BRANDING CAN HELP CHANGE LIVES 
 
 
BY
 
Nadja Aletta Hoeré
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  DISSERTATION SUBMITTED IN PARTIAL OF THE REQUIREMENTS FOR THE DEGREE OF BACHELOR OF COMMUNICATION IN THE DEPARTMENT OF COMMUNICATION MANAGEMENT AT THE HOGESCHOOL 
 
UTRECHT, January 04, 2010
TABLE OF CONTENTS
 
 
ABSTRACT……………………………………………………………............1
DEDICATION…………………………………………………………………..4

ACKNOWLEDGEMENTS…………………………………………………….5

1.INTRODUCTION…………………………………………………………….6

1.1 JUSTIFICATION……………………………………………………...7

1.2 PROBLEM DEFINITION…………………………………………….8
1.3 SUB-QUESTIONS…………………………………………………...9
1.4 GENERAL STRUCTURE……………………………………………9
1.5 CLIENT INFORMATION……………………………………………10
  1.5.1 Background………………………………………………..……..10
  1.5.2 Present…………………………..……………………….............11
  1.5.3 Future perspective……………………………………………....12

2. METHODOLOGY…………………………………………………………..13

2.1 TYPE OF INVESTIGATION……………………………………….13

2.2 OPERATIONALIZATON…………………………………….……..13
2.3 RESEARCH SAMPLE…………………………………….………..14
2.4 TECHNIQUES……………………………………………………….15

3.THEORETICAL FRAMEWORK…………………………………………...16

3.1 FUNDRAISING MANAGEMENT………………………………….16

3.1.1 Fundraising defined…………………………………………….16

3.1.2 Development of fundraising as a profession…………………17

3.1.3 Religious practices and fundraising…………………………..18

3.1.4 Current changes in donators behaviour………………………21

3.1.5 Strategic Metaphor Matrix……………………………………...22

3.1.6 Non-profits audit…………………………………………………24

3.2 BRANDING CONCEPTS APPLIED TO FUNDRAISING……….26

3.2.1 Branding and its advantages for non-profits………………….26

3.2.2 Definition of brands……………………………………………...27

3.2.3 Levels of meaning……………………………………………….27

3.2.4 Branding strategies……………………………………………...28

3.2.5 Branding and non-profits……………………………………….29

4. TARGET DEFINED…………………………………………………………30
4.1 WHO IS THE GIVER?................................................................30
4.2 BLEEGY DEFINED………………………………………………....30

5. GENERAL ANALYSIS OF INTERVIEWS WITH STAFF MEMBER…………………………………………….…………………………32

5.1 INTERVIEW…………………………………………………………32

5.2 EXPOSING THE RESULTS……………………………………….33

5.2 GENERAL CONCLUSION..……………………………………….35

6. GENERAL ANALYSIS OF THE INTERVIEW WITH MEMBERS OF THE TARGET GROUP……………………………………………………………..35

6.1 PROCESS………………………………………………………....37

6.2 ANALYSIS OF THE INTERVIEWS……………………………..38

6.3 CONCLUSIONS…………………………………………………..40
7. GENERAL ANALYSIS OF CONGRUENCY BETWEEN THEORY AND PRACTICE…………………………………………………..………………....42

7.1 COMPARISON……………………………………………………...42

7.2 GENERAL CONCLUSIONS…………………………………….....43

8. SWOT ANALYSIS……………………………………………………….…45

9. RECOMMENDATIONS…………………………………………………....48

9.1 RECOMMENDATIONS CONCERNING COMMON STARTING POINTS FOR THE FOUNDATION, BASED ON BRANDING………………………………………………………………48

9.2 RECOMMENDATIONS FOR THE DEVELOPMENT OF THE COMMUNICATION MESSAGE, BASED ON BRANDING………………………………………………………………49

9.3 RECOMMENDATIONS FOR THE USAGE OF COMMUNICATION TOOLS, BASED ON BRANDING………………………………………………………………51

10. THE INTEGRATION OF COMMUNICATION………………………….53

10.1 COMMUNICATION OBJECTIVES………………….………...53

10.2 COMMUNICATION TOOLS.…………………………………..54

  10.2.1 Stand…………………………………….……………………54

             10.2.2 Webpage……………………………………………………..54

  10.2.3 Printed reading material…………………………………….55

  10.2.4 Direct email…………………………………………………..56

  10.2.5 New platforms: facebook and twitter………………………56

  10.2.6 Networking……………………………………………………57

11. CONCLUSION………………………………………………..…………..58

BIBLIOGRAPHY
APENDIX

· INTERVIEWS
· IMAGES
LIST OF FIGURES AND TABLES

FIGURE 1.1 Average financial donations in relations to church attendance …………………………………………………………………………………...19
FIGURE 1.2 Average financial donations towards non-church activities in relation to denomination……………………………………………………....20
FIGURE 1.3 Amount of donations of the Dutch population according to purpose………………………………………………………………………….21 
FIGURE 1.4 Strategies Metaphor Matrix……………………………………22
TABLE 1.1 SWOT Analysis foundation “The Shelter”……………………..46

