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CHAPTER I
INTRODUCTION
1.1  Background of the Study

By the term non-profit or not-for-profit, it is understood that the activity or event carried out by a group of people or an organization is not intended to earn a monetary profit. It is not necessary that such organization should not earn or save any monetary unit but its basic objective is to provide service. In other words, an institution or a framework whose primary goal is said and seems to be other than earning a profit is called a non-profit organization. Governments, voluntary organizations for the preservation or conservation of environment, ethics, religion, art and culture, below-cost healthcare services, awareness activities, funded educational activities etc. are the classic examples of non-profits. The basic difference between for-profit and non-profit organizations is that the former issue dividend but the latter do not.

World Bank defines NGOs as “…private organizations that pursue activities to relative suffering, promote the interests of the poor, protect the environment, provide basis social services, or undertake community development.”
 The sectors in which such NGOs operate are healthcare, educational, awareness, environmental protection or other forms of philanthropy in one way or other. Thus, NGOs are the organizations which do not have goals of financial profits but instead have their missions defined in terms of community services. These organizations have aims which are far more altruistic in nature, and which generally provide societal benefits as well as benefits to the individual organization
. 

Non-governmental organizations are helping the communities of developing countries to speed up the pace of their development. Marketing provides an essential pursuit for the functioning of an organization today be it a for-profit or non-profit organization. For the non-profit organization, marketing should be done not only to introduce the organization to the targeted service group to encourage them to participate but also to appeal the donors to assist on the activities that the NGOs conduct. The number of non-profit organizations is growing in developing countries and scarcity of resources as well as their poor operation has been observed. NGOs which have irregular support from donor organizations or from the government face challenges to their operation. NGOs in developing countries manage to receive occasional support from a varied range of domestic or foreign sources and people from developed countries are one of such sources. Hence, this study attempts to carry out a marketing-perspective analysis for increasing contribution from one of the mainstays of such organizations: foreigners. Exploration and analysis is attempted for the ways by which Nepalese non-governmental organizations can be promoted among foreigners for increased contribution from them. 


The individual giving to non-profits or for philanthropic purposes in Nepal by ex-British and Indian army personnel, local businessmen, civil servants, etc. is also not negligible. Though the government has not defined such giving, people are utilizing recognition by a variety of ways such as carving donors’ names on stones, placing donors’ photographs in the offices and so on. Besides, foreign visitors are frequently recruited as volunteers or donors, understating which groups do so and the processes through which they become engaged can help to make a significant difference to the future prospects for development in Nepal.

The researcher’s experience as the founder of some NGOs has inspired him to study about the sources of funds to NGOs. Professional experience as an employee in tourism sector and as a sales executive in a service organization has helped him to see the problem from a tourism-marketing perspective whereas the marketing major in academic courses had brought NGOs, tourism and marketing into one place and the concept of carrying out a study related to promoting NGOs among foreigners was crystallized.

Although smaller in numbers, non-government organizations were working in Nepal before the political reform of 1990 A.D. Being a country of agro-based economy, Nepal has been focusing public participation and awareness for the development of agriculture and the practices of Guthis and Char Pate Club were probably the introductory units of such activities. Guthis were established to help disaster victims and Char Pate Clubs were the vehicles for delivering agricultural technology to some extent. Similarly, some international not-for-profit organizations like the United Mission to Nepal have been working in Nepal for the last fifty years at least.

In order to regulate the formation of NGOs, the Organization Registration Act was enacted in 1977 but the number of NGOs has grown rapidly only after the 1990 political reform. The researcher himself had joined the process of establishing four NGOs during this period as founder – which is just one example of the mushrooming number of NGOs in Nepal. All NGOs and INGOs registered in Nepal have their objectives defined in terms of community based services in one way or another. Until April 2006, 19553 NGOs and 131 INGOs have been affiliated to Social Welfare Council, the regulatory body of NGOs in Nepal.
 Their sectors are as community and rural development services (56%), youth (17%), women (9%), environment (6%), children (3%) and others (9%).


While evaluating the funds coming from different sources to the NGOs, it is found that big international non-government organizations (INGOs) have brought more than 94 million US dollars in 2005. Other small INGOs which bring less than US dollar 50000 have brought about 4.3 million US dollars that year. A big ratio of the amount of fund coming directly from the foreigner while on a tour to Nepal and the amount they have sent by collecting donations in their country after getting back home is not in the records until now and may prove an interesting topic for future research. To the extent that the findings of this study offer useful insights to INGOs and NGOs on how to develop recruitment and fundraising, this study is intended to make a modest contribution to the overall process of development in Nepal.
One of the cities selected for the study, Kathmandu, is the capital city of Nepal having a rich historical and cultural background. It lies in the Bagmati and Bishanmati river basins and it is national centre of politics, economy, education and culture. Dotted with innumerable Hindu and Buddha shrines and home to four world heritage sites, Kathmandu is an attraction for pilgrimage and sightseeing. District population was recorded as 1,081,845 with an annual growth rate of 4.71 percent on 2001 census whereas its area is about 400 square kilometres.
 Tourism is the growing economic source for the city and carpets, handicrafts and garments are other industrial products. This district is linked with domestic and foreign cities through air and land routes.

The next city selected for the study is Pokhara. Situated 200 kilometres west of the capital city Kathmandu, Pokhara is the second most important tourism destination in Nepal. Pokhara is not only the district headquarters of Kaski district but also the regional headquarters of the western development region. Besides Prithvi highway that links the city with the capital Kathmandu, two other highways Siddarth and Baglung highways are linked to this city. Pokhara is even linked with Jomsom, Chame, Bhairahawa, Bharatpur and Kathmandu through air routes. The national census of 2001 showed the district population as 380,527 with a growth rate of 2.62 percent. Its area is 2013 square kilometres. Economy of this district has depended mainly on agriculture but tourism is also growing to support the district’s economy in recent years. Crops, cash-crops and livestock products are the sources of income for the farmers. Business and employment are other sources of livelihood. Noodles, biscuits, textiles and cattle and poultry feeds are the major industrial products of the district. George of Seti river, Davis fall, Lakes and magnificent view of the Annapurna Himalayan range attract internal as well as external tourists.

1.2 Focus of the Study

The authorities are unable to offer basic services to still a bigger region. With the growing urbanization and the level of education, people are found desirous to serve society by 'doing good to the society' or adopting social-service as one's career. During the last few years the number of people affiliated to NGOs is growing immensely. Since funding has a significant role for the delivery of services to the target groups and it is a common challenge to NGOs, promoting of such organizations toward the funding sources is an automated need.

The contribution to NGOs from foreigners in comparison to the contribution from bilateral and multilateral agencies and international charities may seem very low but we can observe that foreigners' contribution not only increases its own contribution but also increases the contribution from other sources. Earlier retirement and rising living standards in the West have led to more people looking to fill their spare time with more worthwhile activities such as charity work hence we can expect perpetual growth in foreigners’ contribution. Besides, the outreach ratio, awareness and public participation are expected to be high in the projects where foreigners' involvement exists.


Two major tourism destinations of the country, Kathmandu and Pokhara are selected for the study as NGOs in these places are found utilizing foreigners’ involvement for a comparatively wider range than NGOs in other regions. 

1.3 Statement of the Problem

Considerable number of NGOs are established in Nepal but very few of them have been able to win assistance from foreigners. Nepalese NGOs seem reluctant or are lagging behind to perform in a way as a business organization for applying strategic marketing approach. Failure in applying promotional methods enthusiastically is the basic reason for the NGOs in being unable to establish a linkage with the foreigners besides other reasons such as poor command over foreign languages and others. Being non-governmental units, funding is a common challenge to all of the NGOs especially at the initial stages of their establishment though this does not mean that the continuation of such funding sources is negligible or less challenging. If strategic marketing approaches are applied to the NGOs, they can overcome the problem of dearth of resources. 

Even though the organizations are non-profit, obviously it can not be claimed that they are not for surpluses. Surplus is desirable as it will be a good backbone for the organizations at the time of resources breakdown as well. Different NGOs are applying different ways of fund-raising according to the nature of each organization. An organization working in a technical field (NGOs like Heifer, LI-BIRD or IPGRI) may not have an interest or requirement of utilizing the tourism for its marketing because it may have its own field of specialization and that may not be a matter of fascination to the common donor but the number of non-technical NGOs is greater and their field of service is a matter of interest to a greater number of individuals. 

Be it desirable or not, we have no option but mobilize foreign sources of funding for many years onwards
 not only for the government expenditure but also for the non-government expenditure. Since the funding for the necessary schedule and plans is a primary objective and as a major (almost all) part of the funds used in the social-service in Nepal is funded from abroad, it is valuable to study the role of foreigners for the promotion of such organizations. Organizations those at a distance from the capital city are unable to have a good co-ordination with the capital based Social Welfare Council. Such NGOs are lacking the affiliation and connection to the mainstream of funding sources and the seeking of foreigners’ assistance becomes more important to these sort of NGOs. More than half of the NGOs in Nepal are facing funding related challenges.


Non-transparent, working on different priorities than actual needs, lack of buttom-up approach, dollar-farming, running like family businesses and  spending only a small portion of funds for the actual purpose are assumed as the major impressions of NGOs among people. 


Despite such criticisms, because NGOs are serving for society’s better, strengthening of them is necessary. Analysis of NGOs’ promotional practices also becomes important in this respect. Hence the research has tried to find the ways of foreigners' contribution to NGOs along with the method by which NGOs in Nepal are promoted. It has further attempted to find factual answers to the following specific research questions.
· What are the ways in which foreigners are contributing to Nepalese NGOs?
· What promotional tools are being used to promote Nepalese NGO sector? 
· What ways are being applied by NGOs to influence the foreigners? Which promotional tools are useful for increasing their contribution?
· What do the service receivers think about the NGOs and how they deal with them? 

· What are the ways by which NGOs can get optimum advantage from foreigners?
1.4 Objectives of the Study

Main objective of the study is to make an assessment of foreigners' contribution to Nepalese NGOs and to suggest the appropriate ways of their promotion.

In this background, following are the specific objectives of the study: 

· to analyze the assistance currently provided by foreigners to Nepalese NGOs.
· to identify promotional tools used to promote the market of Nepalese NGOs.
· to explore the ways currently being used and which can be used to take advantage of foreigners’ involvement for NGO sector’s promotion 
· to analyze the attitude of service recipients towards the NGOs 
· to suggest effective ways that help to promote the market of Nepalese NGOs through foreigners
1.5 Significance of the Study

Non-profit organizations have a significant role in uplifting of society. They work with the society and they assist the civilians in three major ways: employment, awareness and direct support. The findings of the study will be helpful to the NGOs to increase productive affiliation with foreigners by providing realistic information regarding the ways of  foreigners assistance, effective use of promotional tools, level of contribution by foreigners for the organizations and other relevant details. The foreigners segment is a complimentary advantage for the nongovernmental organizations. The non-profits can even use the findings of the study for the penetration-decision purpose after having a description of the issues discussed and analyzed on the study. In such a way, identifying the proper ways of resource maximization of NGOs holds potential benefit for the society as well.

Findings of this study will also be useful to non-governmental organizations in other developing countries. The study mines other information which can be helpful for future researches.
1.6 Delimitations of the Study
This study has following delimitations:

1. 
It is focused on the promotional activities of non-entrepreneurial NGOs which do not have any direct network support. 

2. 
It is concerned with the ways of assistance from foreigners to the NGOs. 

3. Survey was conducted within Pokhara and Kathmandu during August-September, 2006. 
4. It is entirely based on marketing perspective.
This study is not concerned with other aspects and other situations than mentioned above.

1.7 Organization of the Study


This study is concluded within five chapters namely – Introduction, Review of Literature, Research Methodology, Data Presentation and Analysis and lastly Summary, Conclusions and Recommendations.


The introductory chapter covers the background to the study, the focus of the study, a statement of the problem, the objectives of the study, the significance of the study, delimitations of the study and the organization of the study. The second chapter review of literature contains literature about NGOs, tourism, marketing mix and promotion mix from a varied range of sources and a review of articles and studies related to the topic. The third chapter deals with the methodology adopted for carrying out the study. It consists of the research design, nature and sources of data, a description of the population and sample, data collection methods, the method of statistical analysis and the limitations of the methodology. The fourth chapter present the data in an interpretable manner and also its analysis. The analysis is condensed into findings within the same chapter. The last chapter summarizes the foundation of the study, draws conclusions, and offers recommendations.  
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