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 Introduction

The third part sector represented by 

non-profit institutions should be seen as a 

particular area whose centre of interest is 

“human being which purpose is to improve 

its physical and psychosocial comfort” , dif-

ferent from commercial sector whose interest 

is to achieve maximum profit for the organi-

zation. Therefore, the specific elements of the 

non-profit sector are reflected in the product-

client relationship. The aim of this sector is 

a cured patient, a child who learns a young 

man or a young woman changed into an 

adult with personal dignity.

The study of the non-profit sector has to 

be in direct connection with its specific goals. 

Thus the public relations strategies and tech-

niques are also typical.  Many of the classic 

communication and public relation actions 

applied in the private sector are useless in the 

tertiary sector. 

In Romania, the non-profit sector has 

not reached the maximum development both 

in terms of its organizational capacity devel-

opment, and, especially, in the general public 
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perception. There is a duality in the percep-

tion of NGOs. On one hand they are seen as 

some idealistic characters bearing an altruis-

tic battle in a pragmatic world in which each 

seeks its own interest, on the other hand, 

mass-media has created a pattern not at all 

flattering for these organizations. Many still 

suffer from the reputation of the ‘90s when 

there were examples of organizations that 

have received money and did nothing con-

crete, leaving the public with the precon-

ceived idea that NGOs launders money or 

just mime the work. One of the reasons why 

the public does not understand NGO’s activi-

ties, and thus the role of this sector is the lack 

of information and insufficient promotions. 

Insufficient resources also make projects 

to not last long enough in order to become 

known, both as name and as impact. The re-

sult represents a lack of vision to the general 

public and even to the beneficiaries of the ter-

tiary sector. 

Beside this, NGOs have always depend-

ed on the created image because it affects 

their ability to attract funds or donations. 

Therefore, to be active on the market the or-

ganization’s visibility, confidence in the pro-

fessionalism and responsibility are essential 

and here the key role is communication.

Communication creates understanding; 

ensure transparency in the activities carried 

out, generating a positive sentiment, con-

fidence and pride for the organization and 

commitment in future similar projects.

Given the backdrop in which non-profit 

institutions pursue their activities, the imple-

mentation of adequate and sustained com-

munication and public relations strategies is 

a necessity designed to improve public per-

ception and to get close the beneficiaries to 

services provided by these institutions.

Considering this, the approach of the 

paper is to identify the most appropriate 

strategies and techniques that non-profit sec-

tor can use  to accomplish its objectives, to 

highlight specific differences between the 

strategies and techniques of the profit and 

non-profit sector and to identify potential 

communication and public relations actions 

in order to increase visibility among target 

audience, create brand awareness  and  to 

change into positive brand sentiment the tar-

get  perception about  the non-profit sector. 

 

Literature review

To understand the characteristics of 

communication and public relations in the 

non-profit sector, we have, first, to underline 

the characteristics of the sector and the target 

audience. 

The non-profit organization’s field be-

longs to social sector, the “third sector” , rep-

resented by the organizations that produce 

goods and public service, even if they are pri-

vate in shape (established itself as association 

members) they are public by the content as 
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NGOs are corporations with public 

purposes, for general interest. They are also 

corporate-type organizations, developing 

the idea of free association, the association of 

common interests and shared resources. The 

difference is the point where the non-profit 

corporations are pooling also the profit for 

interest groups, the third parties, other than 

associations / corporations CEOs. 

Thus, the NGO gains importance, tak-

ing attributes of representation and recogni-

tion of certain social programs. Non-profit 

sector represents civic and community back-

ground relied on the mutual consent of its 



81
Leadership, Mentoring, Coaching and Motivation

No. 11 ~ 2010

members, of mutual recognition, a context 

of a consensual non-representative space in 

which all of individuals can participate. 

The non-profit sector is a sector char-

acterized by social innovation; it introduces 

changes in social as it draws the attention at 

the new social issues. The non-profit sector 

has a much greater degree of transparency 

than private organizations because account-

ability is more pronounced, direct control of 

the recipient is possible. 

Therefore, the non-profit sector charac-

teristics may be substituted by the four major 

defining elements, as they are found in the 

 !"#$%#&'%()*$#+,&4#4$/5&

 6  they are private in shape and public in 

their purposefulness by providing the 

consumer “collective goods” or public 

utility products (protective, cultural, 

educational services);

 6  can generate a profit, but they are a 

subject to the fundamental restriction 

of the non-distributive profit to the 

owners or CEOs;

 6  they are independent institutions and 

have autonomous management mech-

anisms similar to profit organizations;

 6  it implies the participation of mem-

bers in the voluntary form.

 Classification and characteristics of 

the target audience

Another important aspect to analyze 

this sector is the definition of target groups. 

This analysis builds on work by Philip Kotler 

on marketing research in the field of non-

profit and John Bryson on strategic planning 

in the nonprofit sector. Target audience char-

acteristics are important because according 

to these types organizations will develop dif-

ferent public relations/marketing strategies.

 A first delineation of target groups is 

the aware of needs: 

Groups that express a visible need - this 

allocation of needs is realized by:

  recognizing the needs by each group. 

This feature is matched to the organizations 

that are focusing on services (professional 

associations, education and culture institu-

tions). In terms of strategy these organiza-

tions operate with corporate model and are 

focused on customer. In terms of communi-

cation strategy this type of NGOs are using 

informational and advertising strategies or 

marketing/PR techniques.

  issues repartition depending on the 

needs. Organizations that are linked to so-

cial policy: quality of life, social exclusion, 

non-participation in education, cultural and 

ethnic exclusion.  The aim of these NGOs is 

to support a cause, Charity programs, mis-

sionary actions and public awareness of civ-

ic programs (anti-SIDA organizations). As a 

strategy they use social marketing type ac-

tions. On the communication level – these 

organizations focus on launching public 

campaigns to raise awareness, change civic 

behavior or building mass campaigns for 

public awareness.

  Unallocated / unidentified needs  

needs that are not yet public, because they 

have been claimed or recognized. In this situ-

ation social need is not public; it is needed 

to develop an intervention that will create 

a public opinion (e.g. domestic violence). 

These non-public organizations have public 

character in order of recognizing issues of 

fundamental civil liberties (right to expres-

sion, right to work). 

The second delineation of target groups 

has the attributes: 
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  Heterogeneous – represents variety of 

personal interest, a variety regarding the ex-

pectations and aspirations of persons belong-

ing to these groups 

  Informal groups that are composed, 

recomposed, depending on the immediate 

interests, depending on how the issues  are 

solved and adopted on the public level 

  Are marked by an extreme fragility, 

are highly specific groups 

  It is difficult for them to create similar 

modes of operation because they are highly 

mobile and fragile 

  Groups are marked by a high degree 

of creativity, a deeper critical spirit; these 

groups have a greater ownership of services 

that are required 

The methods of operation for this cat-

egory are specialized niche actions. The 

types of interventions are situational, forms 

of research are research-action type (re-

search carried out in collaboration with ben-

eficiary, with the community studied, or the 

group), and the group is helped to identify 

its problem. 

In terms of communication techniques 

the practitioners used tools like: appeal to 

oral, visual and interpersonal type of com-

munication (e.g. online forum to commu-

nicate with such audiences).  As a form of 

persuasion – the messages are built based 

on the relationship of trust, security, without 

risks. Also there are messages of warnings 

and responsibility shared between the bene-

ficiary and the organization, for example: an-

ti-smoking campaign. They run on the base 

of shared responsibility, respect, solidarity 

due to fragility of the audience.

Paper Content

( 56768.34&+( 9$4#!&/)'( 24#))&)%( &)( !,$(

Non-Profit Sector 

Public relations planning in the non 

– profit field is comprised of characteristics 

of the context in which these organizations 

run their business. Planning involves both a 

number of advantages and a number of dis-

advantages mainly due to the context, but 

also to the target groups to which they are 

addressing. 

Advantages: 

7&Sector extremely versatile, mobility is 

the advantage of planning;

7&Innovative sector, it is a laboratory 

of social ideas, discovers side, reveals the 

hidden themes, generating public debates, 

change the value of the  system through 

awareness campaigns - producing innova-

tions in the social sector;

7&Working with volunteers – direct par-

ticipation, hierarchical levels are eliminated 

fostering creativity, personal initiative for the 

public wellness;

7&Transparency – controlled by the 

beneficiaries. 

Disadvantages:

7&There is a resistance, an attitude of 

mistrust in relation to the sector’s institu-

tional capacity to produce sustained Public 

Relations activities. The mistrust is gener-

ated by the apparent lack of professionalism 

in organizations, financial instability of these 

organizations, managerial / institutional dis-

ability and the theory of desertion. In this 

kind of theory organizations are forced to 

stop work immediately whenever it is elimi-

nated the need for their activity. 
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To make it easier to point out the de-

fining aspects of planning, it was chosen the 

four steps planning . This analysis will focus 

on delineation its specificity. 

Research - is more sensitive in this area 

– it has not the expertise and sufficient fund-

ing for complex research. The most common 

method of research is the research-action 

type. 

Planning has to define the social prob-

lem for which it is addressed, the mission 

and then the proper planning objectives. 

Often the priorities are defined in the status 

and then they are changed into the programs. 

But the ideal situation is when the planning 

is seen as a strategic step in building commu-

nications programs. 

Communication can be systematic - for 

organizations that enterprise a planning ef-

fort and research and non-systematic - when 

the planning effort is minimized or doesn’t 

exists (they are adopted by the predefined 

model problem arising from donations, proj-

ects, crisis - ordered actions). 

Assessment is linked to the accuracy of 

planning; assessment goal is to measure the 

degree of fulfillment of the objectives. In as-

sessing there are used informal models of 

evaluation (testimonies, interviews, content 

analysis of media, annual reports). In case of 

international organizations we assist at the 

formal assessment - which can produce qual-

itative data to demonstrate impact in terms of 

trend, the degree of participation. 

Types of approaches take by the Public 

Relations practitioners to change behavior of 

the audience: 

7& direct behavioral change, immediate 

7&indirect behavioral change, 

progressive 

Change is made directly by the type of 

local grassroots campaigns, using local opin-

ion leaders and communication strategy in 

two steps. This change in behavior can be 

achieved when desirable behavior can be 

controlled by the beneficiary or when new 

behavior obtained by the beneficiary is a 

gratifying, is a reward or brings a certain sat-

isfaction. In this long campaign practitioners 

use local media which has a real impact on 

the local audience. Proximity is proving to be 

a powerful source of interest. 

Programs aimed to change behavior in-

directly assume that the need is not under 

the beneficiary control, the decision needs a 

longer duration. Programs of modified pro-

gression are associated with a high personal 

risk (e.g. drug campaigns, campaigns against 

smoking).  Techniques that can be used : 

7&Small step technique - assumes that 

behavior modification is achieved only af-

ter the beneficiary agreed to make a conces-

sion. There are campaigns in two steps, with 

awareness messages at first, and the second 

step aimed at behavior change. 

7&Engineering giant step - is based on 

the idea of refusal. It is a two-step planning 

where the first approach is denial, it projects 

desirable behavior, and the second step is an 

incipient acceptable change of behavior. 

Using any of the two strategies requires 

caution by the practitioners because in the 

non-profit sector the Public Relations cam-

paigns are context sensitive, directed by the 

target audience characteristics and, especial-

ly, by the needs that audience is aware or not.

;/11.)&+#!&/)( #)*(8.34&+(9$4#!&/)'(

strategies applied in the non-profit field 

NGO sector addresses more often resort 

to public communication than to the media. 
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Most of the programs are addressed to spe-

cific community: demographic or social and 

cannot work with anonymous groups, as it 

involves specific problems. Communication 

model used is bilateral - symmetrical , it is 

used when an agreement, a partnership or 

even mutual involvement is needed. Public 

communication is used in: 

7&TV Program – Talk show (seen as a 

public environment, encourage a debate); 

7&Articles placed in newspapers - create 

critical opinions (editorial, reportage);

7&Specialized Magazines - creating a 

place of debate, the public is informed, alert 

to the nature of the arguments.

Philip Kotler speaks of 2 models of pub-

lic relations used in the non-profit sector: 

1) The classic, traditional model cen-

tered on institutional image, main-

taining a certain equilibrium in 

relationship between the public and 

institutions e.g. NGO has the prima-

ry goal to promote its policy which 

leads to a particular sector;

2) Awareness (public advocacy), closer 

to contemporary Public Relations, 

serve to initiate social action. 

In Public Relations practice, the NGOs 

actions, experts make use of techniques such 

as: 

8.34&+(<*:/+#+= seen as advice, guid-

ance and institution support that the organi-

zation develops. Advocacy promotes themes, 

ideas, values, and supports the dialogue on 

social and political issues. In other words, 

advocacy seeks effective solutions, not leg-

islative initiatives. Thus, when non-profit 

organizations are involved in advocacy ac-

tions, they call into question various aspects 

of society, such as individual’s behavior, 

warning the employers in terms of internal 

rules or government about the laws. Lobby 

refers to those actions of advocacy that seek 

to influence legislation. The difference be-

tween lobby and advocacy is important, be-

cause primarily for those laws that limit the 

lobbying does not apply to all the actions of 

advocacy. 

Some advocacy activities that can be ap-

plied within the non-profit sector: 

7&Media appearances: shows, talk 

shows, newspapers, etc; 

7&Writing editorials that media will be 

interested to comment about;

7&Organization of meetings for debates 

(round tables);

7&Contacting government officials who 

have the power of decision;

7&Raising the issue at every opportuni-

ty: discussion groups, websites, newsletters, 

blogs, forums, social networks etc.

>/33=( represents technique to influ-

ence policy and legislative environment. 

Non-profit lobby is converted into mass lob-

by and should be very close to the real needs 

(e.g. gathering signatures, adhesives, affir-

mative position in relation to certain social 

practices). Through the mass lobby there is a 

direct pressure on the central institutions, but 

indirectly it has a high degree of transparen-

cy. There are two types of lobbying: 

7&Grassroots lobbying - when public 

opinion calls for taking action in front of leg-

islators on a particular topic; 

7&Direct lobbying - direct contact with 

government officials or employees, in order 

to change the legislature. 

Lobby is the process of building and 

maintaining relations with legislators and 

administration in order to influence laws and 

policies already formulated or implemented. 

If a particular issue will be decided by vote or 
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referendum, appeal to the public opinion is a 

part of direct lobbying, since in this case, the 

public is the court which acts as a legislative 

body. This information is useful in the non-

profit organizations, because there are cer-

tain regulations on this regard. For example, 

NGOs may allocate only 25% of the funds for 

grassroots lobbying. 

Specialized publications are used to 

attract attention in a credible way about a 

problem. 

The use of education environment – the 

purpose is to change behavior, social values 

of those types of behavior that are to be edu-

cated starting with early ages (e.g. drug, sex, 

civic, antiviolence education) 

Using the cultural and entertainment 

medium - NGO is using this channel  be-

cause it is  more generous, is not involving 

any risks  is neutral and it’s not creating hos-

tility or guilt (e.g. painting exhibition) 

Implementation of the social campaigns 

- a successful technique used to generate 

public interest in relation with raising so-

cial capital. These are public education cam-

paigns aiming to promote a particular social 

behavior.  Often the planning of these cam-

paigns includes both public relations, and 

Social Marketing.  In this case, the audiences 

are characterized by a social need, by a social 

dysfunction or a state of vulnerability.

The purpose of social marketing plan-

ning is to define the problem on the social 

level, as social problem in general (e.g. “You 

care too” - the Public Relations and social 

marketing campaign). Preliminary analysis 

effort is more pronounced in the case of so-

cial marketing in order to collect all relevant 

data and to observe all phenomena and so-

cial indicators to which the program ad-

dresses. The offer is changed depending on 

the beneficiary, because it refers to a process 

that belongs to him and cannot be defined by 

the organization. If social marketing case, the 

planning starts in reverse mode – begins with 

an assessment of expected behavior and ends 

with the research. Planning effort is an effort 

to transform the content of a problem in fa-

vor of beneficiary; in commercial marketing 

- consumer is the one that turns the content 

of the problem in his personal terms.

Kotler and Andreasen define social 

marketing as “differing from other areas of 

marketing only with respect to the objectives 

of the marketer and his or her organization. 

Social marketing seeks to influence social be-

haviors not to benefit the marketer, but to 

benefit the target audience and the general 

society.” Like commercial marketing, the pri-

mary focus is on the consumer--on learning 

what people want and need rather than try-

ing to persuade them to buy what we hap-

pen to be producing. Marketing talks to the 

consumer, not about the product. The plan-

ning process takes this consumer focus into 

account by addressing the elements of the 

“marketing mix.” This refers to decisions 

about 1) the conception of a Product, 2) Price, 

3) Distribution (Place), and 4) Promotion. 

These are often called the “Four Ps” of mar-

keting. Social marketing also adds a few 

more “P’s.

Product. The social marketing “prod-

uct” is not necessarily a physical offering. A 

continuum of products exists, ranging from 

tangible, physical products to services, prac-

tices and finally, more intangible ideas (e.g., 

environmental protection). In order to have 

a viable product, people must first perceive 

that they have a genuine problem, and that 

the product offering is a good solution for 

that problem. The role of research here is to 
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discover the consumers’ perceptions of the 

problem and the product, and to determine 

how important they feel it is to take action 

against the problem.

Price. The term of the price is different 

from the commercial marketing. In the non-

profit sector, price refers to what the con-

sumer must do in order to obtain the social 

marketing product. This cost may be mone-

tary, or it may instead require the consumer 

to give up intangibles, such as time or effort, 

or to risk embarrassment and disapproval. 

If the costs outweigh the benefits for an in-

dividual, the perceived value of the offering 

will be low and it will be unlikely to be ad-

opted. However, if the benefits are perceived 

as greater than their costs, chances of trial 

and adoption of the product is much greater. 

These perceptions of costs and benefits can 

be determined through research, and used in 

positioning the product.

Place. Distribution describes the way 

that the product reaches the consumer. For 

a tangible product, this refers to the distri-

bution system--including the warehouse, 

trucks, sales force, retail outlets where it is 

sold, or places where it is given out for free. 

For an intangible product, place is less clear-

cut, but refers to decisions about the channels 

through which consumers are reached with 

information or training. Another element of 

place is deciding how to ensure accessibil-

ity of the offering and quality of the service 

delivery. By determining the activities and 

habits of the target audience, as well as their 

experience and satisfaction with the existing 

delivery system, researchers can pinpoint 

the most ideal means of distribution for the 

offering.

Promotion. Promotion consists of the in-

tegrated use of advertising, public relations, 

promotions, media advocacy, personal sell-

ing and entertainment vehicles. The focus 

is on creating and sustaining demand for 

the product. Public service announcements 

or paid ads are one way, but there are other 

methods such as coupons, media events, edi-

torials. Research is crucial to determine the 

most effective and efficient vehicles to reach 

the target audience and increase demand. 

Additional Social Marketing “P’s” in-

cludes: Publics, Partnership, Policy, Purse 

Strings.

Publics - Social marketers often have 

many different audiences that their pro-

gram has to address in order to be success-

ful. “Publics” refers to both the external and 

internal groups involved in the program. 

External publics include the target audience, 

secondary audiences, policymakers, and 

gatekeepers, while the internal publics are 

those who are involved in some way with 

either approval or implementation of the 

program.

Partnership - Social and health issues 

are often so complex that one agency can’t 

make a dent by itself. You need to team up 

with other organizations in the community 

to really be effective. You need to figure out 

which organizations have similar goals to 

yours, not necessarily the same goals, and 

identify ways you can work together.

Policy - Social marketing programs can 

do well in motivating individual behavior 

change, but that is difficult to sustain un-

less the environment they’re in supports that 

change for the long run. Often, policy change 

is needed, and media advocacy programs 

can be an effective complement to a social 

marketing program.

Purse Strings - Most organizations that 

develop social marketing programs operate 



87
Leadership, Mentoring, Coaching and Motivation

No. 11 ~ 2010

through funds provided by sources such 

as foundations, governmental grants or 

donations.

  NGOs and Social Media - Challenges 

and Opportunities

Along with the classic strategies and 

techniques of communication, public rela-

tions and social marketing used by NGOs, a 

new practice tends to be broad and to be used 

increasingly more. This practice includes all 

actions taken by the organization using social 

media and web-based applications.

Social media is a great tool that civil so-

ciety organizations can use to communicate 

with their audience, market their services, 

connect with their networks or improve the 

way they work and promote their social de-

velopment agenda. The key features of so-

cial media are participation and interaction, 

connecting people and providing the tools 

necessary to have a conversation - all impor-

tant components of NGOs’ day-to-day work. 

Strategic use of social media is actually help-

ing civil society organizations to measurably 

reach new people. It also brings added value 

to mission driven work. Social media is pro-

pelling non-profit goals to build a movement 

around a core advocacy issue, improve cus-

tomer service or programmers, reach new 

donors, or raise awareness of a non-profit 

brand around the world.

The activities of social media present a 

very high potential of communication with 

target groups and have the advantage of low-

er costs to create greater awareness. A study 

of  the social impact of Weber Shandwick in 

partnership with KRC Research among 200 

chief and communication executives and of 

several  non-profit organizations and foun-

dations  revealed that most of non-profit 

organizations (88 %) experiment the social 

media platforms in order to access a wide 

and relevant audience. Another large major-

ity of the persons questioned (79%) said that 

they could not demonstrate the impact of 

social networks for their organizations. The 

study revealed that the majority of profes-

sionals working in non-profit organizations 

and foundations believe that online presence 

helps to raise awareness among the public 

audience (92%), keeps external public in-

volved (86%) and reduce costs promo and 

Public Relations actions costs (77%). In ad-

dition, social media helps non-profit organi-

zations to reach audiences outside the target 

(67%). A percentage of 62% say that benefits 

outperform risks. For these reasons, majority 

of them (85%) intend to make greater use of 

social networks in the next two years, while 

78% will need a broader and deeper expertise 

in this area. 

Despite predominantly positive per-

ceptions on social media among non-profit 

organizations, the survey points several chal-

lenges. Two thirds of the directors of non-

profit organizations participating in the 

survey (67%) believe that traditional media is 

more effective in supporting efforts to raise 

funds than social networks (67% vs. 22%). 

Equally, managers in the world of non-profit 

organizations are more skeptical about the 

ability of social media to help them connect 

with key audience, such as donors (45%), me-

dia (39%) and the policy makers (31%).

The results mentioned above revealed 

that communication and public relations 

practitioners should acquire new skills in or-

der to use all the social media benefits. 

These skills were categorized aptly by 

the:

7&Online constituent intelligence. Given 

the many-to-many nature of the Internet, 
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however, it becomes vital for public relations 

practitioners to also be the eyes and ears of 

the organization online, monitoring constitu-

ent content, extracting value from that con-

tent, and providing intelligence based on that 

content, which the organization can use to 

make strategic business decisions. 

7&Online communication management. 

The organizations we represent need to have 

a clear, common online voice. This voice 

must be reflected in the company’s various 

Web presences, its e-mail responses to que-

ries, its participation in discussions, its en-

gagement of constituents, and the content 

it contributes to other online resources (for 

example, interviews in online publications). 

To complicate matters, this voice cannot be 

inconsistent with the image that is project-

ed offline. This voice cannot happen by ac-

cident—we need to carefully plan and craft 

the approach the organization takes online, 

serving as architects of the company’s online 

communication efforts. 

7&Community building and participa-

tion. It should be clear by now that no com-

municator can control online dialogues, 

but we certainly can—and should—fos-

ter such communication and develop it. 

Communicators must learn to participate 

in discussions on behalf of their clients and 

companies, and to create communities tar-

geting constituent audiences that support the 

institution’s objectives. 

7& Technology skills. There is no way out 

of it—we must learn enough of the technol-

ogy to know which tools to employ and to 

manage the vendors and suppliers who will 

create the online resources for us to assure 

the desired outcomes are achieved. This does 

not mean we must know how to write code 

or configure servers—but then again, few 

public relations professionals know how to 

produce class-A four-color separations for 

print.

The most important technologies to un-

derstand include those used for: the creation 

and maintenance of online communities; the 

review and analysis of information residing 

on the Internet, including the use of search 

utilities; custom communication develop-

ment, including understanding of how data-

bases work. 

But that does not mean communicators 

should forget the skills they have acquired 

over the years of performing traditional 

communication. The importance of other 

channels has not diminished, even as the im-

portance of the Internet has increased. 

Some experts have suggested that pub-

lic relations can never be practiced the old 

way again. That means that the practice of 

public relations must now integrate these 

new skills and processes. 

Practitioners need to continue to prac-

tice good, solid public relations manage-

ment and tactics. But they also need to learn 

the new skills required to incorporate the 

Internet strategically. 
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Since 2003, online social networking 

sites have experienced explosive growth, be-

coming a major phenomenon in the new mil-

lennium. Online social networking allows 

people to connect and share information and 

ideas with others via the Internet. These on-

line communities were created as a means for 

members to socialize and are often seen as a 

fun diversion from work. 

In the era of Web 2.0, non-profits must 

take their online messages to a new level. 
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Using social media tools like blogs, podcasts, 

videos and collaborative wikis they can initi-

ate more interaction, make their work more 

interactive, and can positively distribute 

their message. We have seen that there is oc-

casionally mistrusts among people regard-

ing certain non-profits, which are not always 

transparent about their activities. When com-

municating with interactive social media, 

stakeholders and supporters can have each 

have better understandings of each other 

and ascertain whether everything is working 

properly. 
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profits organization

Using interactive applications, two-way 

online communications and user-generated 

content the established core constituency of 

a non-profit can be expanded wider, possibly 

transforming it to a global powerhouse. The 

dotted list below reveals some advantages:

7& Blogging communicates with the tar-

get audience more frequently and 

more cost-effectively than newsletters 

and appeal letters.

7& Really Simple Syndication (RSS) feeds 

of blogs, videos, etc., allow support-

ers to receive, read, and act upon the 

communications at their own pace.

7& Providing various strategic tools for 

engagement.

7& Creating a means for building re-

lationships with stakeholders and 

communities.

7& Promoting networking and 

fundraising.

7& Facilitating campaigning to a large, 

and sometimes even targeted, 

audience.

7& Allowing for more space to spread the 

word at a cheaper cost.

7& Reaching younger generations and 

having higher chances of getting them 

involved.

7& Transparently telling a story through 

sound and visuals.

Regardless of the type, scope of work, 

mission or objectives of any given NGO, there 

is a social media tool, channel or site that can 

facilitate and further enhance and perfect 

the process of spreading the word about the 

NGO’s project. All tools and channels have 

the power to capacity a more specialized 

exposure and an easier means of content 

sharing across the world. For the new practi-

tioners in social media, I´ve synthesized sev-

eral steps which must take into account that 

the message conveyed by NGO´s be visible in 

social media:

7&Add the organizational objectives, 

mission and vision, whenever possible, on 

whichever site or channel you decide to join;

7&Add a cause-related picture as your 

avatar. For example, if the organization is 

promoting animal protection, add a picture 

of a pet or your logo;

7&Spend time monitoring relevant is-

sues and topics of discussion on different 

blogs and other social media venues;

7&Communicate with other NGOs uti-

lizing social media and try to build strong 

connections with them;

7&Try to engage with the organizational 

audience by assigning someone to represent 

the institution and its cause across social me-

dia sites.

Therefore, in the new socio-econom-

ic context, NGO´s needs more than ever to 

build credibility and increase its reputation 

in the market. The more a company strives 
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to provide as complete information about 

products and services offered, the more in-

volved in field work and provide relevant 

information in its area of expertise, the more 

it becomes more credible in the eyes of con-

sumers, which certainly will influence pur-

chasing decisions. 

Communication and Public relations 

practitioners should be able to reach the pub-

lic with relevant information needed in the 

same moment when the need exists among 

the public necessities. Today are much more 

direct channels through which information 

flows to consumers. In the 5 - 10 years ago its 

great public relations purpose was to obtain 

space for publication in the press and infor-

mation through press releases sent directly by 

the company, but the information were avail-

able only to a small group of journalists who 

depended on the article in the publication 

page they are working.  Today, because of 

the online environment, Public relations can 

create content that it distributes directly to 

the target audience. Online Social Networks 

(Facebook, Twitter, Digg, Hi5, LinkedIn, My 

Space, NetLog  etc.), blogs, specialized online 

communities, forums, online publications are 

environments that disseminate public rela-

tions information.  

Even if the information transmitted by 

the company did not reach the front page 

of publications devoted by the media infor-

mation comes under the eyes of a  numer-

ous public, even spread worldwide, and the 

feedback is more relevant and more quickly. 

Following reactions so NGO´s can draw con-

clusions about what they offer on the market 

(products or services), and the effective com-

munication strategy. A key feature of social 

media is the integration of different platforms 

as well as the ability to direct different kinds 

of content and formats to particular spaces.

A well-crafted public relations strate-

gies and implementation will be reflected 

in increasing brand awareness, will enhance 

credibility and, why not, will transform the 

organization into an opinion leader in the 

professional area in which it operates.

 Conclusions and implications

Therefore, in the new socio-economic 

context, NGO´s need more than ever to build 

credibility and increase the reputation in the 

market. The more a company strives to pro-

vide  complete information about products 

and services offered, the more involved in 

field work and provide relevant information 

in its area of expertise, the more it becomes 

more credible in the eyes of consumers, it 

certainly will influence purchasing decisions.  

In their activities, NGO´s can use the classic 

- traditional model centered on institutional 

image, maintaining certain equilibrium in 

relationship between the public and institu-

tions or strategies to obtain a high awareness 

through public advocacy and social media, 

or, even, to influence policy and legislative 

environment through lobby activities. Using 

any of these two strategies requires caution 

by the practitioners because in the non-profit 

sector the Public Relations campaigns are con-

text sensitive, directed by the target audience 

characteristics and, especially, by the needs 

that audience is aware or not. Practitioners 

need to continue to practice good and solid 

public relations management and tactics. 

But they also need to learn the new skills re-

quired to incorporate the Internet strategi-

cally. Because of the methods of operation 

for this category the practitioners need to be 

specialized in the niche actions. The types 
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of interventions are situational, forms of re-

search are research-action type (research car-

ried out in collaboration with beneficiary, 

with the community studied, or the group), 

and the group is helped sometimes to iden-

tify its problem. For that reason, NGO´s spe-

cialists should make the best choices in terms 

of choice of strategy, channels of dissemina-

tion of the message and the proper identifica-

tion of target audience needs.

It should also mention that the aim of 

this work was to realize a monograph of 

communication and public relations strate-

gies applied in the non-profit sector. Readers 

and experts in the non-profit sector should 

not look at this work as a recipe for success, 

but as a sum of specific techniques and strat-

egies they can consider in their activities 

to perform on the market, to increase vis-

ibility among target audience, create brand 

awareness and to change into positive brand 

sentiment the target perception about the 

non-profit sector. 
 


