Heo6x041Mo perynspHo NpoBOAUTL MCCNeA0BaHUA 3((EKTUBHOCTN KOMMYHMKaLW-
OHHOW KaMNaHWM 1 Ha 3TOV OCHOBE OMpeaesnaTb ee NPUOPUTETHbIE TOUKW. KOHEUYHBIM UTOFOM
[aHHO KamnaHuu 6yaeT NO3UTVBHOE NPeACTaB/eHNe y NOTeHUMa bHbIX 3apy6eXHbIX MapT-
HepoB 0 benapycu.

YnyulleHne MHBECTULIMOHHOIO KIMMaTa B CTpaHe - KOMM/IeKCHas 3aaya, BK/KoYato-
Lwas B cebs n3MeHeHVe psaga yCcnoBuii yHKLMOHMPOBaHWSA rocyAapcTsa.

[na nposefeHus uccnefoBaHuii BHe Benapycu npeanonaraeTcs BbIAENUTL rpynny
CTpaH, ABNAIOLLMXCA 415 HAC Hanbonee 3Ha4MMbIMW B IKOHOMUYECKOM CMbIC/e. 3TO MOTYT
6bITb TPW - YETbIPE CTPaHbI, 0TOBPaHHbIX, HAMPUMep, NO MPUHLKNY 06beMa ToBapoo6opo-
Ta c Benapycbto. LienesbiMu rpynnamMu 0npocoB ABASKOTCS BCe TPYA0CNOCO6HOe HaceneHve
CTPaHbl, CTPaHOBbIE 3NUTbI (61I3HECMEHDI, MONIMTUKK, aHANUTUKK, NpeacTasmuTen CMU).

Pecny6nuky Benapycb HeO6X0AMMO TaKXKe BKIKOUMTbL B CUCTEMY F106abHbIX COL-
onoruyeckux uccnegoeaHuii 6peHpos ctpad (Nation Brand Index - NBI). VccnepgosaHue
NBI nomoraeT npaBuTeNbCTBaM, OPraH13aLmamM 1 6u3Hec-CTPYKTypaMm MOHATb, OLEHWTD W,
B UTOre, CO34aTb CU/bHbIV UMUK CTPaHbI, yKpenuTb ee penyTaumio. OLeHKa Kaxaol cTpa-
Hbl COrN1aCHO LLEeCTV NapameTpam (3KCMOopT, NPaBUTeNbCTBO, KY/bTypa v Hacneame, Noau,
TYPW3M, MHBECTULMMN N UMMUTPALMA) KPaTKO (IMKCUPYETCH B LLECTUYTONbHUKe 6peHaa cTpa-
Hbl. JaHHbIA MHCTPYMEHT NpefCTaBseT CoB0i YeTKYO CTPYKTYPY CPaBHEHUS MeXy CTpa-
HamK No K/oYeBbIM (hakTopaM, BAVSIOLLMM Ha HaLMOHa/IbHYHO peryTaLmio, 1 NpesocTasns-
€T BO3MOXHOCTb YBWAETb, KAKOe MeCTO B PEMTUHIe 3aHMMaeT Kaxxaas CTpaHa 1 Nnoyemy.
COBMECTHO C aHanM30oM VIHaeKca, LeCTUYroNbHIK 6peH/a CTpaHbl NpesocTaBnseT noHyo
OLiEHKY MOMIOXXEeHWS BaLLield CTPaHbl M ABMSAETCS O4HUM U3 Hanbonee sPheKTUBHBLIX MHCTPY-
MEHTOB, NO3BONAIOLLMX YNPaBATb penyTaLmeli CTpaHbl U ee BOCTIPUATUEM B MUPe.

C uenbio onTUMM3aL M MHAHOPMAaLLMOHHOTO 0becreyeHns MHBECTOPOB Mpea/iaraeTcs
pa3paboTaTb TEXHOMO IO MOATOTOBKM MH(OPMaLMK 06 MHBECTNPOEKTAX, ONpesenvTh cre-
LManm3npoBaHHble KOMMNaHWK, KOTOpPble MO Bbl MPOGECCHOHabHO FOTOBUTH MHKOPMa-
LIMOHHbIE NaKeTbl 06 MHBECTULIMOHHBIX NMPOEKTaX 1 MHOPMMPOBATH O TaKUX KOMMaHUAX U UX
BO3MOXHOCTAX MPeANPUATUS.

http://edoc.bseu.by/
JoannaHernik, PhD,

West-Pomeranian Technological University in Szczecin (Poland)

MARKETING MIX IN NONGOVERNMENTAL
ORGANISATIONS ACTIVITY - SOME DELIBERATIONS
FROM POMERANIAN PROVINCES IN POLAND

HenpaBuTebCTBEHHbIE OpraHn3aLnn ABNAIOTCA NPeACTaBUTENAMU FPaXKAaHCKOro
obuecTsa. B nocnegHve 20 neT nx yncno B MNosbLue pacTeT € KaXAbIM ro4oM 1 K Havany
2010 r. gocturno 68800. MOXKHO CKa3aTb, UTO CErOAHSA B PbIHOYHbIX YC/TOBUAX UMEET MECTO
KOHKYpeHLMs, KoTopas 3acTasnseT HICO 3aHOBO OLieHMBaThL CBOKO eATEIbHOCTb U NPOAY-
MbIBaTb BO3MOXHOCTM 1CMOJIb30BaHUSA PLIHOYHOIO MOAXOAA B CBOel By ayLLeii fesTenbHOC-
TW. Pe3ynbTaTbl NOKa3bIBAOT, YTO 118 TOTO YTOOLI 3aB0EBaTL PbIHOK, HIFO fo/mkHbI pac-
cMmaTpvBaTh 1 Apyrue BUAbl AeATENILHOCTU, KPOMe TPagULMOHHLIX yenyr. OHU JOMKHbI
TaKXXe onpeaenunThb, KTO U Koraa 6yeT HECTU 3aTpaThbl, BCMOMHUTB, YTO OCHOBHAA ABMXKYLLAsA
cuna- 3To NepcoHalt, 1 4To CyLLEecTBYeT HE06X0AMMOCTb OpraHn3aL iy He TONIbKO KaHana
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pacnpefeneHus, HO 1 KaHanoB MHGopmaL . OHW OMKHbI Pa3yMHO MaHNPOBaTh MHCTPY-
MEHTbI ¥ MOMHWTb 06 U3MEHSAIOLLMXCS CNOCO6axX KOMMYHMKaLWK. [laHHble MeponpusaTus B
coyeTaHuu ¢ 4P ABNAIOTCA BaXXHbIMW B COBPEMEHHbIX YCNOBUAX, FAe AOMUHUPYET KOHKY-
peHums.

Nongovernmental organisations (NGOs), as acting market entities, are becoming
increasingly influential - they support public sphere in meeting social needs and give active
people a chance to accomplish their own goals. Before offering a conclusion to the subject of
this paper, it isworth reiterating exactly whatan NGO is. In Poland it is stated in the Act of
useful social activity and voluntary, where it is mentioned that an NGO can be recognized as
an organisation that is not a unit of government financing and does not act for profit (act
from 24 April 2003; Journal of Laws no. 96, item 873, clause 3). It can additionally be said
that NGOs exist from the wishes of citizens, so they appear in dependences on political and
social circumstances.

All market organisations can be divided into governmental (called 1stsector), commercial
(2nd sector) and NGOs (3rd sector, i.e. founds and associations). Nongovernmental
organisations are a kind of market actors and exist in potential or actual competition, so
ways ofusing marketing are worth discussing. Therefore the goal ofthis paper isto show
NGOs’ activity in the aspect of classical marketing tools. Theoretical deliberations are
supported by empirical data gained from the survey ofactivity of 108 NGOs located in two
provinces of Poland: West-Pomeranian and Pomeranian (North Poland). This survey is a
base of current resources of Polish NGOs analysis, such as an offer, obtained money and
incurred costs, as well as management problems (means of communication, modern
technologies and dilemmas ofleadership).

The 90s ofthe 20th century observed a come-back to marketing tools defining and
adapting to different spheres of human activity, such as non profit doings. Although one
may agree with the opinion that modern marketing is dominated by McCarthy“s 4P and
marketing experts constantly adduce the formula (Andreasen, Kotler 2008; McCarthy 1960),
Borden’s statement that the list ofmarketing elements may be longer or shorter... all depends
on the manager who creates marketing programs ought to remembered (Borden 1964). And
for sure, NGOs" leaders, as managers acting in business, can improve running level or create
better future ofan organization, using marketing tools.

Sample characteristics. As it has already been mentioned, the results concern 108
organisations (89 associations, 19 founds), which actmainly in healthcare ofthe ill and the
disabled (19.4%) and welfare (9%). The biggest association among investigated ones possesses
11 000 members. On average, the analysed organisations have been active for 13,5 years, but
the longest period was 126 years, which means that one oforganisations has been operating
since 1882.

Analysing the period of activity, one can state that 34% of organisations exist shorter
than 5 years, and 25% are active for over 19 years, but generally the bulk of them was
established after 1989. Taking Polish history into account, the fact that 90% of organisations
started their activity after 1989 is very symptomatic because in that year Poland turned into
ademocratic system ofgovernment. A matter of essential importance is the organisations4
income - among investigated ones almost 14% did not have any financial resources in 2008,
but almost 4% achieved income ofover € 250 000. It should be added that 8.3% refused to
reveal their earnings.

Marketing tools vs. NGOs* activity. Marketing tools, or ingredients (let us say that
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it will be 4P), are factors that may be created and controlled by a manager. Regardless of
whose conception is accepted - Borden’s, McCarthy’s or Goldsmith’s (Goldsmith 1999), a
product is always on the first place. In case ofnongovernmental organisations, a product is
usually a service, so a set of activities meeting recipients" needs. In business, when a
manager creates a product it is obvious that decisions such as specifying the brand name,
quality, packaging, guaranty, sometimes on after-sale services have to be taken. In case of
services not all ofthese decisions need to be taken but a lot ofthem - like the brand or quality
- should be considered. To say that organisations have only an offer for direct recipients at
theirs disposal would be an oversimplification, although from the NGOs leaders’ perspective
one can notice that they do not consider other options. Ifone assumes that an offer can be
aresource, then - apart from the typical service - an organisation can sell competences, rare
abilities, reputation and members’ database (fig. 1).

An offer of an organisation

Services
Competences and abilities

Reputation of an organisation

------ Members' database

Fig. 1 Potential offer ofan organisation
Source: Own study based on Wygaski J., (2008), Economisation ofnongovernmental
organizations. Possibility or necessity? Klon/Jawor Assoc., Warszawa.

Extraordinary competences should be understood as regulatory competences connected
with rights and mindset of organising and taking certain decisions (Adamska 2004). In case
of nongovernmental organisations these competences may refer to knowledge of local
conditions, resources (i.e. organisations dealing with tourism), and specific needs of different
groups of people (Rymsza 2005). Uncommon abilities, as J. Wygaski writes (2008), also
may have market character because they create a value even from the perspective of local
development. It can include group abilities connected with vanishing jobs (organizations
dealing with tradition and culture protection), with manufacturing regional goods
(organisations ofhousewives, ofethnic minorities).

They also possess certain market value reputation and understandably it is aresult of
many determinants, such as period of activity, its sphere and scope. Therefore reputation
appears after some time and is a value that may be an equivalent to the brand value in case
ofbusiness sphere (the value is created by a name ofan organization and a logo).

Nongovernmental organizations do not realize that market value is also represented
by members’ database represents. Importance and rank of database depends on its volume
and completeness, but for certain organizations collecting thousands of members may be
considered as a possibility to render it accessible for business in return for agreed profits for
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all associates. Obtaining members’ approval for such activities and respecting arefusal is a
very fragile matter.

Price. Is seems thata price - usually defined as the value ofmarket offer expressed in
money - oughtto be analysed in awider context: inreference to benefits and costs. Accordingly,
considering question ofprice in case ofnongovernmental organisations" activity, one will
not take decisions on suggested retail price, discounts connected with ‘early payment’ or
price flexibility but rather on a cost that recipients have to incur to consume a service.
Analysing relations between an NGO and environment elements one may distinguish a few
situations: 1) costs are incurred by business when it cooperates as sponsor-beneficiary
relations and by administrative organs which may delegate some services the organisation;
2) costs are incurred organisations™ members - in return for a possibility ofrealising personal
needs members have to support the organization with their financial resources and time
financial; 3) costs are incurred by society which may be inducing to give a financial support
or devote time, although these dependences are less intensive than previous in situation I1;
4) costs may be incurred by direct recipients, but usually they are not financial costs; it may
be a question of some organisational works for example; 5) volunteers, often cooperating
with NGOs, incur costs as well - they are usually costs oftime and mental engagement in
return for a possibility to obtain experience; 6) costs may occur between a given NGO and
other organisations when they play arole of founding, supporting ones.

In this configuration of dependences costs are incurred mainly by business entities,
administration, organisations™ members, society and volunteers. Everyone has to disown
certain values that can be identified with a price which has to be paid for obtaining something
from an organisation.

Distribution vs. personnel. For the reason of services specificity distribution, one of
the main marketing tools loses its importance. But of course there is no a vacuum there-
instead of distribution, a new tool - personnel - bears significant importance. Personnel in
nongovernmental organisations may be considered as members or as managementboard as
well because, paradoxically, people who have created an organisation very often behave as
idle observers, andjust wait for the leaders™ ideas and activity, which is confirmed by the
study discussed inthe article.

Thus, it is people - i.e. members - who are the biggest challenge in NGOs activity,
and the survey shows that the lack of initiatives and very low engagement are real problems,
influencing organisations" activity. Respondents repeatedly pointed out that low members™
involvement, next to financial problems, is acommon difficulty.

If one assumes that in the services sphere 4P means product, price, promotion and
personnel, then it ought to be said that NGOs face problems mostly due to the last tool.
Therefore the future of an organisation depends on the persistence of leaders, who are on
average 47 years old (9% is younger than 30 years; 15.7% is older than 60). They manage
organisation over various periods oftime, on average over 6 years.

Leaders ought to organize current activity and plan organisations future, and 76%
really posses a scheme of doings, but usually the planning period is not longer than 1year;
on average the length ofplans is 1.5 year. What is very interesting is what kind of problems
they want to solve or what achievements they want to attain in that time (fig. 2).
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changes in management 1 1 1 1 1 128

developing scopes' activity 125.6%
galvanizing members' activity - 120.5%0
OPP ststus 17, 7%
business activity 5,1%

gainingmoney O 2<%

other 112 ,8%

Fig. 2. Changes planned in organisations activity
Source: Own study.

Some goals on fig. 2 are connected with financial problems (OPP status for example
allows organisation to gather 1% from tax paid by citizens); but the first three refer to
problems with people’s activity and staffmanagement - so the figure reflects the biggest
dilemmas ofPolish NGOs and every non-profit organization.

Promotion. Advertising, personal selling, public relations, additional promotion, fairs
and exhibitions are usually listed as promotion activities. Some authors add merchandising,
sponsoring and telemarketing to this set. Regardless ofa chosen option, promotion is used
to communicate with the public in a way that will bring positive feedback.

Letus ponder over the following question: How do NGOs distribute information to
its surrounding? One can say that 76.82% use e-mails, 60% deploy www. As far traditional
PR activities are concerned - letters with thanks, posters and brochures as well as articles in
local press are still used.

What seems to be positive is the fact that 83.3% of organisations is ready to render
substantial and financial reports accessible, the same number ofrespondents try to organise
open events and send letters with thanks, while generally organisations do not advertise its
successes in national media and tend to use local press. As it is seen, communicating
organisations use modern tools (connected with new technologies) as well as traditional
ones. It is worth mentioning that among the responses one can find some stating that there
is no need to set Internet site as it would be awaste ofmoney. On the other hand, however,
majority ofplans to use the Internet in their activity and the biggest barrier seems to be lack
ofpeople who are able to do it (over 23.2% said so) and lack ofmoney (14%). It oughtto be
added that 32.5% of respondents who did not use www could not point why they behave
in this way.

Conclusions. Despite the fact that marketing theory has been changing over the last
50 years and there are several ideas ofmarketing mix, the bulk oftheorists and practitioners
quote classical idea of 4P by E.J. McCarthy. And since nongovernmental organisations have
to start to accommaodate its activity to market circumstances, this article’s aim is to discuss
the diagnosis how NGOs deal with 4P.
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On the basis ofthe compiled results one can draw a handful of conclusions:

1 Organisations generally do not treat their offer as something for sale, mostly
because of a big unsatisfied demand and non-commercial form of activity, but 39% of
respondents emphasised that they act for certain groups of people and they show pro-
market attitude.

2. An offer of organisations is usually accessible without payment or for a symbolic
sum of money, so the price is a very problematic matter. Therefore the price should be
considered from the ‘costs and profits’point of view. In this case one can point that costs
are incurred by sponsors, administrative organs, members and society in general.

3. Referring to services sphere, it is obvious that the role of distribution decreases,
which is a result of nonmaterial character of an offer. In this situation people are a more
important tool, and the survey results show that difficulties with members and volunteers
are the biggest weakness.

4. Itwas underlined that, instead of distribution channels, information channels should
be organised and managed, because it is the only way of gaining acceptance of society.
Usually organisations communicate with the public using letters (83.3%) and e-mails (76.8%).
Principally NGOs organise activities from public relations scope.

5. Analyzing management difficulties, NGOs have to face members’activity problem
firstofall.

Summing up, from classical set of marketing tools point of view one can say that
nongovernmental organisations do not use ‘product’ as marketing mix ingredient fully as
well as price. Mainly itis aresult of non-profit activity and a very big demand. On the other
hand, they use a lot ofpromotion instruments, although not everyone is aware ofimportance
ofnew technologies such as the Internet. As far as distribution is concerned, it disappears of
course and is replaced by people and information channels.

InPoland a lot ofnew NGOs appear every year. They are small at the beginning and
usually do not have a clear conception ofthe coming years. But they should prepare some
actions in the future, maybe using marketing tools, and start to plan for longer periods,
because there are conditions of development.
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