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Preface
     This graduation assignment examines the current attitude of young adults, the reasons for the negative reputation and absence of vision for growth and development of the NGO sector in Bulgaria. It analyzes the attitude of Bulgarian youth towards charity and charitable organizations and researches its capacity of improving the reputation and advancement of the entire category. It examines the techniques and strategies applied by successful charitable nonprofit organizations in countries with higher development in the field. More specifically, it investigates the social media tools such as crowdsourcing and digital storytelling that can be used to build a young philanthropists community, raise awareness and communicate values in a two-way communication process.

Management summary

     Bulgaria has been trying to catch up with fellow Western European countries since its admission in the EU. However, issues from the transition crisis since 1989 persist to the present day. The country has suffered in many forms from the rapid change from a communist regime to a democratic sovereign state. One of these post-communist side effects was the rapid emergence of businesses, trade and services which were not allowed during the regime. This overload naturally cause more harm than good- the business was controlled by the ‘new rich’ (former communist party members who were granted unassured credit loans by the prime minister at the time). This was also when the first non-government organizations emerged, which were not used for nonprofit purposes but instead used for covering illicit activities and avoid taxes. These schemes were uncovered years later in 2011 and caused a big impact on the public’s trust in nonprofit organizations. Other NGO issues also emerged around the democratic transitions caused by think tanks that exist to facilitate the transition and create good relations with the western countries. However, many speculations were raised regarding their true intentions of their work. Young adults have not been mature in the time of the democratic transition and are distanced from issues in that period. However, they witness it themselves today. It is uncertain when this problem has ended because those organizations have not gone out of business- some operate under different names, other have been replaced by new establishments, whichever the case is, the same figureheads persist. NGOs are not used purposefully and the entire category has a negative reputation amongst Bulgarians and the Western World (which are familiar with the case). A clash emerges between the post-communist businessmen and the young adults who want to nonprofit organizations to work purposefully. However, disingenuous organizations were not the only kind of nonprofits after the communist regime. There have been a number of honest NGOs which were not involved in any illicit or political activities. Those organizations suffered from the reputation of the dishonest ones as it was difficult for the public to distinguish the ‘good’ from the ‘bad’ ones.  Those organizations are seeking for a solution, a way to attract youth with good hearts who want to be involved in benevolent activities. Volunteering is a popular form of social contribution in the Western World, whereas in Bulgaria volunteerism is not endorsed by the government, although it is possible but without a legal recognition. Young Bulgarian adults who are well aware of the issue don’t want to volunteer for such dishonest organizations and since they have become very untrusting they don’t want to participate in the open and honest NGOs either. My first reaction to this issue was “Transparency is the solution”. This is undoubtedly true and completely obligatory for NGOs to publish their annual reports on the website of the Ministry of Law and Justice. This is not the case for all nonprofits- some organizations are missing reports since 2009 and others have registered as private benefit foundations instead of public to avoid such formalities. Transparency needs to be experienced in a different form. This is how I came up with the idea to involve youth in the decision making process where young adults can be members of the managerial board and learn to know how an NGO functions. As a student and a young adult I recognize many benefits in this form of volunteerism. This form of an internship allows students to gather experience and practical skills while contributing to the welfare of the society. The organization on the other hand will not just assure its reputation but will have access to young ideas which will make communication to the young target audience easier and use a contemporary tone of voice. Social media is a rapidly developing communication tool which older and more traditional organizations have difficulties in implementation. New forms of adapting it emerge all the time and global profit and nonprofit companies are finding ways of mastering the new techniques. Domestically it is hard to speak about a social media revolution in social causes but it is not completely absent. However, it doesn’t go far beyond creating Facebook events and inviting people to ‘like’ causes. There are many creative ways to engage a public in benevolent activities through social media such as crowdsourcing and digital storytelling which have proven successful in western countries. Hopefully, this will filter open and honest organizations from the post-communistic disingenuous organizations.
1. Introduction
     This chapter is an introduction to the purpose of this paper. It contains an introduction to the issue, background, problem description, advisory and research questions. Firstly, I have analyzed the background of the problem where I have included the history and current state of the issue. Further on, I have explained the development of the organizations in the environment.  Next in this chapter I have noted the problem description, which is based on the two main factors causing the issue. After that I have defined the problem in the problem definition chapter. Subsequently I have introduced the advisory question and finally I have written the questions, on which I have based my research.
1.1. Introduciton
          Buckminster Fuller once said “You never change things by fighting the existing reality. To change something, build a new model that makes the existing model obsolete.”

     The reputation of the Bulgarian NGO sector is severely tarnished due to unveiled offstage illicit activities by disingenuous entities that use nonprofit organizations as front businesses for their convenient legal form.

     Pro-active transparency, openness and honesty are characteristics that Bulgarian NGOs lack and this has proven over the number of people that are unwilling to get involved with social causes conducted by Bulgarian NGOs. Young Bulgarian active citizens are not aware what is the mission and vision of foundations and what kind of projects they execute. This causes low interest in philanthropy and becomes more and more a setback for the advancement of the NGO sector.

     However, according to Dimitrina Hodjeva, managing director of Foundation Dimitar Berbatov (FDB), FDB is perceived more positively compared to larger Bulgarian philanthropic foundations. This is due to the pro-active behavior and positive image of the celebrity, which creates space for building a positive future for philanthropic work in the country. By observing global successful foundations and their use of social media, engagement tools and good practices, Foundation Dimitar Berbatov can implement a sustainable digital media strategy and help the category flourish. The desired result is to raise awareness in different topics and build a community of philanthropist opinion leaders who share values and visions of Bulgarian welfare and development.
1.2. Background

    In this subchapter I give a brief description of the history of charitable organizations in Bulgaria and then I explore further in detail the present state of benevolence and philanthropic organizations, serving social causes. Finally, I introduce the organization which I am addressing with this paper work- Foundation Dimitar Berbatov.

1.2.1. History of charitable organizations in Bulgaria
      Human welfare actions began in 1878 with public figures, politicians, teachers, intellectuals, military men - people with different professions and different financing capabilities who believed it is sensible to bequeath land, money, securities, property for building a modern state. Thanks to them Bulgaria has schools, universities, hospitals, libraries, monuments, as well as donor funds and foundations that have supported the development in all areas in public life. In the last couple of decades this tradition has revived and foundations in Bulgaria have started to re-emerge (further information about foundations is listed in the appendix, page 30).
      In 1951 the Bulgarian state seized all the funds and equipment of foundations in favor of the country through the government Decree. In the recent past in 1991 one of the first spectacular scandals related to abuse of foundations emerged.    
1.2.2. The current state of philanthropy in Bulgaria
     Philanthropy has been for many years a crucial asset to the proper functioning of the developed world as the National Committee for Responsive Philanthropy (NCRP, 2009) writes,

The private, public and civil society sectors all contribute to nurturing the public good. Government is obliged to protect its citizens and provide services to those in greatest need. Private enterprise provides jobs and the economic engine that fuels the nation. Civic sector organizations-including both institutional grantmakers and non-grantmaking nonprofits- play a crucial role in improving lives and strengthen communities, often filling a void where government and free enterprise fail to adequately meet public needs. 

     In a well working society philanthropy is the unit which fills the gap of the government. Oliver Zunz (2012) explains in a simple way that the government carries public initiatives for public good whereas the corporate sector executes private initiatives that serve private needs. Philanthropy and nonprofits in general stand in the middle as they undertake private initiatives that serve the general public. 

     According to the Merriam-Webster dictionary (2013) philanthropy is an organization, distributing or supported by funds set aside for humanitarian purposes. It is voluntary, organized efforts intended for socially useful purposes. 

     In dictionaries a philanthropist is described as the effort or inclination to increase the well-being of humankind, as by charitable aid or donations. Also, it is love of humankind in general and something, such as an activity or institution, intended to promote human welfare (Merriam-Webster) This practice however is somewhat more familiar to the west rather than the east. For example, Bill Gates and Warren Buffett have taken a big step in philanthropy by engaging over 100 billionaires to donate at least 50% of their wealth to humanitarian causes. Warren Buffett himself has committed 99% of his fortune to charity. This might be focused on the USA but the foundation of Bill Gates has a secondary goal to inspire families all over the world who could get involved in philanthropy. Taking credit for setting an example or not, philanthropy in Bulgaria has severely expanded over the last twenty years. Rich and famous Bulgarian figures have stood up and defended philanthropic causes sequentially and backing it up with arguments, rather than random and spontaneous acts of kindness. These people have established themselves as ambassadors of philanthropy but have the confidence of businessmen rather than heroes. 

     Claiming that a person has undertook activities that drive great social improvements is a big and promising statement that holds great risks if not justified. It is one thing to stand out as a businessman and public figure and a completely different level to stand out as somebody who admits to cause a great positive impact on the human welfare. I believe this is the reason that more money for donations comes from businesses rather than individuals. This tends to be just the opposite in the US. 

     According to the Bulgarian Charity Forum (BCF, 2010) in 2010 have been donated over 62 million lev in the country, out of which 47 came from industries (Kirilova, 2012). However, Bulgaria slowly begins to catch up with the west and new public heroes begin to emerge. There is a new generation of philanthropist observed that breaks the stereotype of indifferent passive billionaires, spending inherited money for any cause as long as they have a positive effect on their image. The new model consists of actively and personally involved in good causes by filling managerial roles, becoming opinion leaders and developing successful financing frameworks that work. 

     Although in this report the terms charity and philanthropy are used interchangeably, there is an actual difference between their exact meanings. According to Kirilova (2012), 

Charity is the action of providing a solution to the basic human needs such as hunger, clean water, clothes, medicine, and etc. Philanthropy on the other hand is aiming to solve the problems of the needy in a way that would make charity unnecessary. This means that instead of pouring money into the bank accounts of charity organizations, philanthropy creates mechanisms for supporting and solving social problems. 

     However the need in Bulgaria for both is severe. This is due to the accumulation of too many basic human needs to be satisfied and the state does not finance enough social institutions dealing with disadvantaged people. Thus, pressure on donors is very high and the focus is on fast reaction to these human needs rather than thinking of creating mechanisms that drive social change.

     Philanthropists are people who have realized the importance of building social change frameworks. Stoyko Petkov (2013), founder of Blagotvoritel, explains his vision that philanthropic positive results from social projects should be shared to create inspiration and raise enthusiasm amongst proselytes and attract donors. 

     According to the World Giving Index research conducted by the Charities Aid Foundation (CAF) in 2012 for the Eastern European region Bulgaria ranks tenth and is listed in place 137 for the world giving index ranking. Only 10% of the participants have donated money in the past month, 4% have volunteered time and 31% have helped a stranger in need. These results are very low when compared not only to global charity leaders, but also to countries in the region.

    A European Values research showed that in 2010 86.9% have never participated in any sort of charitable activities, and only 6% actively participates in social causes. There is a very weak presence of a civic society in Bulgaria which is mainly due to the low trust levels in institutions (Howard, 2003). NGOs are associated mostly with governmental structures and seen as their supporters rather than acting in favor of the public. There is much criticism regarding the legitimacy, effectiveness, accountability and transparency of the nonprofit organizations. 

     In a Civic Society Index report, CSD (2010) concludes,

There are over 33,000 registered nonprofit organizations, out of which only 1,000 are actively working. There is no maintained correct statistical information about the NGO sector in Bulgaria and there is no classification of the various fields of work and database of all the organizations. The public registry in the Ministry of Law and Justice is not regularly updated and the data is poorly presented. This makes it difficult for the sector to be transparent and civic society organizations are forced into an information vacuum. 

     In a different research report by the same institute (2009), it is estimated that charity is the most active form of civic engagement in contrast to political groups, clubs, initiatives or petitions
1.2.3. The current state of NGOs in Bulgaria

     Bulgaria has gone and is still going through a long and bumpy path over the past 24 years of democracy. After the shift from a communist to a democratic political structure the country went through many changes such as price raises in energy and fuel, inflation, removal of export and import restriction, but this is all result of the biggest impact which was on the economy of the country. Moreover, it shifted from a centrally planned economy to a free market economy (Levinson, n.d.).
    The number of foundations increased by seven times when the communist regime fell due to new tax exempting policies which led to many scandals and later created doubt and mistrust among citizens of the philanthropic intentions of foundations 
1.2.4. Foundation Dimitar Berbatov
     The main organizational subject of this research is Foundation Dimitar Berbatov. I was approached by this organization about the communication problem this paper is addressing. It is well known NGO, founded in 2008 by the football star Dimitar Berbatov, driven by the desire to contribute to the personal development and realization of children in Bulgaria. The Foundation is managed by a Director and Council. Managing Director and Board Chairman of the Foundation Dimitar Berbatov is Dimitrina Hodjeva. The Foundation defines itself as beneficial to the public interest. It is a non-profit, non-denominational and politically independent public organization. The mission of the Foundation is to support comprehensive young people to educate themselves, develop their gifts and talents and give them a chance to share them with the world. However, another very important aspect of the organization is the promoting of the philanthropic values to the Bulgarian society. This is why the foundation also supports other players in the field who have similar goals.
1.3. Target group

     For the purpose of my paper I needed to examine what is the exact target audience so I can define clearer the youth, participating in social causes. The target group for this research and communication strategy is active young men and women, who live in Bulgaria, and are between the age of 18 and 35, belonging to Bulgarian, Turkish or other ethnic group, having higher education- BA or higher. They are actively participating in the citizen society of Bulgaria, and are familiar with political situation. Those are either people who have either not witnessed the democratic changes or have not been of age. These young citizens are part of the newly mature generation which pays interest to the development of the country.  They have strong consciousness as Bulgarian citizens and are opportunistic, positive, intelligent, opinionated, supporting humanitarian causes. They have donated money or to or volunteered for at least one cause and want to help the disadvantaged. They know who Dimitar Berbatov is and support his foundation. They are interested in culture, education, children, sports, science, art, music. They are environmentally conscious and care about the future generation and development of the country and the planet. They are active social media users and follow the latest trends. The primary platforms they use are Facebook and YouTube. They use social media for information purposes.

     According to the motivation research for the Dutch Committee Future Public Communication there are four types of citizen styles related to media behavior: outsider, dutiful & dependent, pragmatic & conforming and critical of the social structure. For the purpose of this paper I focus on the last citizen-style where the users are more interested in the content and deeper meaning of information.    
1.4. Problem description  
    In this section I address the problem of the category of charitable organizations. I explain the factors which caused doubt and mistrust which are political involvement of NGOs, money laundering and fraud

.
1.4.1. Political involvement and money laundering
     According to the Center of Studying Democracy (2010), the revenue derived from criminal activities such as trafficking, drug distribution, corruption and so on in Bulgaria in 2010 estimates to around 4-5 billion. Complex financial operations or investments in the economy such as purchasing luxury goods are carried out to facilitate the legal entrance of that money into the state economy. In Bulgaria criminal structures have gained power over political decisions by making a political investment through purchasing of electoral votes or sponsoring parties. This also ensures the same criminal structures access to public contracts and protection from criminal prosecution. . The lack of legal channels for financing political parties is the main reason for the use of less obvious and legal methods. (CSD, 2010)
    An example of this is the nonprofit organization founded by the prime minister during his mandate.     In 1991, a non-profit political foundation was established by the name of Democracy. One year later - to facilitate its business, Fodem Ltd. was founded, managed by the Executive Director of the Foundation. Its activities include domestic and foreign trade, consulting activity and illegal transactions. No acts of charity were ever recorded. The foundation included many scandals, which led to directly to the Ivan Kostov, the founder and current prime minister. According to media reports, Michael Chorny had donated 200,000 dollars to the foundation through the Cyprus-based Bulgarian firm Roment Trading, which was alleged as a bribe, which Kostov emphatically denied. Later, Chorny confirmed that he was blackmailed and sues unsuccessfully the foundations (more in the appendix p.35).
1.4.2. Fraud in social causes
     There have been many cases in Bulgaria of revealed fraud where certain organizations and entities abuse raised funds from citizens. This dissonance on how funds are claimed to be used and how they are actually used has resulted in the loss of trust of people in charity and philanthropy organizations. There are several cases in the last few years that have raised public attention and fed mistrust.

     Baylando reality show case is one example of charity scandal where TV viewers are misled through low text message prices to donate to a charity cause represented by a participant in the reality show. However, later on was discovered that none of the money from the charity SMS was donated. Instead, all of the money from the messages was given to the mobile operators. The producers of the show claimed they have never declared the text messaging to be for donations and only bank transactions were meant for that case.
     Another misfortune case is the case of Manuela Gorsova, who was ran over by a famous ice skater by his car and was severely injured. For her rehabilitation a charity bank account was opened and a great amount of the money helped the girl recover. However, it was later discovered that the father of the girl in the accident had used a large amount of the money for personal pleasure. 

     One more example is the scandalous kidnapping cases with the foundation “Tomorrow for anybody”. The foundation received a great amount of money from a famous ex-football club president. Later it was discovered that he was blackmailed by a criminal organization to pay a ransom for his kidnapped wife. 

These are just small examples of negative examples of the power abuse of foundations and other charity related organization. The list is very long and the issues quite complex and deep. All of these cases pile up and leave citizens confused and a negative attitude towards philanthropy. 

     Since the most charity donations methods are through text messages and post cards these are also the two most common fraud channels. 

     It is important to note that not one legal philanthropic foundation in Bulgaria uses post cards as a mean of collecting donations. This is something not completely clear to Bulgarian citizens. The legal document they can require from the donation collector is the contract of the donation account, in which it must be explicitly stated that funds are used only for the treatment of the beneficent and transactions are done only through bank transfers (aktivnipotrebiteli.bg, 2009) 
1.4.3. Think tanks 
     Think tanks are types of NGOs which perform research and advocacy in a variety of topics such as social policy, political strategy, economics, military, technology, and culture (Fischer, Miller, Sidney, 2006). According to McGann and Weaver (2002) think tanks are an integral part of the civil society and serve as an important catalysis for ideas and action in emerging and advanced democracies around the world. However, McGann also observes that think tanks fall in the gray areas of the civil society for they are functional units which are designed to assist and direct the government. Hence such an NGO is to merely follow the interest of the governing bodies and not the civil society.
The issue that emerges is that "experts" are allegedly sometimes depicted as neutral sources without any ideological predispositions when, in fact, they represent a particular perspective (McGann et al). Specifically in Bulgaria think tanks hold a vital and complex position in the political democratic development. According to Lavergne (Petric, 2012) NGO institutes of experts, standing on the frontiers of academia, politics and media, announced their determination to influence political programs and decision-making process through counseling, media campaigns directed at public opinion and drawing up drafts of laws and reports on the progress of reforms and political stability. Speculation revolving around their activities created serious doubt about their true intentions. Lavergne further writes that anthropologists (Petric, 2007, Hann and Dunn, 1996, Wedeln 1998, Verdery, 1996) have critically examined the “culture of projects” (Sampson, 2003) and the manner in which NGOs generally exercise the role of watchdogs of liberal reforms in Eastern Europe and in the Balkans. This raised doubt among the public and inductively created mistrust in the entire nonprofit category since it was difficult to distinguish which ones are involved with think tanks and which are not.  
1.5. Problem definition
     Disingenuous foundations used for financial fraud and speculations have created a difficult  environment for growth and sustainability of philanthropy in Bulgaria, infesting the young generation with discouragement, uncertainty and unwillingness to be involved with social causes, managed by NGOs and charitable organizations.

1.6. Problem justification

     I decided to focus my work on Foundation Dimitar Berbatov for several reasons. First, this was the organization which approached me with the problem that the Bulgarian nonprofit sector is suffering from poor reputation caused by disingenuous foundations. Because of illicit activities and political relations of nonprofit organizations that emerged after the democratic transition in Bulgaria in 1989, the entire sector of charitable organizations was labeled with the same negative reputation which hinders the development of open and honest organization to the present day. At first I wanted to research how to improve the reputation of philanthropic organization. However, I found this too broad and vague and improving the reputation of the entire category would be unjust since many organizations are still holding merely the function of a cover business. I started thinking how the reputation be improved of the ‘good’ organizations in a multi-beneficial manner. I discovered that there is little or no youth in the managerial boards in philanthropic organization for various reasons such as lack of knowledge and skills and this might be exactly what can trigger a better communication between nonprofit organizations and the public. I chose youth because it is the public segment which has high working capacity (in contrast to children or seniors), they are in the beginning of their career path so they are not involved long-term with an employer. They are well aware and keep track of trends and new technologies and as they are in the beginning of their careers they need to develop new skills and qualities and build wider networks. Last, it has also a benevolent purpose which satisfies the need of social contribution.
     I return again to Foundation Dimitar Berbatov, which I find suitable for this research as it is high in brand recognition and is suitable to lead by example by adapting the communication strategy of involving young people in the decision making process. Over 1.5 million people follow Berbatov on social media which will facilitate the execution of this strategy.
1.7. Advisory question

   How can Foundation Dimitar Berbatov encourage young people to take part in the decision-making process in charitable organizations?
1.8. Research Questions
1.8.1. What factors affect young Bulgarian adults for becoming more active is philanthropic activities?

1) How do young Bulgarian adults feel about philanthropy and charitable activities?

2) Which type of charity has the highest awareness among the target group?
3) What philanthropic activities do young Bulgarian adults undertake?

4) What do young Bulgarian adults think is the impact of personal engagement in social causes on the general welfare? 

5) Which factors increase young Bulgarian adults’ willingness to get involved with charitable organizations? 

1.8.2. What is the attitude of young Bulgarian adults towards charitable organizations?
1) What do young Bulgarian adults think about charitable organizations?
2) How well are results from social causes, current work, activities, mission and values of foundations in Bulgaria communicated to the target audience?
3) What factors influence the target group regarding forming an opinion about charitable organizations?

4) What do Bulgarian young adults think of youth involvement in decision making in charitable organizations in Bulgaria?
5) What is the target group behavior on social media in relation to philanthropic causes?
1.9. Methodological introduction

     As methodology for this research I have used a triangulation approach where I have applied both a qualitative and a quantitative method.  In the qualitative research I have used data from reports, papers, news, archives, literature, journals and periodicals. The quantitative approach I used by conducting a questionnaire which was disturbed among 130 young Bulgarian adults. In the methodological chapter I have explained further my methodology and I have laid out the restrictions of the research, along with the justification of these restrictions and the validity and reliability of the research.
1.10. Structure
       This report is structured according to the requirements set by the coordinators of the ICM program of Hogeschool van Utrecht. It consists of a title page, content, acknowledgement, preface, management summary, five chapters: introduction, theoretical framework, methodology, findings, and conclusion and advice, bibliography, table of abbreviations and an appendix. 
2. Theoretical framework
     This chapter examines the theory applied for this research.  The first theory is the stakeholder theory, including a stakeholder analysis of Foundation Dimitar Berbatov and descriptive figures. Next are explained the theory of cognitive dissonance, the balance theory, and the elaboration likelihood model as motivation theories. I investigate social media’s role in philanthropy and social marketing tools such as crowdsourcing and digital storytelling.
2.1. Stakeholder theory
     According to Edward Freeman (1984, cited in Fontaine, Haarman and Schmid, 2006) stakeholders are groups of individuals who benefit or are harmed by corporate actions. These individuals have right to make claims as do stockholders hold right to claim actions from the management of the respective organization. The commonly known types of stakeholder theories are normative, descriptive and instrumental theory. According to Friedman (2006, cited in Fontaine et al., 2006) the normative is based on how management and stakeholders should act and view the purpose of the organization in accordance with ethical and moral codes. The descriptive theory views how they behave and see their purpose related to the organization. The instrumental stakeholder theory describes how managers should act to improve organizational results. For the purpose of this paper I will further analyze the normative approach.

     According to Donaldson and Preston, (1995, cited in Fontaine et al., 2006) the normative theory is the core of the stakeholder theory. It is fundamental that stakeholder interests which are not affecting directly the corporate strategy to be tackled with care according to preliminary established organizational ethical conduct. 
    Further Evan and Freeman (1990, cited in Fontaine et al., 2006) describe to principles- the principle of corporate legitimacy and the stakeholder fiduciary principle. The first principle suggests that companies should be managed in the benefit of stakeholders and that stakeholders must participate in the decision making process which affects their welfare. The second proposes that management should act as interest agents of the corporation when they act on stakeholders’ interests to insure the survival of the company. 

2.1.1. Stakeholder analysis of Foundation Dimitar Berbatov
          Foundation Dimitar Berbatov is founded with an initial donation in 2008 from                         Dimitar Berbatov with the purpose of the development and successful future of Bulgarian children. It is governed by the Managing Director and Head of Assembly, Dimitrina Hodzheva. 

     The Dimitar Berbatov Foundation is a member of the Bulgaria Donors Forum since 2009. Bulgarian Donors' Forum unites, represents and supports major donors (corporations and foundations) in Bulgaria in 2004. Bulgarian Donors Forum is a member of WINGS - Worldwide network to support donors and partner CEENERGI - regional initiative in Central and Eastern Europe for the development of corporate philanthropy (BDF, 2006)
     The Forum has many important partnerships with global businesses, as well as international relations with Donators Forums and Donators networks worldwide. Moreover, it is the uniting association for Bulgarian Foundations and Non-profit organizations. Its goal is to create a positive attitude in society towards charity in Bulgaria and to develop the environment for philanthropy by providing a networking platform between donors for sharing and coordinating donor policies (BDF,2006).
     The Forum has facilitated establishing partnerships with businesses and donators. Danone and FDB have a long-term partnership, launching a school sports campaign for children for the renewing and reconstruction of sports facilities in Bulgarian schools. Danone has engaged itself in this project by promising to donate 5% of each sold Danone product to the cause (BDF, 2006). 
     The Dimitar Berbatov Foundation works closely with United Partners, one of the country leaders in strategic communications and public relations.  The PR agency helps the foundation to manage events and handle media relations. 

     The media plays an important role in translating the work of the foundation to the public. The foundation has many appearances in media but does not have closer relations to a specific media. FDB mainly relies on United Partners for the purpose. 
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Figure 1. Stakeholder linkage model of Foundation Dimitar Berbatov
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Figure 2. Interest and Trust

2.2. Rogers’ diffusion curve
     Everett Rogers (1995) has examined in a research the pace by which new ideas spread amongst the public. By diffusion he means the process of communicating the innovation to its target audience. According to his curve there are five types of participants in this process: innovators, early adopter, early majority, late majority and laggards. For this research I have created a portrait of the early adopters who represent the target group of the solution proposal to this communication problem. The reason for selecting this adopter category is that these individuals have the highest degree of opinion leadership compared to the other categories. According to Rogers (1962) early adopters are typically younger in age, have a higher social status, have more financial lucidity, advanced education, and are more socially forward than late adopters. They have a central communication position.  The early majority is also valuable for this solution since they contact with early adopters and take seldom opinion leadership roles. However, they tend to adopt much slower (Rogers, 1962).

2.3. Theory of cognitive dissonance
     Festinger’s cognitive dissonance theory (1957) is an action-opinion type of theory. This means that beliefs and attitudes reflect on the actions individuals take. A discomfort appears when there is a dissonance of an individual’s beliefs and actions. The degree of dissonance varies with the importance of that belief and the amount of inconsistency between the behavior and belief. The greater the dissonance is, the higher the motivation for resolving it is. There are three outcome solutions to this dissonance. If the dissonance is low the easiest solution is to change one’s beliefs. This is more difficult to do when it comes to a greater inconsistency between the action and belief and the individual highly values his ethical principle. Then a change in action would take place. The individual would change his actions when is faced with a similar situation to avoid guild and negative feelings. If he decides to ignore the feeling, he will take a third resolution path- change in perception of action. The individual then will use a tactic of self-convince which will justify his actions and therefore neither change in beliefs, nor action, will take place.
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Figure 3. Cognitive Dissonance Theory
     Non-profit organizations play a crucial role in this scenario as their political involvement has become transparent in the web and social media. It is difficult to approach youth with positive information about philanthropic organizations, when the commonly presented information, especially in the current times of political change. By observing this situation through Festigner’s theory of cognitive dissonance I deducted that people who already have an established opinion are more likely to read or access information that confirms those opinions, rather than referencing material that contradicts that impression. Therefore smaller scale open and honest organizations stand lower chances in convincing youth of their genuinely positive intentions.

2.4. Balance theory
    Heider’s balance theory is a motivational theory of attitude change. This theory is based on the conceptual framework by which people interpret, explain and predict others’ behavior. An individual who changes his state from liking something to disliking it falls under one of Heider’s propositions to achieve balance in this his own interpersonal relation. This is caused by the pressure of imbalance which enforces one to change his sentiments to a more balance condition (Zajonc, 1960, Taylor, 1967, Hummon and Doreian, 2003, cited in Khanafiah and Situngkir, n.d.)
    Heider’s POX model (1946) visually explains his theory. If the person (P) likes another (O) and the other likes the object X, then P will be favorable to X and balance would be achieved. If O likes P but P doesn’t like X then O will not like X. In those cases a balance is achieved. If O would like X then an imbalance would be present and this is what the individual avoids. 
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Figure 4. POX  model

     If we analyze the problem situation through Heider’s theory(1946) young Bulgarians who have developed a negative attitude towards the government also have a negative attitude towards NGOs because some NGOs are favorable to the government and are politically involved. To achieve interpersonal balance individuals who dislike political institutions begin to dislike nonprofit organizations. Further, individuals who dislike politically involved NGOs start to dislike the Buglarian Donor’s Forum (BDF) since they have a favorable relationship. Thereafter small scale NGOs who wish to gain popularity and raise support create a relationship with BDF without forecasting that this will cause imbalance in the public and enforce them to start disliking those organizations because of their connection to BDF.
2.5. Elaboration Likelihood Model     
     The Elaboration Likelihood Model (ELM) is a scientific theory that characterizes humans as reactors to a stimulus making a desired reaction or attitude change achievable (Petty and Caciopo, 1986). There are two routes to persuasion -- the central route and the peripheral route. The central route uses message elaboration, and can produce a major positive attitude change, while the peripheral route uses six different message irrelevant cues to illicit a quick response with a minor shift in attitude. Attitudes formed under high elaboration (the central route) are stronger than those formed under low elaboration, making this level of persuasion stable and less susceptible to counter-persuasion. Attitudes formed under low elaboration (the peripheral route) are more likely to cause short-term attitude change.
    To reach the target audience most effectively for this philanthropic subject it is best to adapt a central route approach where the audience is exposed to a message which will trigger an emotional empathetic reaction of Bulgarian youth. For this model the audience must have proper ability and motivation to process this message and this fits ideally to this target audience of young Bulgarian active citizens. This method requires a more cognitive and deeper interest in human prosperity unlike the peripheral one which is more suitable for promoting simple messages such as satisfying basic human needs. Using the central route of sending a message to the audience will enforce them to think more and be more observant to the actual condition of philanthropic development in Bulgaria and decide themselves their worthiness in participation.
2.6. Social media strategy in charity 

    Many business people who are not using social media for professional purposes do not see the new social networks as something that important they need to adapt to their communication strategy. The world is changing, the audience is changing and so is the medium. People want to communicate, to have a dialogue, and if companies prefer to strictly hold tight to traditional media it will not have a good outcome for them. Nevertheless, it is not one media tool on the account of another, it is best to apply both in a cross media strategy. 

    Tom Watson is the president and founder of CauseWired, a consulting firm advising clients on the social commons: nonprofits, foundations and companies. Tom is a journalist, author, and a consultant who has worked at the confluence of media technology and social change for more than 15 years.  He says the following in the interview,

     It's very easy to jump into social media, but if you're an organization with a track record in a certain sector - or an ambitious social enterprise - some patient listening at the beginning will pay off. Spend time getting to know the voices, the issues, people with big followings, the funders, and the competition. Make Twitter lists, join LinkedIn groups, like some key Facebook pages. Make some notes and see where the channels are. Then let your voice be heard. And this advice always applies - even organizations with big followings and social media operations shouldn't just broadcast. They should listen, be respectful and generous, and be part of a larger conversation.
    As some journalist and business professionals may see social media as hype, it has been growing every day for the last five years. It might not be here “for good” but at this pace, nobody can tell how far it will go in the next five years. This is why a company, and NGO, should “do its homework” and gradually go into the deep social network waters rather than establish presence overnight. 

     Heather Mansfield is the owner of DIOSA Communications and principal blogger at Nonprofit Tech 2.0, a social media guide for nonprofits. She created and maintains the “Nonprofit Organizations” profiles on Twitter, Facebook, Google+, LinkedIn, YouTube, and Pinterest, which cumulatively have more than 750,000 friends, followers, and fans. She shares her wisdom,

     Nonprofits often misunderstand the power of social media. It’s not the tools themselves that are powerful. Simply having a presence on Facebook, Twitter, Pinterest, or Google+ does not guarantee success. The reality is that your nonprofit’s social media campaigns are only as good as the person who is running them. To ensure success, it is essential that your social media staff have experience in writing website and blog content, publishing an e-newsletter, managing online fundraising campaigns, and working with digital photography and video. Those are the skills upon which a successful social media campaign is built.
     Social media is not a study field, but a type of medium. So being an expert in social media without being an expert in journalism and/or PR etc. is very unlikely. In NGOs like in the corporate sector, there is need for a communications specialist, someone to lead the dialogue with the audience no matter what the means are. Creativity and innovation are also qualities that go hand in hand with digital dialogue.

     Marcia Stepanek teaches social media strategy and cause video in the Master's program at the Heyman Center for Philanthropy and Fundraising at New York University. She is also the founder and Editor-in-Chief of BrandStories, a video, news and emerging media studio in Manhattan that makes 1-2 minute documentary style films to help good people, good companies and nonprofit causes move their missions forward and make a difference in the world. In the interview she states,

     Short-form video storytelling also is becoming an important, if not critical new way, to convey a nonprofit's mission. The stories of those impacted by a cause can be shot and produced inexpensively now, on smartphones by staff and volunteers, and distributed widely through social networks to give donors proof that their dollars are being used to make a difference.
    I attended a conference for PR marketing and strategic communication where Sebastian Hejnowski, renowned expert in the field of crisis and social communication, CEO for MSLGROUP in Poland, held a lecture on storytelling in the digital world. This new trend in the communication field has some great advantages over traditional instruments. It has a stronger emotional appeal; it attracts higher attention, sticks to the longer term memory and resolves into higher impact of the main message. 

2.7. Social marketing 

2.7.1. Digital storytelling
     Digital storytelling is the marketing tool which changed the way stories have been perceived until the digital revolution of the 21st century. The resources available to incorporate into a digital story are virtually limitless, giving the storyteller enormous creative latitude (EduCase, n.d.). It can be used for educational, informational, commercial, persuasive or other purposes. The industry is constantly expanding and implementing new technologies but so is the general public. 

     Media tools which have been used ten years ago are unlikely to have the same impact on their target groups today. The world is changing and getting a message across requires not just the right mediums, but also a creative and original way to do it. Storytelling dates back to ancient cultures such as rock art during the Paleolithic era. The whole purpose of storytelling is to convey an idea with words and images.  For this to work a good storyteller must include a suitable plot, characters and narration. Digital storytelling is different in the resources it uses. Film, animation, 2D and 3D animation and graphics, illustration and sound are examples of such resources that are relatively new to a broader range of implementation. (Hejnowksi, CEE Conference on Strategic Communications, Sofia 2013).

    A decade ago these tools were an end in themselves whereas today the different industries have learnt to strategically use them for their own purposes. So why are businesses attracted by this technique for conveying a message? According to Hejnowski digital storytelling is advantageous for its emotional appeal, strong impact and it grabs attention easily and lasts longer in the memory. Usually digital storytelling is presented in a video format between two and four minutes where there is a beginning, middle and end. 

    Digital storytelling can be adapted for different purposes such as education and trainings, advertising and promotion, gaminig and entertainment, social marketing and advocacy campaigns (Miller, 2008). Social marketing is the justification of applying this communication tool for the research. Miller explains that it is a specialized form of promotion, designed to change the way people behave and to motivate them to take positive actions. 

2.7.2. Crowdsourcing
          Crowdsourcing is becoming a viable tool for foundations, and nonprofits in general. It is a way to talk directly to the community, reducing the channel link to minimum. Crowdsourcing represents the act of a company or institution taking a function once performed by employees and outsourcing it to an undefined (and generally large) network of people in the form of an open call. This can take the form of peer-production (when the job is performed collaboratively), but is also often undertaken by sole individuals. The crucial prerequisite is the use of the open call format and the large network of potential laborers. (Howe and Robinson, 2006, cited in Brabham, 2008)

In a video presentation for his book on crowdsourcing, journalist Jeff Howe explains how communities form online,

When a company takes a job once before performed by employees and outsources it in a form of an open call to a large undefined group of people generally using the internet. The person qualified isn’t always the best person for the job. It’s “Wikipedia” with everything. The technology has become so good that it’s easier for people to become very good. Online communities are building blocks of crowdsourcing- people come together and self-organize in productive units. 

     This has become an applicable too l in the commercial, political, corporate and nonprofit world. Crowdsourcing is the base Bulgarian foundations need not only to retrieve the trust of the public, but for creative resolutions of current issues that foundations address.

2.7.2.1. Crowdsourcing approaches 

     Global Living has an interesting case- it helps corporations and foundations create crowdsourcing campaigns. GlobalGiving is an online resource that connects donors with causes around the world. Since 2002, GlobalGiving has raised $36,900,150 from 140,976 donors for 3,677 projects worldwide (Korngold, 2011).
     Hecklinger the CPO of the company, (Korngold), shares four distinct types of crowdsourcing according Beth Kanter: creating collective knowledge or wisdom, crowd creation, crowd voting, and crowd funding. 
     Hecklinger says that GlobalGiving deploys all four types of crowdsourcing in partnership with corporations; companies have used one or a combination of the four approaches to match corporate social innovation efforts with community needs, to engage customers in new ways, and to increase employee social engagement.
     Hecklinger says that companies can really help motivate the crowd to identify and fund ideas that would not otherwise have a chance.
     Beth Kanter (cited in Huffingtonpost, 2010) elaborates further on the approaches.

     Creating Collective Knowledge or Wisdom focuses on the problem solving capabilities of a crowd rather than an individual. People contribute with their actions by sharing observations, insights and experiences with the mediator- journalists, editors, communication specialists or whoever makes use of this information. The whole idea behind this model is that using social media, SMS, web mapping or other individuals can give feedback, comments, or simple provide data which in the end has a positive philanthropic value, that facilitates the work of the foundation.

     Crowd Creation is a different approach to crowdsourcing where the crowd usually develops original knowledge or art works. This is the creative process in which individuals can openly express their ideas if they wish to see their ideas in action. Naturally, it is not guaranteed for the idea developers that their proposals will be implemented. This approach is suitable for FDB because the foundation is the most recognized domestic one, according to reason research by the Bulgarian Nonprofit Policy Centre (BNPC). The Facebook page of Dimitar Berbatov has over 1.5 million followers, which makes room for crowdsourcing. 

     Crowdvoting is the best method for receiving feedback through votes, tips, ideas, products, places, people. The process of crowd voting makes projects more transparent thanks to the feedback given from the crowds. The best way to apply crowd voting is through hybrid method where expert opinion is combined with the data gathered from opinions by voting. This process is not as mindfully engaging as sharing ideas and knowledge so it is suitable for large-scale projects where a quantitative approach is more appropriate. 

     Crowdfunding is the most popular method of crowdsourcing where the purpose of the project is laid in front of the approached crowd and whether they support the idea or not, individuals can make the decision to fund or not to fund the social cause. This method is also suitable for FDB because of the high access to a big audience. However, in order of this to work a good communication strategy must be designed so that what is desired from the crowd is clearly framed. 

     For FDB I believe that a combination of Crowd Creation and Crowd Funding is most appropriate for the moment. Using the Facebook fan page of Dimitar Berbatov and the page of the foundation are reasonable means for crowdsourcing due to the large number of followers which gives high opportunities for receiving feedback from the crowd as well as funding of projects. A great advantage of the foundation is the long-term relation with the beneficiaries. In this case a separate crowdsourcing initiative, where Crowd Knowledge and Crowd Voting can be implemented for better project results and higher satisfactory on both sides and then reflected to the media and public. 

2.7.2.2. The CitizenGulf Project (case study)

  “Crowdsourcing is literally and simply empowering your community to do specific tasks without the organization, but on behalf of the organization, through active management,” says Geoff Livingston (2010), the co-founder of social media communications agency Zoetica, which works primarily with non-profits.

     In an interview in Mashable (2010) Livingtson shares his experience about how he got interesting in crowdsourcing triggered by the Deepwater Horizon explosion. In cooperation with Citizen Effect and Live Your Talk he organized a national day of action called  CitizenGulf, after a Twitter hashtag.
     Twenty cities participated by hosting events, and the cumulative $10 entry fees amounted to almost $11,000 that was used to send eight children of fishermen affected by the oil spill to an after-school program for a year.
     “What was really special about that is that these 20 cities got together, they met face to face, they did their own event, they created it, and they were free to crowdsource and innovate,” Livingston says. “And I think when people are empowered to become a part of something — not told what to do, but literally, make it their own, make it part of their life, make it feel like their $10 and two hours of time means something — wow, that’s powerful.”
3. Methodology
     This chapter will explain my methods of gathering information for this paper. I have applied a triangulation approach- both a qualitative and quantitative methodology in this research. I have laid out the restrictions of the research, along with the justification of these restrictions and the validity and reliability.
3.1. Triangulation

     I have chosen a triangulation approach as a mean of research to my topic. By applying this method I increase the validity of the research. I create a convergence by using multiple data sources which reflect the multiple methods to define that which is truth. I first applied qualitative methods to gain deeper understanding to the problem and then combined it with the quantitative technique to gather knowledge about the issue in the form of numbers that can be summarized in statistical terminologies. 

3.2. Qualitative research 

    For the purpose of this paper I researched reports, literature, periodicals and journals, case studies, conferences, web sources and conducted three interviews. I used research databases such as Lexis Nexis and Google Scholar for finding sources containing information about philanthropy and NGOs.
    The gathered reports, studies and academic work came from sources such as the National Committee for Responsive Philanthropy, The World Giving Index research conducted by the Charities Aid Foundation and The Civic Society Index report written by the Center for Studying Democracy. 
     I conducted three interviews for the purpose of this paper. The interviewees were Dimitrina Hodjeva, Managing Director of Foundation Dimitar Berbatov, Nelly Radeva, Managing Director of Foundation I Can Too and Simeon Vassilev, Public Relations Officer of Foundation Credo Bonum. Hodjeva represents the foundation whose communication problem I am addressing. Radeva is presenting a similar NGO, also focused in children and in public benefit. Vassilev is representing the foundations in private benefit and with cultural focus.
    The interviews were structured, including 14 questions (page 36 in the appendix). They were structured so that I can compare the answers of the interviewees. The questions were yet open and not yes and no questions so that the interviewee can easily elaborate on his or her statement.  Their number was fourteen because I didn’t want to take long for the interviewees and because these were the questions I consider of highest importance for my research. Each interview took approximately half an hour.

     I asked questions regarding charitable organization reputation to examine how they feel regarding the level of openness and honesty among Bulgarian foundations. Further, I asked questions regarding their opinion of volunteers and youth involvement- if that is an aim of the organization and why they are striving for their participation. Next, I examined what the charity organizations believe about their brand identity and what the desired identity is. I asked questions to find out if they think that foundations’ reputation is generalized in the whole category or if the audience makes a strong distinction between the different charitable organizations. I wanted to find out what techniques do Bulgarian foundations use to track their reputation and how they follow the development of philanthropy in general. Moreover, I asked about the desired identity that those foundations wish to achieve. I also investigated the attitude of philanthropic entities towards partnerships with other players and how it affects the brand image. Finally, I wanted to find out how these organizations utilize social media to adapt it to their communication strategy and where they believe improvement is needed to reach their target audience. 
3.3. Quantitative research 

     I conducted a questionnaire which was filled by 130 people, who fit the description of the target audience. The questionnaire, found in the appendix, consisted of 20 closed questions. The questionnaire was conducted online (kwiksurveys.com) and the questionnaires were filled within one week. I processed the raw data in the website and converted the information to graphs and charts also online. I categorized the questionnaire into three groups: philanthropy awareness, attitude towards charitable organizations and social media behavior.

3.3.1. Philanthropy awareness

     I asked the target group about their opinion of the importance of the welfare of the nation. I asked how do they interpret charity and social contribution and what types of charity are they most aware of. I included questions that research what the target group believes about the level of impact of social cause involvement on the general welfare. I then forwarded questions about their participation in charitable work. I asked if they agree that young active people should increase knowledge about philanthropy raise awareness about creative initiatives for the welfare of humanity and if they would participate in such campaigns. I researched level of satisfaction with available information about philanthropy and its quality. I asked the target group about their vision of future development of philanthropy. 
3.3.2. Attitude to charitable organizations 

     I asked questions about the opinion of young Bulgarian adults of charitable organizations. I asked what factors influence their trust in a given NGO and what media facilitates the most their shaping of opinion. I examined the level of satisfaction by the information distributed by NGOs about their work and activities, values, mission and vision. I asked further what young adults believe are the main motives of charitable organizations for their actions. I then analyzed the attitudes about specific Bulgarian NGOs by asking questions about their awareness, attitude and approval of the organizations’ activities. 
3.3.3. Social media behavior 
     I asked questions about the social media behavior of the target group. I asked how often they use different media such as television, radio, social media, and others. I asked for what purposes does the target group most often use social media. Then I asked content to what categories do they share the most. Further, I analyzed the social media and social cause relationship by asking questions about participation in discussion groups, social cause content sharing and searching charitable events.
3.4. Research restrictions
3.4.1. Reliability in the qualitative research

     To ensure reliability in the qualitative research trustworthiness of the source is crucial since without reliability there cannot be any validity to the information. Periodicals and journals were difficult to determine their reliability in data about controversial and illicit activities in relation to nonprofit organizations. Reliability of researches and reports conducted by foundations was also questionable. The interview with Ms. Hojdjeva has the highest reliability of the three interviews I conducted because she represents the organization, whose communication problem I am addressing and therefore she has the best interest in giving reliable information. Vassilev and Radeva are also reliable sources but the interests they defend first are those of the organizations they represent rather than those of the research.

3.4.2. Validity in the qualitative research

     Validity of the information is determined by the reliability of the source by the researcher. The validity is affected by the researcher’s perception of validity in the study and his choice of paradigm assumption such as quality and trustworthiness. A restriction to this research is that I as the researcher determine which data is valid and trustworthy and will not use data whose validity I trust. 
3.4.3. Reliability in the quantitative research
    There is a certain amount of reliability restriction in the quantitative research. To determine if the data is stable I must conduct the questionnaire several times to different representatives of the target group within a different time frame. This would determine if the measurements stay the same over time, according to the test-retest method. The method however is also not completely reliable since extraneous influences may cause a change in the attitude in the given time period. This relatively accurate method also requires a higher input of resources which restricted its execution.
3.4.4. Validity in the quantitative research 

   A restriction to this research was construct validity. The construct as initial concept is the constant measuring which data to be gathered and when the researcher processes himself the data he reduces the amount of validity in the test because of his attempt to justify his research. As this is an individual work I have processed the data myself in as objective as possible manner. 
4. Findings 

     In this chapter I have analyzed the findings of my research. I have included two subchapters: qualitative and quantitative research findings. In the qualitative I analyze three interviews with NGO representatives. In the quantitative part I describe with graphs, numbers and percentages the statistical results of the conducted questionnaire.
4.1. Qualitative research findings

4.1.1. Findings from interviews with NGO representatives 
4.1.1.1. Interview with Dimitrina Hodjeva, Foundation Dimitar Berbatov  

     Dimitrina Hodjeva, managing director of FDB, states that large corporate-like foreign foundations continue to receive vast sums of money from outside to lobby for different interest. 

     To the question “How do you think the degree openness and honesty among charities/NGOs has changed (improved or worsen) in the last five years?” Hodjeva answered that while NGO giants are still prevailing there is no space for commenting openness and honesty, since their initial purpose is utilization. Newcomers, small NGOs are trying harder to gain the public’s trust and respect, but those entities are miniature and rare.

     Dimitrina Hodjeva share that her impression of the attitude of Bulgarian youth towards Foundation Dimitar Berbatov is positive and based on the long-term relationship established with the beneficiaries which is not as common for other foundations. “Young people are fond of charity because they are not burdened by controversial leaked information from the passed” Hodjeva explains. 

     Hodjeva agrees that youth is an important asset in the decision making process and their opinions and fresh ideas are constantly sought. “Without the youth’s collaborative work we cannot establish ourselves are interesting to that target group and understand what they like and think. We try to collaborate in different ways with them.” says Dimitrina Hodjeva.

     To the question “Would you agree that NGO reputation is overly generalized in Bulgaria or do you believe each organization has its own distinctive reputation?” miss Hodjeva sees both statements as true- the sector has an immensely negative reputation and even the most non- elitist ones suffer from the actions of the giants.

     Miss Hodjeva says that FDB as a famous foundation with many diverse projects have gained a positive reputation among the public and it helps the sector a bit brighter.

     Further on, Ms. Hodjeva explains that an image on a category is built through the sum of reputations of all the players in the field of philanthropy. 

     Moreover Hodjeva states,

We are one of the few NGOs that have a wide range of relatively constant beneficiaries with whom we come in contact. They and the circle of people around them (parents, teachers, and others) are those whose opinions we care about and because of whom we are willing to change. And although our budget is largely determined by our relationship with the business, we would not like to change so that we become likable by more companies. We strive to commit to the partners with whom we share common values. We pay far the most attention to direct contact and the use of Facebook, where an even wider range of people express opinions about our work.
4.1.1.2. Interview with Simeon Vassilev, Foundation Credo Bonum 
    Simeon Vassilev is the PR manager of Foundation Credo Bonum- a foundation operating in private benefit with a cultural orientation. He shares,

I definitely believe we are going towards more positive perception of the NGOs and charity organization in Bulgaria. People in general discover that these organizations are not whims of reach people in their quest for better image in the public, but are true leaders of actions toward a better society.
    There is a need for more young people to become engaged in the sector and having early adopters already involved in various social causes is a very opportunistic sign. Foundations which are open and honest are keen on getting more youth on their boards. Simeon Vassilev shares,

I believe that these young people are shaping the new face of the sector by their broad international perspective. We would like to have young people in our team and we would like them to participate with ideas. We aren’t putting any restrains and they have to be genuine.
    Credo Bonum has already started engaging youth in their decision making board and take interns regularly. Vassilev continues,

Every year we have internship programs and we find more and more young people inspired to work in common organizations like ours. They are eager to take part in projects and campaigns which can change the society or help for certain cause. I also believe that these young people are shaping the new face of the sector by their broad international perspective. At this stage we hired one of our volunteers who turned out to be a real gem, working hard and devoting herself to the main goals of the foundation. We of course would like to have young people in our team and we would like them to participate with ideas. We aren’t putting any restrains and they have to be genuine.

    Vassilev feels rather skeptical that a charitable organization can change the face of the whole category, however he says that every positive example one organization gives to the public, the better becomes the overall perception about the whole sector.
4.1.1.3. Interview with Nelly Radeva, Foundation I Can Too

    Nelly Radeva, founder and general manager of Foundation I Can Too shares her opinion,
The future of charity organizations in Bulgaria is bright. Despite the difficulties, the number of foundations has increased substantially compared to a decade before. Furthermore, the business has become more willing to engage in social causes and to dedicate events to charities. As a whole the impact of the charity is growing and it is going to extend to more areas of life.
     Despite the difficult political and social situation of the country, Bulgarian leaders in the area of philanthropy have preserved their opportunistic attitude. Nelly Radeva later shares that it is difficult for charitable organizations to preserve their openness and honesty to the public due to the difficult and complex law enforcements which focus specifically on transparency. However, there is a positive trend in charity- attitude and participation of young people. Radeva elaborates, 

The attitude of Bulgarian youth has changed substantially compared to the previous decade and mainly in positive direction. Youth is running its own NGOs and is more willing to participate as volunteers in other NGOs. It seems the impact of the youth social engagement reflects on business to rethink their ways to be socially responsible. Still big part of the Bulgarian youth remains out of the NGO sector and a huge problem is the indifference among young people for social problems. However, the trend is optimistic and the attitude is generally positive.
     Involving youth in the decision making process is not benefiting only the respective foundation, the young participant and naturally the beneficiary, but also impacting the public awareness on social work. “The more young people participate, the greater awareness we raise”, shares Radva.

     Raising awareness is the goal of few charitable organizations, and although it is not an easy goal, improving the reputation of the entire category through a single charitable entity is not impossible. At I Can Too it is believed,
A single NGO can definitely influence the reputation of the whole category of charity organizations and I Can Too is an example of that. We were persistent in the difficult times and we managed to change the attitude of the people and the business in positive direction. We choose to build up our reputation on the grounds of achievements and a lot of hard work. Because of the trust we receive from our partners, our initiatives are getting more and more popular. This is a way to influence the reputation of the charities in general.
4.2. Quantitative research findings
     In order to gain deeper understanding of the mindset of Bulgarian youth towards philanthropy and social cause participation, I conducted a questionnaire, which was filled by 130 Bulgarians, aged between 18 and 35. All graphs and charts, as well as the questionnaire itself are shown in the appendix from page 32 to 52.
4.2.1. Findings on charity and welfare   

· 93% of the participants feel general welfare of the nation important to them. 

· The highest amount of participants see charity as an act of random kindness (43.6%) rather than donating money (22.7%) or time (25.1%) to a charitable organization.

· The most popular field of charity work done by charitable organizations revolves around supporting the socially disadvantaged (19.7%), ecological issues (20.2%, supporting physically, mentally and/or financially deprived comes third with 14.5%. Animal rights surprising ranks high with 14.5% and healthcare results in 11.3%. Education (5.7%), Civic Society development (5.7%), Art and Culture development (3.6%) Religion (2.8%) score rather low in interest. 
· 89.4% (41.1% completely and 47.3% somewhat) believe that if philanthropy in the country improves, the whole welfare will rise.
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Figure 5. Relation of charity organizations to healthcare, education and culture in Bulgaria

4.2.2. Findings on general belief of youth about NGOs 

· 24% believe in the purity of good intention of foundations. 
· Most of the participants see NGOs crucial to development of healthcare, education and culture in the country- 21.7% agree completely and 57.4% somewhat agree. 
· 56.7% of the participants have a somewhat positive opinion of charitable organizations whereas 19.2% have a negative one.

· 41.7% are the participants who think that results of social activities carried out by charity organizations are well communicated compared to 38.3% who disagree.

· 24% believe that charitable organizations function out of concern for public welfare, 30.5% see charity as a mean of getting publicity, 24,9% believe foundations use the legal form for tax exemptions and 16% believe charitable organizations are an instrument of financial speculations. 
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Figure 6. Motives of charitable organizations in Bulgaria
4.2.3. Findings on youth participation in social causes
· The vast majority of participants agree that youth involvement in social causes improves the development of philanthropy in Bulgaria. 54.2% agree with this statement and 14.7% completely agree which sums up to 68.9% supporters.
· 10.9% participate in charitable causes on a regular basis, whereas the majority participates occasionally (45.7%) and 33.4% get involved rarely. 
· 10.1% never get involved in any causes.

· 50.2% of surveyed people say that they do charity activities mostly by helping strangers in need.

· 24.1% of the participants donate money to charitable organizations and only 3.7% claim to not participate in any causes. 23% participate in other type of actions.

4.2.4. Findings on NGO youth awareness and opinion
     In one question, participants were asked to select one of the three following options for each foundation: whether they recognize the organization’s name, if they know the activities of the organization or have a positive opinion. Only one is possible- hence if the person is familiar with the activities of the foundation, it is clear that person has heard about it and if he or she has a positive opinion it is clear that person is familiar with the activities. The people who haven’t heard of the organization, are not familiar with its work, nor have a positive opinion can leave the field for the respective NGO blank.

· 50% of the surveyed people have a positive opinion about FDB. 
· UNICEF and SOS Children’s Villages rank high with respectively 59% and 59.6% 

· Most of the surveyed target group representatives see the goal mission, vision and values of the organization as the most important factor for assessing it (26.1%). Actions and its societal contribution come second with 21.7%. The founder (9.4%), pro-active transparency (11%) and PR (8.8%) rank high.
4.2.5. Findings on youth use of social media for social causes
· 31.1% form opinion through reading media- TV, radio, print and web. The second quite interestingly is forming an attitude via personal observations (25.2%). Discussions with friends and acquaintances ranks third with 11.8%, whereas more thorough techniques such as reading websites of the organizations (7.6%), expert opinions (6.7%) and investigations (5.6%) rank relatively low. Reading blogs ranks lowest with 2.5%.
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Figure 7. Means of forming opinions on charitable organizations
· Very few people (15.6 daily and 15.6 weekly) read blogs whereas the majority rarely follows any (24.8% less than once per month, 11%- never).
· 45.5% never use Google +, 61.5% for Twitter and 60.2%- Pinterest. 

· News websites are followed daily by 54.4% and Facebook and Youtube surpass all other media with respectively 87.6% and 70.2%.

· Traditional media is not outdated - over half of the participants watch television, listen to the radio daily or weekly. 
· Newspapers and magazines score positively with app. 30% daily or weekly newspaper consumption and twice as less for magazines.

· The purpose of social media used by the target audience is mostly networking and following news – 32.2% and 30.6% respectively. Following event information ranks third with 16.6% and forth are comments- as a mean of two-way communication. Blogs, forums, gaming and bookmarking are not popular in their ranking.

· The content shared most by the participants in the questionnaire is music (21.9%), news related (17,5%), humor (13%), art (9.2%), sports (8.2%), political (7.6%), and social causes scores the modest 5.4% of sharing. 

· 46.6% occasionally search for social causes on social media and 12.1% do it on a regular basis. 
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Figure 8. Information searched on social media about social causes
· 42.2% say they never      participate in discussion groups related to social causes. 29.3% have selected “rarely” and 19% - “occasionally”. 

· 56% completely and 37.9% somewhat believe sharing social cause related content is truly beneficial. 
5. Conclusion and advice

     In chapter five I state my conclusion and advice on the problem. I conclude the results of my findings. From this evaluation I formed advice on how to involve young people in the decision making process by using social media. I examine two pillars of social media marketing tools- crowdsourcing and digital storytelling. 
5.1. Conclusion

5.1.1. Qualitative research conclusions

· Large scale global NGOs lobby foreign interest while giving money for different social causes to smaller charitable organizations. Small scale NGOs are seriously affected by this- they must conform to the policies of the global corporate-structured nongovernmental organizations, and that does not always comply with the organizational culture and values. Other small scale charitable organizations which refuse to answer to higher nonprofit entities and refuse sponsorship are still largely influenced by their categorization.

· Young adults are not burdened by the communist past and NGO related conflicts after the changes in 1989. However they have the advantage of the digital age to access information easily and form their own opinions. Still they are not deeply involved with issues revolving around nonprofits. They are supportive of social causes and many volunteer or do internships at Foundation Dimitar Berbatov, Credo Bonum and Foundation I Can Too. 

· Young Bulgarians are an important asset to the charitable organizations and can contribute with a range of qualities such as fresh and creative thinking and practicing theory from higher education. This and other factors raises hope for philanthropist to bring a good name to the NGO sector and develop it for the public welfare.

5.1.2. Quantitative research conclusions

· Young Bulgarian adults are concerned about the public welfare.

· They believe that philanthropy must be developed and that nonprofit organizations have this duty.

· The most popular types of charitable activities young adults recognize are work related to helping the socially deprived, environmental causes and animal care.

· The target group agrees that by youth involvement the sector will thrive faster towards development.
· Young adults are doubtful and untrusting towards NGOs. They assess a nonprofit organization by its mission, vision, values and activities. However, the results of the work and activities of charitable organizations are not well communicated. They believe most of the sector functions for reasons different from public welfare concern such as publicity goals, tax exemptions and financial speculations.

· Very few donate money or get involved in NGOs as an act of benevolence. Most of the target group sees helping a stranger in need a more genuine philanthropic action than donating time or money to a charitable organization.  

· Foundation Dimitar Berbatov has a positive reputation among young Bulgarians and can affect the condition of the entire category

·  Media impacts greatly the attitude of the target group towards charitable organizations. Most effective are news websites and the traditional media. 
· Social media is widely used for networking and other causes but rarely for benevolent purposes. Young adults do not often search for social causes on social media and hardly ever share cause-related content. However, they believe that sharing such information has a positive impact on the beneficiaries of the campaign. 

5.2. Advice

         Young Bulgarian adults are not convinced of the good intentions of NGOs and involving them in the decision making boards requires a suitable communication strategy. To end the cycle of the cognitive assonance of the target group towards charitable organizations NGOs must use a new technique which will send an appealing message. The technique or communication tool I am referring to is digital storytelling. In a rich narrative, using animation for visualization, with sound and voice-over the video will introduce youth in decision making in charitable organizations in the form of a story of a target group persona. The narrative will penetrate into the fictional character’s life and illustrate how by crowdsourcing he is able to participate in the decision making of a charitable organization of his own preference, dealing with social, environmental, racial or any other kind of issues. The methods of crowd knowledge, crowd creation, crowd funding and crowd voting are explained to list the possible ways of participation. If the young person thinks he can contribute further by using his talent, knowledge or experience he is welcomed on board to practice these virtues.
    This campaign must be launched in social media, administered by Foundation Dimitar Berbatov as a representative of the NGO sector. Charitable organizations approving this strategy are welcome to participate as beneficiaries to this youth engagement campaign under the conditions and policies stated by Foundation Dimitar Berbatov. 

     As crowdsourcing is a digital media tool, the associate charitable organizations are also required to administer active social media accounts in Facebook and optional in Youtube and other types of social media. 

    The implementation of this strategy will bring transform the attitude balance, explained by Heider and will improve the reputation of open and honest representative organizations of the sector not just by increasing awareness but involvement as well.  The cognitive dissonance will also disappear as the conflict of beliefs and actions will be resolved by the overruling action which will replace disbelief with trust and awareness. 
5.3.  Recommended further research

         This topic needs further research. The foreign NGO lobbyists need to be further examined. Research questions such as which are the global foundations investing worldwide and domestically in Bulgaria; what are their claims, beliefs, values and goals; who are the founders; where do they come from; in what types of causes do they invest; what are their policies and requirements; what forecast exists in relation to those organizations? 

     In relation to the problem of illicit activities and political involvement of nonprofit organizations further research is recommended to analyze how foreign countries have resolved similar cases and what recommendations and regulations they suggest. 
    The importance of youth involvement is also to be researched thoroughly. More specifically, the relation between the role of their freewill participation in social causes, organized by charitable foundations, and the general public’s attitude towards NGOs. 

     Finally, I recommend the influence of social media on charitable organizations to be further examined and analyze new digital communication tool and their implementation to social cause awareness and contribution. 
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Appendix
Definition of foundation 

     A foundation is a legal person without membership composition, which conducts community service or private benefit activities. There are also no setbacks for foundations to support projects that are realized abroad. There is also a possibility for a foreign legal non-profit entity to establish a branch in the country if its objectives do not contradict to the public law and order in the Republic of Bulgaria. 

     The establishment of the Foundation is done through a gift or bequest legislative act. Foundations are not allowed to have a business purpose but they can perform some limited economic activity. In this sense, the ability to freely generate profit is very limited. Founders of a legal non-profit entity can be Bulgarian and foreign legal and physical persons. Property submitted with the articles of association is considered property of the foundation. Firstly, a special escrow account has to be opened. Then, one or more governing bodies which can be personal or collective have to be set. The specific powers of the governing bodies of the foundation are expressly and exhaustively regulated by statutes. Community service non-profit organizations subject under the law of the Accounting Act. Foundations as a kind of legal non-profit entity and enterprise within the meaning of Accounting Act are required to keep books under the general rules. Their annual financial statements are not subject to independent audit of article 38 of the Accounting Act. All non-profit legal entities including foundations can be converted into another type of non-profit organization, where they can join, merge, separate from and set apart other organizations. 

     The only advantage that affects foundations is the tax relief stated under the Local Taxes and Fees Law. The non-cash contributions in a legal non-profit entity are exempt from tax. Contributions of donors (individuals and legal entities) are not taxed, but the foundation as a legal person is liable for tax on the received donation, whose value is 5%. Foundations must be registered in the territorial division of the National Security Institute. Foundations are registered in the regional offices of the National Security Institute within 7 days of their entry into the court register or act of establishment.
Background of the first foundations in Bulgaria 

     On the 4th of March 1992, prime minister Ivan Kostov signed a document which allows “Sapio” Foundation to proceed tax-free imports and exports for one week, without explicitly defining the nature of the goods. The reasons for this deal are unknown but most likely on a personal scale. Although the document specifically stated only one transaction, the owner and also parliament member of the National Assembly, Yasen Zlatkov, imports much more than the permitted goods which amount over 5 million lev. An example is the retention of two whiskey loaded trucks at customs where they are shortly released after a phone call from the minister of finance. The damages by this foundation are estimated over 13.5 million dollars.

     Another famous foundation is the one established in 1996 by Elena Kostova, the wife of the former financial minister, Ivan Kostov. The two other co-founders of the foundation were Antonina Stoyanova, the wife of former president Stoyanov and Alisa Sofiyanska, the wife of the former mayor of the capital of Bulgaria. This political “wife” foundation collaborated with the biggest charity organizations such as The Bulgarian Red Cross, together which initiated summer school programs for children and collected old clothes for exchange. The money however for the organization was transferred to the bank account in Ingbank. It carried out many charity activities such as building orphanages, organizing concerts, entertainment and holidays for disadvantaged children. The foundation was accused of racketeering regarding its funding and lack of transparency in relation to the source of its funding. 
     Elena Kostova had been accused of spending over 25% of the financial resources for personal use. According to a left wing party member, Kostova’s foundation had received peculiar money transfers from big state companies such as the Bulgarian Railway, amounting to 1,8 million lev, which had not been paying regular salaries to employees and had raised prices. Kostova denied spending large amounts of money and claimed to have spent less than 2% of the funding. However, later in the year 2000 a famous Bulgarian press agency had received incriminating proof of the foundation receiving money from firms directly connected to the Russian mafia and KGB. In 1997 it received 80,000$ donation from a Swiss company Telenord as donation, which later came out that it was not listed in the group of funding entities (OMDA, 1998). While Kostova denied these transactions, Luchanski, founder of Telenord, who is also a questionable Russian businessman admitted to have financially supported the right wing party Union of Democratic Forces (UDF) with $1.5 million. 

     After this event Kostova claimed that from there on the list of donors will not be publically accessible since the law did not require such practice. Furthermore, she announced that they do not receive laundered money and that they have practices to check this, which she didn’t wish to reveal. In 2000 Kostova confirmed the accusation of the received money transaction from the Swiss company and explained that the money had been used to build houses for the indigent. The foundation also received other funds such as a funding by the EU where together with Open Community, another philanthropic foundation, was granted 581 million lev. Another donation was received from an odd Lebanese businessman, who purchased Sofia’s most emblematic shopping center via offshore company and donates 50,000 $ in support to the foundation, but actually support UDF.

     After the revelation of illegal schemes, the foundation of the former prime minister’s wife, Elena Kostova, faced severe charges. In 2005 Kostova was summoned in court for covering taxes. The foundation had registered different amounts from the actual received. This is why Luchanski’s name did not appear in the list of donors and why Kostova decided to hide it from the public. However, Ivan Kostov intervened and soon the whole case was concealed. 
Famous Bulgarian Modern Foundations and their inspiring figures (case studies)
     Foundation Bulgarian Memory (FBM) is a public benefit based organization which encourages and supports nationally directed causes and initiatives, developing the citizen community by conforming the culturally historical Bulgarian heritage to the European community. The goal of this foundation is to educate young people about Bulgarian history, culture and national values; to sponsor such initiatives which generate qualification opportunities for Bulgarians living outside their country to integrate both culturally and economically in the Bulgarian community; to finance recreational projects of statues and cultural and historical symbols of Bulgaria; to conduct scientific research on a global scale, according to EU policies. Dr. Milen Vrabewski, owner of the biggest private scientific research organization for the SEE region and founder of FBM was awarded Person of 2011 by the BCF. He is a good example of a philanthropic actively involved leader. Dr. Vrabewski was inspired by his grate grandfather who was a patriot and leader during the renaissance ages in Bulgaria. (media.framar.bg, 2012)
     Another famous foundation is Blagotvoritel. Its aims are activating the creative potential of people who we are supporting and to promote the universal human values. Since its creation, the Foundation Blagotvoritel supports the education of orphanages children and young people to cope successfully in their own way, through long-term projects. One amazing project the foundation has achieved is the creation of computer labs for 21 orphanages. The whole project was accomplished through charity- system administrator, donated software and old unused hardware (Blagotvoritel, 2013). This initiation is proof of the existence of this new generation of philanthropists. In this case it is seen in the image of Stoyko Petkov, founder of Blagotvoritel. In an interview the businessman explains how his philanthropic actions today were triggered nine years ago when he donated a great deal of money to charity for children. He shares how he saw that a single act of kindness has a very little impact and that if he really wanted to see social change in a positive direction he had to take different measures and get personally involved. 

     The Aleksander Foundation is a different type of philanthropic entity which focuses on university students. The primary goal of the foundation is to promote and support the development of the Bulgarian university education through a number of initiatives including the organization and sponsorship of conferences (Aleksander Foundation, 2005). The Founder, Alek Petrov, who has worked for Lehman Brothers in London and is currently advisor for McKinsey, was inspired be all the people who have helped him along his way that he decided to create a network for young economics studies students to exchange knowledge, practice, support and help each other in career growth. Successful studnets have the opportunity to gain knowledge through practice by meeting real successful people, listening to presentations, attending conferences, participate in games, attend the Summer School of Economics. In the end the effect is spectacular, Petrov shares, a strong bond is built between students and professionals through the foundations (Stanev, 2010). This is another example of philanthropic action where the founder is inspired to help in the direction of his own interest.

     Other businessmen have also stepped into the path of philanthropy. Communitas is a foundation established in 2006 to create sustainable development of the citizen community in Bulgaria and call for European integration and Euro-Atlantic partnership. The founder is Svetoslav Bozhilov who is a famous banker and co-founder of CiBank- one of the bigger banks in Bulgaria. The other co-founder is Tsvetelina Borislavova who also owns Credo Bonum foundation which is responsible for conducting market economy research; public debates on socially significant topics; supporting and helping the disadvantaged; renovate historically significant landmarks (Credo Bonum, 2009).
     Here is where things begin to look suspicious and difficult to trust the legitimacy of such foundations. Speculations arise when the name of Svetoslav Bozhilov aligns to Tsvetelina Borislavova, who has been accused in many illegal schemes, mainly for laundering money for organized criminal groups, as well as for the personal illegal transactions of former prime minister and ex-boyfriend of Borislavova, Boyko Borissov. According to Dr. Vasil Kirov, at the time heading the Bulgarian Financial Intelligence Agency, and currently the Deputy Director of OLAF the concern with this bank is that it is practicing connected lending with lower quality companies that wouldn't otherwise qualify.  There are also concerns about the origin of some of the assets Borissov allegedly passes through the bank (Bivol, 2012).
Foundation Dimitar Berbatov
     The main organizational subject of this research is the Dimitar Berbatov Foundation. Foundation "Dimitar Berbatov" was founded in 2008 by the football star Dimitar Berbatov, driven by the desire to contribute to the personal development and realization of children in Bulgaria. The Foundation is managed by a Director and Council. Managing Director and Board Chairman of the Foundation "Dimitar Berbatov" is Dimitrina Hodjeva. The Foundation defines itself as beneficial to the public interest. It is a non-profit, non-denominational and politically independent public organization. The mission of the Foundation is to support comprehensive young people to educate themselves, develop their gifts and talents and give them a chance to share them with the world. However, another very important aspect of the organization is the promoting of the philanthropic values to the Bulgarian society. This is why the foundation also supports other players in the field who have similar goals. 
Foundation Credo Bonum

     The case with Credo Bonum is very peculiar. Unlike the majority of Bulgarian foundations, this one is registered for private benefit. This is because the law allows more freedom in activities to such foundations. There are many controversies and questions regarding this foundation’s purpose revolving around its founder- Tsvetelina Borislavova. She is a famoust businesswoman in the country, bank owner and involved with various Bulgarian politicians and businessmen. These relationships are very unusual and create doubt among the general public. The foundation focuses on cultural and environmental events. The foundation is separated from the foundations operating for the public benefit and rather focuses on its personal image and distance from the general reputation of foundations. 
Foundation I Can Too

     Foundation I Can Too is a foundation for integrating and helping children with special needs. It helps children with multiple disabilities, rare diseases, reduced vision, autism and other special needs. One of the main goals of the foundation is to create public interest in and change in attitude towards children with special needs on a frequent basis rather than rare occasions such as Christmas and other public holidays.  The foundation has been developing fast in the past years. In an interview with the founder and president of the foundation, Neli Radeva, she shared interesting information. After making the required legal changes- transforming the organization to a foundation, issues started to appear. Partners and individuals started to doubt the legitimacy of the foundation’s goals and started asking questions such as “Who stands behind you?” referring to political and corporate entities. Neli Radeva founded her foundation in 2006 after moving from Germany to Bulgaria and was not aware of the charity organizations’ reputation situation in the country. “I nearly made a partnership with some foundations which I later found out were run by very disingenuous players. It was mere luck that I postponed the documents before I found out the truth about these philanthropic organizations.”

     Organizations such as I Can Too are the hope for the advancement of philanthropy in general in the country. The foundation strongly supports all charity organizations in the field as long as their intentions are truly good. 

     Neli Radeva shares that with the help of corporate and individual donors, the organization has been capable of fulfilling its initiatives such as building a Rehab Medical Center, renovate existing ones, utilizing media and culture events to improve the life conditions in any possible way for the children. The organization has expanded to the USA so that it can collaborate with international companies to achieve better results domestically. This again is due to the fact that charity in Bulgaria is not as strongly supported to match the organization’s ambitions.

Interview questions
Dear Sir or Madam,

     Thank you for sparing some of your time for answering the questions below. I am conducting a research for the educational purpose of understanding youth participation in charitable organizations in Bulgaria as it is the topic of my graduation assignment for my Bachelor’s Degree in International Communication and Media. I am trying to examine the reputation of domestic charitable organizations and how philanthropy in Bulgaria can be improved through youth involvement in the decision-making process. I am grateful for your help which will be acknowledged in my paper. A digital copy will be sent to you after its completion. If you wish to keep this interview confidential, please inform me in your e-mail response. 

Yours truly, 

Gergana Gergova

1. What is your vision of the future development of charity organizations in Bulgaria?

2. How do you think the degree openness and honesty among charities/NGOs has changed (improved or worsen) in the last five years?

3. What do you think is the attitude of Bulgarian youth towards the charity organization/NGO you represent? 

4. Would you like to have more young people involved in your organization? If yes, why and how would you like them to participate? (e.g. volunteer, help raise awareness in social media, etc.) 

5. Would you agree that NGO reputation is overly generalized in Bulgaria or do you believe each organization has its own distinctive reputation?

6. What impact has your organization caused on the general advancement of philanthropy for the country?

7. Do you think that a single NGO can influence the reputation of the whole category of charitable organizations?

8. Do you track the reputation of your foundation? If yes, what is your methodology? (E.g. media monitoring, benchmarking, research, etc.)

9. Do you track trends in fundraising, marketing, social media etc.? Could you please elaborate by giving a few examples of your choice?

10. Do you follow closely any inspiring figures, working in the NGO sector? (opinion leaders, trend setters, philanthropists, creative directors, etc.) 

11. Do you have a conceptualized desired brand identity to project to your target audience? (if you have a defined target group)

12. Do you participate in trusts, forums, and partnerships with other charitable organizations that work in the same field? If yes, would you please name a few? 

13. Are there any entities in the category of philanthropy you would not want your organization’s name to be associated with?  If yes, would you please name them?

14. Do you believe you are making full use of social media as a media tool for your communication strategy? What would you change/improve? 

Questionnaire about charity in Bulgaria
This questionnaire is designed by Gergana Gergova and is part of a Bachelor’s graduation assignment about the awareness, attitude and trust of Bulgarian youth in relation to non-profit organizations, in specific charity foundations, and their personal engagement in social causes. 

The results will be used to create an effective communication strategy, using social and traditional media to raise awareness and start a conversation about involvement in social projects. 

This research is aimed at people aged 18 – 35, so if you are under or above this age you are unfortunately not eligible and I thank you for your co-operation.

To complete this questionnaire of 21 questions it should take no longer than 10 minutes.  The information from this research will be used in an ethical and respectful manner to its participants and in accordance with the rules of confidentiality.

If you have any questions or comments please contact me at gergana.gergova@yahoo.com.

Thank you kindly for your participation!

Yours sincerely, 

Gergana Gergova
The following questions are meant to measure the awareness and attitude towards human welfare causes, managed by Bulgarian non-profit organizations, especially foundations.

In this survey what is meant by charity is the creation and realization of any activities which benefit the Bulgarian citizen society and its members such as direct help, advice, grants or support to people in various kinds of need, as well as doing research and organizing training or education, or to focus on meeting the wider needs of a particular deprived area.

1. Is the Bulgarian welfare important to you?

a. Yes

b. No

c. I am not sure

2. Which best describes what charity means to you?

a. Donating money to a charitable organization

b. Volunteer time to a charitable organization

c. Help a stranger in need

d. Other

3. Which type of charity do you hear most about lately?

a. prevention or relief of poverty

b. education advancement

c. religion advancement

d. health or the saving of lives advancement

e. citizenship or community development advancement

f. the advancement of the arts, culture, heritage or science

g. the advancement of amateur sport

h. the advancement of human rights, conflict resolution or reconciliation or the promotion of religious or racial harmony or equality and diversity

i. the advancement of environmental protection or improvement

j. the relief of those in need by reason of youth, age, ill-health, disability, financial hardship or other disadvantage

k. the advancement of animal welfare

l. the promotion of the efficiency of the armed forces or the efficiency of the police, fire and rescue services or ambulance services

m. any other purposes charitable in law

4. Do you think that philanthropy (human welfare) in Bulgaria is developing thanks to more people engaging in social causes?

a. Yes, entirely      

b. Yes, to some extent   

c. No

d. I cannot tell 

5. Do you believe that non-profit organizations (NGOs), and more specifically, foundations play an important role in the improvement of health, education, culture, sports and science of the country?

a. Yes, entirely     

b. Yes, to some extent  

c. No

d. I cannot tell 

6. Do you believe the development of philanthropy will contribute to the general welfare improvement of the Bulgarian nation?

a. Yes, entirely      

b. Yes, to some extent   

c. No

d. I cannot tell

7. Do you personally participate in any social causes?

a. Yes, regularly 

b. Yes, from time to time

c. Yes, but very little

d. No

8. How do you participate in charity? 

a. Donating money to a charity organization

b. Volunteering time to a charity organization

c. Help a stranger in need

d. I do not participate

e. Other (please specify)

The following questions are meant to measure the awareness and attitude towards Bulgarian non-profit organizations, especially foundations, which address human welfare issues.

9. Do you generally have a positive opinion of NGOs in Bulgaria?

a. Yes, entirely      

b. Yes, to some extent          

c. No

d. I cannot tell 

10. Do you believe that results from charity activities in public benefit are well communicated? 


a. Yes, entirely      

b. Yes, to some extent          

c. No

d. I cannot tell 

11. What do you believe is the main drive for philanthropists/ foundation founders to run charity activities? (you can select more than one)
a. concern for the welfare of Bulgarian citizens 

b. financial gains

c. publicity

d. tax benefits

e. other (please specify) _______

12. Please select which statements apply to you in relation to the listed NGOs.

	
	I have heard of the organization(s)
	I am familiar with the activities of the organization(s)
	I have a positive opinion about the organization(s)

	Foundation Dimitar Berbatov
	
	
	

	Open Society Foundation
	
	
	

	American Foundation for Bulgaria
	
	
	

	Charles Mott Foundation
	
	
	

	Bulgarian Donor’s Forum
	
	
	

	Red Cross
	
	
	

	UNICEF
	
	
	

	SOS Children’s Villages
	
	
	

	Bulgarian Christmas 
	
	
	

	Bulgarian Memory Foundation
	
	
	

	Foundation “Blagotvoritel”
	
	
	

	Foundation “Bioraznoobrazie”
	
	
	

	Foundation  “Ekoobshtnost”
	
	
	

	Foundation Elizabeth Kostova
	
	
	

	Credo Bonum
	
	
	

	Communitas Foundation
	
	
	

	Foundation “Kiril I Metodii”
	
	
	


13. Which three factors are most important for shaping your opinion about a foundation?

a. Founder 

b. The team

c. Values, mission, vision and goals

d. Actions and contribution to society

e. Partners and sponsors 

f. Peers and followers

g. Recognition by higher philanthropic institutions and associations

h. Positive media presence

i. Pro-active transparency

j. The way it communicates to the public

k. Other (please specify) _________

14. How do you shape your opinion about a NGO? 

a. Through news from TV, radio, websites

b. Through specialized information sources such as investigations, Wikileaks, journalists I trust

c. In conversations with friends and acquaintances 

d. I read information in the website of the respective NGO, foundation

e. I read social media posts from people I follow

f. I read  blogs, written by experts I trust

g. I make personal observations (NGO field work)

h. I trust my inner senses about the respective NGO, foundation

i. I do not have an opinion of NGOs

j. other (please specify)

The following questions are meant to measure social and traditional media use in Bulgaria  

15. How frequently do you use each of the media channels listed below:

	
	Daily
	A few times a week
	Once a week
	A few times a month
	Once a month
	Less frequently than once a month
	Never

	TV
	
	
	
	
	
	
	

	Radio
	
	
	
	
	
	
	

	Magazines
	
	
	
	
	
	
	

	News websites
	
	
	
	
	
	
	

	Forums
	
	
	
	
	
	
	

	Newspapers
	
	
	
	
	
	
	

	Facebook
	
	
	
	
	
	
	

	Google+
	
	
	
	
	
	
	

	Twitter
	
	
	
	
	
	
	

	YouTube
	
	
	
	
	
	
	

	Vbox7
	
	
	
	
	
	
	

	Pinterest
	
	
	
	
	
	
	

	Blogs
	
	
	
	
	
	
	

	Vlogs
	
	
	
	
	
	
	

	Other type of media
	
	
	
	
	
	
	


16. For what purpose do you use social media most frequently?

a. Social Networks

b. Bookmarking Sites

c. Social News 

d. Media Sharing 

e. Microblogging 

f. Blog

g. Comments

h. Forums

17. What type of information content do you most often share on social media?

a. news

b.  humor

c.  music

d. entertainment

e.  science

f. sport

g. education

h. social causes, philanthropy

i. none

18. Do you use social media for searching information related to social causes? 

a. Yes regularly  

b. Yes from time to time   

c. Yes, but rarely   

d. No

19. Do you participate in discussion groups, related to social causes in social media or other platforms? 

a. Yes regularly  

b. Yes from time to time   

c. Yes, but rarely   

d. No

20. Do you agree that sharing content about social causes on social media is helping support those causes?

a. Agree completely

b. Agree somewhat

c. Disagree

d. I don’t know

Research analysis results 

1. Is the Bulgarian welfare important to 
you?
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2. Which best describes what charity means to you?

3. Which type of charity do you hear most about lately?
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Do you agree that philanthropy in Bulgaria is improving thanks to more young people getting involved in social causes?

5. Do you believe that charity organization especially foundations play a crucial role in the improvement of healthcare, education and culture in Bulgaria?
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Do you agree that the development of philanthropy will improve the overall welfare of the Bulgarian nation?

7. Do you participate in any charitable events?
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8. What charitable actions do you undertake?
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9. Is your opinion about Bulgarian charity organizations positive?
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Are in your opinion results from social causes well communicated?

11. What is, in your opinion, the main motive of charitable organizations?
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	I have heard of the organization(s)
	I am familiar with the activities of the organization(s)
	I have a positive opinion about the organization(s)

	Foundation Dimitar Berbatov
	25.9%
	24.11%
	50%

	Open Society Foundation
	66.3%
	25.3%
	8.4%

	American Foundation for Bulgaria
	69.4%
	15.3%
	15.3%

	Charles Mott Foundation
	89.5%
	8.8%
	1.8%

	Bulgarian Donor’s Forum
	55.1%
	33.4%
	11.6%

	Red Cross
	19.4%
	36.8%
	45.9%

	UNICEF
	84.7%
	28%
	60%

	SOS Children’s Villages
	83.1%
	26.6%
	59%

	Bulgarian Christmas 
	81.2%
	32.1%
	48.1%

	Bulgarian Memory Foundation
	56.4%
	12.3%
	9.6%

	Foundation “Blagotvoritel”
	51.4%
	4.6%
	5.3%

	Foundation “Bioraznoobrazie”
	47.1%
	8.1%
	6.4%

	Foundation  “Ekoobshtnost”
	53.2%
	16.4%
	7.3%

	Foundation Elizabeth Kostova
	46.1%
	13.2%
	1.3%

	Credo Bonum
	45.4%
	10.2%
	3.2%

	Communitas Foundation
	48.6%
	5.4%
	1.2%

	Foundation “Kiril I Metodii”
	54.4%
	22%
	11.8%


12. Please select which statements apply to you in relation to the listed NGOs.

13. Which factor is most important for shaping your opinion about a charity organization?
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14. How do you form an opinion about a charity organization?
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How often do you use the following media?

16. For what purposes do you most often use social media?
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17. What type of content do you most often share in social media?
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18. Do you search for information about social causes in the social media?
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19. Do you participate in discussion groups about social causes in social media platforms?
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20. Do you agree that sharing content about social causes on social media is helping support those causes?
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Biography of Dimitar Berbatov


     Fulham’s striker, Dimitar Berbatov, was born on January 30, 1981 in Blagoevgrad. He is the first Bulgarian champion of England - twice in "Manchester United": in the season 2009/2010 and also 2010/2011! He is top scorer in the English Premier League for the 2010/2011 season!

     His journey in football begins in 1991 in his hometown with the Pirin youth team , where in 1998 he joins the CSKA (Sofia) team. Subsequently he signs a contract with the German Bundesliga team, Bayer (Leverkusen). The transfer money amounts to 4.5 million German marks. In May 2006, Dimitar Berbatov joins the team of the English Premier League Tottenham for 16 million euros. In September 2008, Manchester United draws him for the record amount of 30.75 million pounds. In September 2012 he adjourns to Fulham in London.

     In the national football team of Bulgaria Dimitar Berbatov debuts on November 17, 1999 against Greece. His first goal for the tricolor is marked on 13 February 2000 against Chile. From that moment until his retirement in 2010, he scores 48 goals in 77 games which is a record for Bulgaria which also tops the list for best national team strikers of all time. Following in the list are the veterans Hristo Bonev (47 goals in 96 games) and Hristo Stoichkov (37 goals in 83 games).

     As a player in the national team Berbatov becomes a participant in the European Football Championship in 2004. Until 13 May 2010 when he retires as a national player, he is team captain.

     With CSKA (Sofia) Dimitar Berbatov becomes the winner of the Bulgarian Cup in 1999 national cup with 5 goals in 9 games. 

     As a lineman on the same team he scores 26 goals in 50 appearances in the "A" League.

     In the Bundesliga, he scores 69 goals in 154 matches.

     In 2002 Bayer (Leverkusen) reaches the final of the Champions League. In tournaments up to May 2011 Berbatov scores a total of 33 goals in 76 matches - with CSKA, Bayer (Leverkusen), Tottenham and Manchester United. With Manchester United he reaches the final of the Champions League in 2009 and 2011.

     In February 2008, he wins the League Cup with Spurs. In December 2008, he wins the final of the Club World Cup with Manchester United. In March 2009 he wins a second consecutive League Cup - this time with Manchester United against his former team Spurs. On May 16, 2009 he becomes champion of England for the first time and in 2011 - for a second! In February 2010, he wins the "Carling Cup".

     Dimitar Berbatov is a major contribution to the championship for the 2010/11 season as he becomes a scorer in the English Premier League with 21 goals!

     In December 2010, as first player from the Premier League with 10 goals that season, he receives the Golden Boot of Barclays bank - the official sponsor of the Premiership. In March 2011, Berbatov receives the same award for the second time as the first player to score 20 goals in one season.

     In April 2011, Dimitar Berbatov is selected from the Professional Footballers' Association (PFA) in the top team of the year in the Premier League.

     The strongest qualities of Berbatov are his intelligence and ability to improvise, his excellent flair for marketing, his technical mastery of the ball, perfect passes and head techniques and gentlemanly behavior on the pitch. Over the years, the striker repeatedly pleases the fans with brilliant performances.

     Dimitar Berbatov is announced Footballer № 1 in Bulgaria a record of seven times: in 2002, 2004, 2005, 2007, 2008, 2009 and 2010. In 2006, he wins the Best striker Bulgaria and for the third time the Player of the fans of the Year award.

     From September 1, 2008 Dimitar Berbatov stars in Manchester United. His debut match for the “red devils” is in the Premier League against Liverpool.

     His first goal for the new club is in his debut in the Champions League for the "United” against Danish team Aalborg. In this game he scores two goals and later in the leagues two more goals in the door of Celtic.

     His first goal for the championship in the Premier League is recorded on October 18, 2008 in the 8th round at the home win of "United" versus West Bromwich Albion with the score of 4-0.

     According to head coach of Manchester United, Sir Alex Ferguson, Berbatov is one of the best players in the world. He is an idol for many young players in Bulgaria.

     In his third season in Manchester United (2010/11) Berbatov is among the leading players in their teams in the Premier League in goals and assists. He is the first player in the history of Manchester United since the Second World War, who makes a hat-trick to the "eternal enemy" Liverpool – this happens on September 19 with a positive end score of 3-2, where all three goals were scored by Berbatov! 

     On November 27, 2010 Berbatov scores 5 out of 7 goals against Blackburn. The striker enters the history of the Premier League, having realized his five goals were the record for one player in one game. According to this indicator Dimitar Berbatov aligns next to the legend of Newcastle Alan Shearer, Andy Cole and Jermain Defoe. 

     On January 22, 2011 Berbatov marks his third hat-trick of the season - an achievement set in the history of English football only by Ruud van Nistelrooy and Alan Shearer.

     During the 2011/2012 season Dimitar plays only 21 games but scores 9 goals: 12/7 in the Premiership, 5/1 in the national cups in England and 4/1 in tournaments.

     In total Dimitar Berbatov plays in 149 matches and scores 56 goals for Manchester United (108 matches with 48 goals in the Premier League 15 games with 3 goals in the national cups in England and 26 games with 5 goals in UEFA).

     From September 1, 2012 Dimitar Berbatov is a player in Fulham. His first debut game as a starter for the 'Cottagers' in the Premier League is against West Brom, in which he scores two goals.

     On the 7 April 2008 establishes the "Dimitar Berbatov" foundation with the mission to help talented Bulgarian children to develop their potential in sports, arts and science.

     Since May 2006, Dimitar Berbatov is a goodwill ambassador for UNICEF. Since May 2012, for "the remarkable work of his foundation" he is selected as an ambassador of UNESCO.


List of Partners 

 Albert Tomov - Casa Design

Merry and Alexander Ivanov - "Dundee - VS"

arch. Alexander Genchev

Alexander Stoyanov - Bulgaria Holidays

Alexander Tomovski

Ana-Maria Tonkova - BG Radio

Anelia Tomova - Ministry of Education

Ani Angelova - MTG

Annie Mushev - Selecta

Annie Sarabyan - MES

Anton Ivanov - MTG

Antonia Pavlova - Publicis Consultants Mark

CEO of ADIS

Venelina Mihova - United Partners

Veselin Vasilev - "Diema" TV

Veselin Valtchev

Vladislav Damianov

Georgi Ivanov

Georgi Toshev - bTV Media Group

Grigor Grigorov - United Partners

Dean Slavchev - Deo

Desislava Petrova

Dimitar Kotzev - ShoSho

Dimitar Manliev - Publicis Consultants Mark

Eddie Papazian - "24 Hours"

Elena Braykova - United Partners

Emil Gotchev - Danone

Emil Stoyanov - MES

Joan Kebonina - United Partners

Iva Grigorova - United Partners

Ivan Penchev - Stara Zagora

Ivaylo Daskalov - "Diema" TV

Ina Markova - bTV Media Group

Irene and Tomislav Rusevi - Radio "Gong"

Spark Panova - Publicis Consultants Mark

Kamen Vodenitcharov

Constantine Traev - Danone

Krasimir Bozhinovski

Krasimira Velitchkova - BDF

Leo Bianchi

L. Petrov - e-marketing

Liudmil Karavasilev - UBB

Liudmil LILOV

Maria Gergova - United Partners

Maria Lazarova - bTV Media Group

Maria Popova - United Partners

Maria Tcherneva - MES

Mladen Vasilev - Maxxium Bulgaria

Milen Donchev - United Partners

Milena Gigova

Milin Dzhalaliev - Saatchi & Saatchi

Miroslav Bazitov - e-marketing

Nasco Genov - BG Radio

Nasco Stoyanov - BG Radio

Natalia Simeonova - bTV Media Group

Nayden Todorov - "24 Hours"

Nedialko Mladenov - "Barrage M '

Nicoletta Sveshtarska - Coca Cola HBC

Peter Karagiaurov - United Partners

Petya Djoneva - Coca Cola HBC

Plamen Kolev - Grup4Securitas

Dr. Plamen Mitev

Rosita Mihailova - "Bella" - Bulgaria

Prof. Sava Grozdev

Svetoslav Doychinov - Little Big Films

Svetoslav Mitrev

Snejina Mecheva - ABUCH

Todor Kjuchukov

Totka Ivanova - Ministry of Education

Totka Petrova

Temelko and Theodora TEMELKOV

Hristo Borisov - AON

Hristo Stefanov - e-marketing

Cvetelina Bonova - UNICEF

Cvetelina Georgieva - Danone
List of Donors 

Casa Design

Coca-Cola HBC

United Bulgarian Bank

Danone- Serdika

P&G Gillette

Infopartners Ltd.

Regional Employment Office in Lovech

Vassil Vassilev Dikov

First Investment Bank

Charles Steward Mott Foundation

Kaloyan Angelov Iliev 

GERB

Ivan Georgiev Penchev

Hospital for Active Treatment St. Ivan Rilski

Tenyo Miroslavov Grigorov

MOST 81 Ltd.

Verdiko Distribution Service Ltd.

Unicredit Bulbank

Telerick 

Unika Life

Dimitar Ivanov Turlakov

Lukovit State

MANO Ltd.

Post Bank Varna

Evropa Medical Haralambieva

Vesselin Dimchev Raychev 

Kiril Ivanov Yovnov

Dimitar Georgiev Mutafov 

Mall Gallery Bourgas

Endeavor Group  



