can apply for engineering, biochemical & biotechnology, computer science & engineering etc. And the six IT hubs in India, like Bangalore, known as silicon valley. 

The other movement is within the rest of the inhabitants. Almost everyone has a cell phone but a lot of people don’t have camera’s, internet at home, iPods, mp3 players etc. These products have the same or a higher price as in Europe and are not common with the Indian inhabitants. 

All the households do have a television, even the poorest ones, this is mostly because the government parties give televisions away during the election period.

For volunteers it is easy to have an Indian simcard so they can call to make appointments, as the contact with a lot of Indian organizations through the internet is less reliable. 

 Ecological factors

India has a surface of 3,3 million square kilometers. It shares borders with Bangladesh, Burma, Bhuthan, Nepal, China and Pakistan. There are seas to the east (Bay of Bengal), west (Arabian Sea) and South (Indian Ocean.) In total India has about 7000 km of coast.

The climate is very diverse but can be split up in four seasons. In January/February it is winter, in March/May it is summer, June/September it is monsoon season and October/December it is post monsoon season. The monsoon circles through the country and when in one state it is rainy, the other state can be dry and hot. 

When you are living in India as a volunteer you notice that it is not a clean country, it is common for Indians to throw their trash out of the street. There are no trashcans on the street and a lot of people burn their own trash.  There is a lot of smog, because of all the traffic and a lot of roads are not paved. On the other hand you see in and around Auroville a lot eco friendly things happening. Restaurants that serve only organic food, community’s take care of their own needs with kitchen gardens and solar panels. 

Political and juridical factors
India got independence in 1947 and is the biggest democracy in the world. Is has 28 states and 7 union territories. The government is seated in New Dehli. 

The president of India is Pratibha Devisingh Patil, the president and the vice president are elected every five years by an election college. The executive power is by the board of ministers, headed by the minister-president. The president chooses the nominated minister-president out of the parties. Then the president appoints the ministers with advice from the minister president. India also has a parliament with a first and a second chamber.

Every state in India has its own governor and chooses its own lobbyists. Everyone in India, from 18 years and older can vote, since 1950.

Volunteers become familiar with the government as soon as they try to get a visa. Amaidi Guesthouse had to close lately after years of tolerance. The local government controls strictly that every guesthouse rented a room with its own bathroom, has 24 hours reception and some more rules. 

1.2 Meso analysis


With a Meso analysis one can make an analysis of a business field. This has been done with the Porter model, where we look at the five strains and their influence on the organization. With the model of Porter we look at the power of suppliers, the power of buyers, the treat of substitutes, the treat of newcomers and the competitors.

When there is an insight of these factors there can then be made a strategy for the organization fit to the market.


Power of suppliers (send organizations) 

Worldwide there are a lot of sending organizations with different ways of working. Some only send to one country, others offer projects all over the world, for some you have to be a native English speaker, do a language course, be in a group. Some are only for professionals and some you can only join for a year of volunteering work. Not all the possible suppliers fit with the kind of projects that Amaidi offers. The amount of sending organizations that exist are unknown, but there are plenty. It is easy to start a sending organization, you just need a contact or project abroad an you can start sending.  This makes that a lot of new companies come on the market and also disappear quickly again.
Amaidi has contact with a few ‘pure’ sending organizations and also with some schools and educational institutes.

There is a difference between organizations that need the contact with Amaidi because they don’t have many other projects abroad, and organizations that can exchange Amaidi for many of other projects. The difference is that one is more dependant and the other has not much to lose.

It is possible for the sending organizations to come to India, find a few projects that could use some help and start sending the volunteers over there.  The problem is then that they don’t have control over it anymore and they can only have contact with the organizations by internet or phone and there is no one is taking care of the volunteers. This is the strength of Amaidi who can offer that.

Volunteer Aid, from Denmark, is an organization that sends a lot of volunteers and who can threaten to stop sending volunteers. At the same time it is a small organization that doesn’t have many projects abroad next to Amaidi so they are relying on each other. 

Amaidi also supplies itself with volunteers by their own website. 


Power of the buyers (Volunteers) 

One volunteer is just one out of hundred or more and doesn’t have much power. He/she doesn’t have the power to ask for a better price. The volunteer wants to do volunteering work abroad and looks for a connection which can help him. There are a lot of organizations that can do that, but Amaidi is one of the cheapest and is focused on India.  Next to that they can offer volunteers a lot of different projects or they search for a new match. A lot of volunteers will inform their selves well about the price and will probably need the organization to go abroad. That is why they don’t have much power; they are too much depending on the organization’s service.

Threat of substitutes
What could be a substitute for doing volunteering work? The volunteers could make the choice to not take a gap year/period but stay working, studying, start to study or do something else to spend their free time. They also could choose a different country than India to do volunteering work, choose to only travel or buy a package deal from another supplier. 

There are a lot other choices that can be made but it is not something that can be influenced easily, only by making the choice to do volunteering work attractive as possible. It is an advantage that Amaidi is a lot cheaper than the package deal  organizations.

Threat of new entrants 

The threat of new entrants has two sides, an Indian organization can start doing the same as Amaidi but might have less strong connections abroad. The Indian organization won’t have the same knowledge as Amaidi about western culture and might have more difficulties with building up good relationships and appeal to the volunteers. They also don’t have the unique selling point of Amaidi of having a western CEO, which scores in trustworthiness. 

The second side is that a western person can start up here the same as Amaidi, in that case he might have the good connections in Europe and knows how to appeal to volunteers. But in that case he don’t have the years of experience and knowledge about the Indian language and culture. So in both two cases Amaidi will be able to keep a step ahead. The only real threat will be if there is a western person that lives here already for years, who also has the knowledge about the culture, language and surrounding and also has the contacts abroad. 

There isn’t much money needed to start an organization, you need to have a website and a network of organizations and people, and you are ready. Finding a few connections isn’t really difficult and after that you can start making it bigger step by step. But because Amaidi doesn’t ask a high fee, a new entrant will need to go lower or offer something else to compete. For newcomers it is difficult to make it an organization that will make money. 


Threat of competitors

Amaidi has competitors in India, other organizations that offer projects, and competitors abroad who offer projects in India, other countries and travel/work packages. Amaidi is a small player in the market if you look abroad. There is a lot of competition going on, but Amaidi doesn’t really join the competition. It has its own  website and it will try to serve the volunteers that email as good as possible and the rest of ‘the fight’ will be done by the sending organizations. 

The competitors in India don’t really compete in the open, everyone just tries to find his own volunteers and mostly through the internet. 
1.3 Micro analysis 

Amaidi is an organization (it calls itself a ‘social enterprise’) located in Bharathi Nagar close by the South Indian coast city of Pondicherry. It focuses on making matches between volunteers, interns and professionals and projects of Indian partner organizations. Amaidi was founded in 2006 by Camille van Neer, a Dutchman and his Indian wife Jansi. Volunteers from all over the world can find Amaidi through the website or sending organizations such as Joho or Volunteer Aid. Next to their own website Amaidi is also active on different social network sites. Amaidi is different in a way that it doesn’t have a physical office, only one that exists on the internet, with the effect that Amaidi is also a paperless office. 

At the moment Amaidi is working with eight employees, six of them from different locations in India, one in America and one in Holland. The expectation is that this number will grow in 2011. All the employees are working voluntarily but will be paid in the future.  Most of the employees help Amaidi by emailing with volunteers and Indian partners. Camille coordinates all the activities, does most of the social media, has contact with global partners, some Indian partners and sometimes volunteers. Especially the global partners and a lot of possible new Indian partners always first want to speak to the CEO, so that cannot be delegated.  

At this moment Amaidi is working on starting up new organizational directions. (‘Fundraising’ and ‘Responsible tourism’)  Next to that it will try to improve the quality of the current service to volunteers and Indian partners. 
By improving the service for volunteers, one of the important questions is how can Amaidi insure that volunteers come better prepared to India with realistic expectations about volunteering work, accommodation, country and culture? That questions will be answered in this research report. 
Mission
Amaidi aims to be a focal point for volunteers, interns and professionals from Europe and US as well as for organizations in India at the receiving end, matching supply and demand in either direction, whether short term or long term, as a single assignment or as a combination of travel and work, facilitating placement, guidance, logistics and accommodation.

Vision
Amaidi envisages an extensive network of highly qualified project partners: organizations sending volunteers, interns or professionals from Europe and US and receiving organizations in India: NGOs, companies and government agencies. Where the need of the receiving organization and the need of the person(s) coming to India are perfectly matched. And where all services related to voluntary work- and travel are within close reach.
Surrounding groups of Amaidi

Amaidi is a network that works and deals with different (target)groups. A short description of the four most important groups who influence Amaidi and are being influenced by it follows:
1. Interns/ volunteers and professionals: These are often the people that always have wanted to go abroad or feel attracted to volunteering work.  Often really young people or students who have just finished their schools, have a gap year or are coming for their education. Amaidi focuses on females between 20 and 25, highly educated and European because these are the most common clients. But they always look for a good match, also for anyone outside that profile. 
2. Global partners: Organizations all over the world like schools, sending organizations and organizations in the working field of internships, volunteering work or work experiences abroad. It often looks to places where it can place clients or students and in this way they can give this task to Amaidi.  Some partners have visited India and Amaidi to see the organization, other times there is only contact by email. 

3. Indian partners: Organizations as hospitals, NGO’s, schools and other organizations. They would like to receive help as in volunteers or interns who can help them improve. Sometimes Amaidi approaches these organizations and sometimes it works the other way.

4. Employees: Amaidi has eight employees at the moment. They all work voluntarily and often they do the work next to their study or other job. The employees live in different places in India and some live abroad. There is contact by email, chat and phone and sometimes they meet.

Goals for the future
Amaidi wants to stay a running business while it receives more volunteers each year. In 2010 it received around 100 volunteers, in 2011 this will hopefully grow to 200 volunteers. 

In the first half of 2011 the new website will be online and up and running. This will lead to more activity on the website, more volunteers and a better learning process as a result of the reviews. The new website will also have a big effect on the Indian partners who will be forced to think more about their web presence and about what kind of help they need.  This is because they will be presented more openly and they will have to give up the current job offers.

Next to this part of business, there will be more time to start up the responsible tourism and the fundraising part of Amaidi. 

1.4 S.W.O.T. analysis
Strengths

- Amaidi is a young flexible organization with a open mind.

- The volunteering part of the organization works well and there is space to raise other organizations parts.

- Amaidi offers interns, volunteers and professionals a work experience for a lower price than the competitors with the unique point of having a European CEO at the location.
- The fact that Amaidi is a paperless office, can be used as a unique selling point. 
- The partners of Amaidi, hospitals, schools and care centers are organizations that also will need help in the future. Amaidi is insured of offering projects by this organizations.

- Amaidi is small and can offer a personal approach.
- Amaidi offers a lot of freedom and volunteers can also change projects. 
Weaknesses 

- Amaidi is a small player on the market and not many people know it.

- Amaidi has sometimes too much ambition and plans and loses his focus on the volunteering part of the organization that still needs a lot of attention.

- Because there are barely paid employees, Amaidi works on goodwill of volunteers. 

- The website is not up to date and it does not give a good overview because of the overload of information.

- The volunteering service is something where a lot of people only make use of once in their lives, there are not much returning customers.

- Amaidi is always in between the volunteers/global partners and the Indian partners of which the requests  have to be taken care off. This all has to be dealt with through mostly the internet. If one of the parties doesn’t keep its appointments, Amaidi has to fix the problem. 

- It is most of the time easier to inspire volunteers and partners face to face, internet can be a barrier.

- There is no clear communication strategy, a lot of social media is only being used half. 

- It can be difficult to stick to one vision and approach when the employees are all over the country and the world and it is not easy to come together.

- Amaidi is not easily findable on Google. Only when you type in ‘volunteering India’ but not for example ‘internship India.’ Also only findable with English keywords.


Opportunities 

- India is an upcoming economy. 

- Some Dutch sending organizations are going to get a SBOS subsidy, which will help them to send more volunteers. 

- There are some new global partners added to the network. (organization from Spain, Get2knowAsia, Denmark ding, Banyan stages)
- Volunteers share their experience with friends and family, this enlarges the brand awareness of Amaidi.

- Youngsters think more internationally, they want to see something of the world during their internship or a gap year.  

- In England it is more common to take a gap year to travel and to do volunteering work. This is a market where Amaidi isn’t active yet. 

Threats
- Europe is still in a recession and is cutting costs, this means that there is less money for charity or to do volunteering work.
- The embassy’s makes it more and more difficult to get a visa for a longer period in India. 

- Volunteers have to pay a lot; their plane ticket, organization fee’s, living costs etc. while they don’t make any money. Not everyone can afford that. 
- There is a change going on in the thought if doing volunteering work is good. Like the book of the journalist about volunteer work in Africa. 

1.5 Summary of Macro, Meso, Micro and S.W.O.T. analysis
Macro analysis
India is a country with the second largest population of the world, expected for the future is problems with ageing, more pressure on the healthcare and still a lot of people that live under the poverty line. The Indian economy is still growing fast, there is a big upcoming middleclass, but the disparities between the rich and the poor are also still growing. The culture is diverse because of different languages, religions and different regions. 35% of the inhabitants are still illiterate and were females traditionally were staying home, they now work and join politics more and more. The IT sector is a very successful sector in India, with a lot of Institutes and IT cities.  The use of technological products by the rest of the Indian inhabitants stays behind by cell phones and televisions. The climate in India is diverse with hot periods and monsoon rains. India is a country with a lot of dirt, trash and smog but also opposite movements with eco friendly food and solar panels.

The local government has a lot to say in India and for volunteers it can be difficult to get a entry visa or a simcard.

Meso analysis

Amaidi works with sending organizations and educational institutes in order to receive volunteers. 

The big amount of sending organizations diverse from each other by the demands they ask from the volunteers. Amaidi has a strong position because there are no other organizations that can offer what they do in India. The sending organizations and Amaidi need each other in the service to volunteers. Volunteers need an organization to help them to get abroad, Amaidi offers a good price, a lot of freedom and a good service. Volunteers have not much power to bargain on that. Amaidi cannot influence the threat of substitutes in a other way then to make volunteering work as attractive and cheap as possible.  There is not real threat of new entrants cause it is difficult to make a money making organization if you want to compete with Amaidi’s price. Next to it would be difficult to offer the same expertise of the Indian country, culture and organizations, contacts abroad and a European CEO. There is not really a question of competition going on, Indian competitors are also trying to find volunteers through the internet but don’t have the unique selling point of a Dutch CEO. In Europe a part of the fight for volunteers is done by sending organizations and for the ones that find Amaidi directly; no other organization can offer the same for the same price.

Micro analysis

Amaidi is an organization in South India that focuses on connecting international volunteers with their Indian partners, such as schools, hospitals and orphanages. Amaidi is founded in 2006 by Dutchman Camille van Neer and his wife. Amaidi doesn’t have an office and runs completely on the internet, where they have a website and where they are active on different social media websites. Except from their own website Amaidi receives volunteers from sending organizations. 

Amaidi has about eight employees of which only two get paid. The employees live and work through hole India and some of them also live outside India. They work they do is mostly emailing with volunteers and sending organizations. The goal of sending volunteers to Indian partners is to help the people that are being helped by the partners and to let them take a step forward.

For the future Amaidi hopes to set up two new business lines in responsible tourism and fundraising. They also hope to receive more volunteers, to put their new website online and make a bigger effect because of that on volunteers and partners.

S.W.O.T. analysis
 The strength of Amaidi is that they are young and flexible with an open mind,  they ask a low price and have the unique selling point of a Dutch CEO, they are small with a personal approach, they offer flexibility in their projects, there are a paperless office, partners will still need help in the future so Amaidi is insured of working places.

The weakness of Amaidi is that they are a small player and not many people know them, they work on goodwill of volunteers, the current website is old with wrong information and a bad overview, there are not many returning customers, internet can be a barrier in contact with volunteers and sending organizations, the social media isn’t used well, Amaidi isn’t easy to find on Google, with employees all over the world it is difficult to all keep the same vision and Amaidi is sometimes too ambitious and needs to keep his focus also on the existing volunteering part.
The opportunities look positive for Amaidi, they made contact with new sending organizations, other send organizations are going to get some funds which will make them send more volunteers, more and more youngsters are thinking internationally and take a gap year and India is still an upcoming market. 
The treats are that Europe is still in a recession and that is where the volunteers come from, not everyone can afford it to be a volunteers cause it costs a lot of money, the embassy of India makes it difficult to get a visa and there are also negative sounds in the media about doing volunteering work.

5. Research method

Method
To research the expectations of the volunteers before they leave home there is  a online survey used.  After arrival and a few weeks of working the reality is measured by an interview.


Online survey

The research in advance couldn’t be done by a lot of other methods then a survey, because there was the barrier of the individuals who were still in Europe and the researcher who was in India. That is why the survey was a good option because it allows you to send it to the individuals by internet, which takes away the barrier of the distance between India and Europe. Other advantages of a online survey are that it is cheap, fast, simple to make and use and fast processing and analyzing. 

 Disadvantages of a online survey are that you have to formulate really careful because it can lead to ambiguity, it is often a problem to get enough response, respondents need to have access to the internet and respondents couldn’t fill the survey in anonymous because the information was needed for the interview.
Email addresses of the individuals were available  at Amaidi and there is chosen to send them an email. In the email stands the  explanation that Amaidi wants to improve its service and the volunteer could help by telling about their expectations. Before sending permission is asked from the sending organizations to contact the volunteers that they would send. This didn’t caused problems.  The survey has been sent to seventeen volunteers of which fifteen filled in the survey. In a few cases a reminder  email had been sent. The seventeen volunteers were all the volunteers that came in during the end of December till the beginning of February, or called the whole population. The questions in the survey are based on the research questions and general information that could be important. Almost all the questions have an option called ‘other’, where respondents can fill in their own answer if there isn’t a fitting answer. This is to make it as  trustworthy as possible. The interview has been added in the appendix of this report. 

Interview

An interview is chosen to do after arrival because this seemed to be the best way to compare the expectations in advance with the reality. An interview allows you to ask more about specific questions in the survey, any ambiguity or to ask about the reasons behind some expectations. Another advantage is that you can also see the non verbal reaction. It is a good method because the research is about experiencing, motives and meanings. If the volunteers have the opportunity to tell it in their own words there is a less chance of miscommunication because of the different meaning people give to the same words.  Disadvantages of an interview are that the respondent can give social likeable answers, the interviewer can influence the respondent and it asks a lot of time.
All the people who filled in the survey will be interviewed and also the two people who received, but didn’t filled in the survey.  In total that will be seventeen interviews. 

The interview is half structured. There are some questions and subjects prepared, based on the research questions and the answers in the survey.  Because it is only half structured you still have the freedom to ask further or to switch to different subjects that seem to be important. Also the respondent will have the freedom to bring up his or her own input. 

Additional

An extra input to the research is the contact with a recent volunteer who found out in India that this wasn’t the place for her to be. This is a good case study about how Amaidi could prevent things like this happening  in the future. This is why an email has been sent to this volunteer to ask her how this could have been prevented and where things should be improved. Her answers are added in the answers on the research questions and her complete response is added in the appendix of this report.

6. Theory

In this report several models and theories are used to underpin the arguments.  In this chapter there will be an explanation of the models and theories and an explanation of why they are useful in this research. 
DESTEP model

For an organization it is useful to do an external analysis, an analysis of the environment. It can be split in a Macro and a Meso analysis. A Macro analysis will look at national facts and movements and a Meso looks at forces in the market of the organization. One way to do a Macro analysis is by use of the DESTEP model. You look at the Demographic, Economic, Social cultural, Technological, Ecological and Political juridical factors step by step.  For each letter you fill in the facts and trends about the country of the target group of your organization. 
 Insight in to the external surrounding is important to make effective use of the chances and threats. Tuning the strategic choices to the finding of the DESTEP will help the organization being successful in its environment. The model is used to get a image of the surrounding of Amaidi, if anything has to be changed of adept to for the future.
Model of Porter

The model of Porter is a way to do the Meso analysis and looks at the five strains and the influence of them on the organization. The five strains are the power of suppliers, the power of buyers, the threat of substitutes, the threat of newcomers and the competitors. You look at how the negotiation power is divided over the organization and the strain. 
When there is an insight of these factors a strategy can be made for the organization in order to the market. You can see clear where threats are and where the organization should pay attention to.
The model of porter is used to look at the threats were Amaidi is dealing with to add those conclusions to the final advice.
S.W.O.T. analysis
The SWOT analysis combines the outcome of the macro, meso and micro analysis and other information. It gives an overview of the internal Strengths and Weaknesses and the external Opportunities and Threats.  It helps to clear what an organization does well and can do better and what in the surrounding is a chance or a threat. With the S.W.O.T. it is easier to develop a future strategy. The S.W.O.T. analysis is used to have all the information about Amaidi itself and the surrounding in a overview. The information is used to advice Amaidi about adapting, changing and keeping things the way they are. 
High involvement hierarchy

 This is a theory were a consumer walks through a process of effects when he or she is highly involved. The first step is knowledge/ cognitive, second attitude/affect and last behavior/conatie  

There are some products that assume a high involvement from a customer. For example when it is a financial big risk or a big amount of money, it is a difficult choice because it is not possible to compare the quality and the characteristics of the different product. If the offer is so big that it is difficult to make a decision or when the customers don’t have experience with the product.
Amaidi offers a service and not a product but this model is still useful because for most volunteers it is a big step to go to India. It asks quite a lot of money, it is a decision about spending a long time abroad, it might ask from you to quit your job or to be away from your family and friends for a long time. In general one can say that making the choice to do volunteering work abroad is a choice of high involvement.

In the six steps of the model, the volunteer starts with getting to know Amaidi or a sending organization, then has to be interested in it and then has to take the last step to pursue it. 

FCB Matrix of Rossiter& Percy
When people have to make a choice, there is most of the time a combination of knowledge and feelings that are active in the process. Some decisions you make more with your feelings and others more with your head.  For example buying groceries is more about that you need something or the pantry is almost empty while with alcohol or candy it is more about ‘I would like to have a drink’ or ‘I would like cookies with the coffee.’

The choice of a volunteer doesn’t fit completely in one category. Their involvement is high but they will make a decision with cognitive and affective influences. 
 This model is useful because in the communication towards the volunteers Amaidi has to think about the cognitive and affective  aspects in the decision. The combination of those two aspects needs to appeal all kinds of volunteers.
	Involvement
	Cognition (knowledge) 
	Affection (Feeling)

	Low
	A. Groceries, Household products, cleaning products
	B. Cigarettes, Alcohol, Candy

	High
	C. Insurance, Mortgage, Carpet
	D. Clothing, Cosmetics, jewellary 



R&P matrix
A second way of looking to involvement of a customer is the difference between informational (problem solving) and transformational  products (value adding.) Problem solving products change the situation of the user from negative or unpleasant to neutral. (-/0.) Value adding products change the condition of the user from neutral to positive (0/+.) Transformational products offer pleasure, comfort, safety or social status.
In the R&P matrix the volunteer can find himself in the combination of high involvement-transformational. Volunteering work abroad offers pleasure and a unique experience and in general it won’t be used for problem solving. 
 This conclusion should help Amaidi in its communication, the volunteers are looking for pleasure or social status and not for a solution for any kind of problem. In the communication to appeal new volunteers Amaidi has to use the right atmosphere.
	Involvement
	Informational (- /0) 
	Transformational (0/+)

	Low
	A. Groceries, washing powder, painkillers. 
	B. Cigarettes, Alcohol, Candy

	High
	C. Insurance, Mortgage, Wash machine
	D. Clothing, Holiday, jewellery   



AIDA model

AIDA stands for Attention, Interest, Desire and Action. First you have to catch someone’s attention for a need, service or product. When you have their attention they have to become interested. Then it becomes a desire to also have this product/ do this action. And finally there is the moment where there is the action. 

You can use this model for the volunteers. Somewhere in their lives an organization that organizes volunteering work abroad, work experience abroad or an advertisement has caught the attention of a volunteer. He or she starts thinking about it and might get interested. The volunteers could create a desire for this idea and can look up more information and the desire becomes bigger and bigger. Then, when there is an upcoming moment after finishing secondary school or an education, time between jobs or any other reason the volunteer can proceed into action.

This is the theory of how persons make a decision in a simplified way. It is always good to keep in mind for Amaidi that when you get the attention and you try to make it as interesting as possible to feed the desire, that you might have a little influence in the decision to action.
Bron: Dublin City University
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How to make expectations of volunteers more realistic?
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