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CHAPTER II
REVIEW OF LITERATURE

In this chapter, theoretical description about the concept of the subject matter of study is presented at first section. In the concluding section, review of articles and studies related to NGOs, promotion and tourism are presented.
2.1 Theoretical Review


In this section, texts related to non-governmental organizations, specially their history, categories, objectives, importance and sources of funds are sorted and discussed. A brief explanation regarding tourism is also presented in so far as foreigners’ involvement is concerned. A marketing perspective for NGOs’ fundraising is presented under another segment where as the problems and opportunities are discussed at the end of this section..

2.1.1 NGOs Yesterday and Today: an observation 
The World Bank defines non-governmental organizations as a wide variety of groups and institutions that are entirely and/or largely independent of government and characterized primarily by humanitarian or co-operative rather than commercial objective. UNDP defines it as a private voluntary not for profit organization supported at least in part by voluntary contribution from the public.
 Non-governmental organization, non-profit organization, private voluntary organization, non-governmental development organization, government organized NGO (GONGO), donor organized NGO, social movements, civil society, community-based organization, people's organization, grass-roots organization are the different names given to NGOs.
 NGOs try to deliver services that are not excludable to the people but due to unavailability of resources and expertise, government is unable or unwilling to deliver such services to their people.

Philanthropic activities have gradually developed with the development of human civilization. Tracks of such activities are reflected on the teachings of many of the religions such as Tithe (donating one-tenth of one's income) in Christianity, Dan (donating to disciplined and helpless people) in Hinduism, Zakat and Khairat (obligatory and optional donation) in Islam and Bhiksha (donating to devotees) in Buddhism. The Christians in medieval Europe distinguished between the “deserving poor” and the “undeserving poor” whereas religious altruism differentiated between the needy of other religion and the needy of same religion at times. Later, people started to form non-religious altruistic organizations to support the victims of natural disasters such as earthquakes, floods, and epidemics or other threats including war, poverty and discrimination. In the educational sector, Blue Coat Schools were the English elementary school of early 18th century educating children of the poor. Similar schools also existed in colonial America and on the Continent during the same period.

Rosenbaum proposed four stages of the non-profit organizations' evolution in United States after the American Revolution (1775–83).
 Rosenbaum has termed voluntary/civic stage as the period when philanthropic activities had started to take initial shape within neighbourhoods. During the philanthropic patronage stage, extremely rich families used to conduct humanitarian activities. Philanthropic activities based on the authorities’ largess were named the rights and entitlements stage. The current stage is the competitive/market stage when strategic methods are used to conduct altruistic activities with the help of a highly competitive contributor market.
The development of small community level organizations into international level organizations was observed during the nineteenth century. The International Committee of the Red Cross (ICRC) founded in 1863 was one of the first such organizations. There are other examples of establishment of non-government organizations (such as Young Men's Christian Association-1844, Charity Organization Societies-1870s, Toynbee Hall-1884, Hull House-1889
) at national level before ICRC. The UN Charter's Article 71 of Chapter 10 provisioned to term those organizations that are neither government nor member states as non-governmental organizations.
 

2.1.2 Origin and Development of NGOs in Nepal

Based on the nature, process and concept of NGOs development in Nepal, the evolution of the NGOs (and the like) are divided into the following three stages: 

Guthi Era (1925 to 1950 A.D.): Guthis (trusts in Nepalese context) were the first organized forms of NGOs in Nepal. Dharma-Bhakari, Murda Guthi, Puja Guthi and Guthi for construction and maintenance of canals were the different forms of Guthis.
 There are conflicting views about the founder of Kamadhenu Charkha Pracharak Mahaguthi, the first official guthi of Nepal founded in 1926 A.D. Shahi has claimed that it was founded by Rana Prime Minister Chandra Shamsher
 whereas Subedi claimed that it was founded by Tulsi Meher
. (This guthi was later combined with the Nepal Gandhi Smarak Nidhi in 1972 A.D. and the new name was given as the Nepal Charkha Pracharak Gandhi Smarak Mahaguthi.) Later on, the Earthquake Service Group and the Maharaja Service Group were formed for the rescue and rehabilitation of the victims of the 1934 A.D. (1990 B.S.) earthquake. Nepal Charkha Pracharak Gandhi Smarak Mahaguthi and Paropakar Aushadhalaya were established by social workers Tulsi Meher and Dayabir Singh Kansakar respectively for providing training and health services. Establishing religious trusts was allowed to some extent but establishing libraries or other awareness-related organizations was prohibited during the Rana regime (before 1950 A.D.). There are many examples of people being penalized for attempting to establish such organizations.

Controlled Era (1950 to 1990 A.D.): During this period, the formation of NGOs was controlled by the state. Only a handful of people favoured by the Royal regime were able to establish and operate NGOs. Nepal Ayurvedic Sangh and Nepal Homeopathic Sangh (1950), Tharu Kalyankari Samiti (1951), Kshyarog Nivaran Sanstha (1953), Marwadi Sewa Samiti (1954), Madan Puraskar Guthi (1956), Nepal Family Planning Association (1960), Nepal Red Cross Society (1963), Samaj Kalyan Kendra, Nepal Children Organization (1966), Nepal Chamber of Commerce and Industry (1965) were formed during the period. United Mission to Nepal (1954) and Rotary Club (1959) initiated the introduction of foreign funds to the independent sector in Nepal. Even after the introduction of the Organization Registration Act in 1977 (2034 B.S.), people could not start NGOs because of the undemocratic, elitist and corrupt political system and its influence on the establishment and operation of NGOs. The Queen was the patron of the Social Service National Coordination Council, the regulatory body for the NGOs.


Community based organizations supported by authorities existed during this period. Being a country dependent on an agrarian economy, Char-Pate Clubs formed by field workers of agricultural authorities were established in villages for increasing public participation and awareness in the agricultural sector. These clubs were the forums for bringing agricultural technology to the farmers to some extent. 

Liberal Era (Since 1990 A.D.): The Organization Registration Act was only a stepping stone towards the establishment of NGOs but there was a favourable environment for the emergence of NGOs after the political reforms of 1990. The name of the Social Service National Coordination Council was changed to Social Welfare Council (SWC) after the enactment of the Social Services Act in 1992 and the SWC was limited to be facilitator and resource centre for NGOs working in Nepal. Until now, the number of registered NGOs in Nepal has hit the figure of 33000.
 Since the rise of the Maoist insurgency in 1996, a contraction in the activities of NGOs has been observed particularly in the Maoist controlled areas but the increasing trend in number is still accelerating with a twist in their nature: conflict related NGOs.
2.1.3 NGOs: Objectives, Importance, Classification and Contribution 

Political interests, bureaucratic temperaments and rule-bound limitations are referred as the reasons for the emergence of independent development catalysts like NGOs.
 Almost all of the NGOs and non-profits are found attempting to increase their revenues and funds. They are not satisfied only by maintaining their annual operational plan but they like and try to save some of the funding they receive while their programmes and projects are running. Even though the organizations are non-profit, obviously it can not be claimed that they are not for surpluses. Surpluses provide a level of predictability which can offset to some extent the peaks and troughs characteristic of their usual experience of fund raising.

Almost all of the NGOs in Nepal are set up with the objective of serving poor and marginalized communities.
 Some NGOs directly distribute goods, while others provide services, train the people to produce goods and services and work on the awareness of the people. In these ways, the major objective of the NGOs is upliftment of society.

Providing assistance, developing communities, building awareness, promoting human rights are common objectives of the NGOs.
 The NGOs' objectives mostly fall under:
a. to provide relief and humanitarian assistance

b. to foster community development by providing income generating training and increasing awareness of children’s, women’s and dalit’s rights 

c. to provide basic services such as health and education to the hardest hit communities 

d. to increase awareness of diseases, trafficking, drug abuse and conflict 

e. to promote civil rights, human rights and good governance 
f. to preserve art, culture and the environment

There are growing concerns that NGOs should positively discriminate in favour of gender and other forms of marginalized communities
 and also that the community members targeted and benefited by the NGO activities should be termed as customers rather than consumer, target group or beneficiaries
. This customer view approach argues that if not money, they contribute time cost and psychological cost while accepting the services of NGOs, the NGOs on the other hand will keep on focusing on customer-centred programmes and policies. In Nepal, NGOs’ customers are often termed as the target group or beneficiaries. And NGOs are helping the beneficiaries in three major ways: increasing awareness, improving capabilities and providing basic services and assistance.

Arts, charities, education, politics, religion, research and many other fields are the main areas where non-profits are involved. Even non-profits do not have aim to earn profit, they generate revenue for financing their activities. Such revenues or surpluses are constrained by law. Governments, political parties, educational institutions, funded educational activities, conservation and awareness campaign, below-cost services, organizations related to ethics, religion, art or culture etc. all are non-profits. Vast majority of the NGOs are non-profit organization although some of them are for-profit organization and political parties and criminal or violent guerrilla organizations are not considered as NGOs by most of the definitions.
 Educational institutions also do not fall under the NGOs, even state funded, though some of the educational institutions fall under the working framework of the NGOs
.

While classifying the NGOs, one method that is widely used is the classification of the World Bank. Another classification discussed below is according to the nature of networks that NGOs are using to share resources and knowledge. 


The World Bank divides NGOs into two broad categories: advocacy and operational, using the nature of their activities as the basis of classification.
 The following sub-categories are found:

Advocacy Groups of NGOs: 
a. 
NGOs related to general advocacy and advice, campaigning and facilitating, environment conservation, and the proper use of natural resources

b. 
NGOs related to civic, human rights and good governance

Operational Groups of NGOS

a. 
Grass roots level or community-based action-oriented NGOs related to development and community forums

b. 
Humanitarian assistance, services or relief-related NGOs which support the victims of natural disasters 
c. 
Sectarian NGOs working against trafficking, HIV-AIDS, assisting women, children, disabled and other marginalized communities

The geographical coverage of NGOs varies from a couple of villages to nationwide. NGOs with nationwide coverage have formed a structure of multiple levels such as central level, regional levels and local levels.

Sharing of resources and knowledge among NGOs is done in three ways. Some NGOs or non-profits are trans-national federations of national groups and have their own country-wise units sharing a full affiliation for ideas and resources in a strategically planned manner. International organizations such as Amnesty International, the International Federation of Red Cross and Red Crescent Societies, Oxfam International, The Rotary Foundation, the World Wildlife Federation, etc. are some of the non-profits with direct networks. The United Nations, other international organizations and foreign missionaries which share ideas and resources with multiple governments are also non-profits with direct networks. Here, it should be noted that most of the international non-government organizations and some well established non-government organizations have this type of network.


The groups of organizations in the second category follow a random structure for sharing resources and implementing their programmes. NGOs with indirect networks have limited affiliations to their up-liner and down-liner organizations. Stronger organizations in terms of resources and ideas are referred as up-liner organization. They encourage the down-liners, those smaller organizations which help the up-liner organizations to implement their programmes by performing activities in real life situations. They share ideas and resources based on periodic evaluation in a somewhat fluctuating manner. Non-profits or NGOs term their companion organizations as partners. This is a hybrid structure of non-profits with direct networks and non-profits without network support.


Other NGOs or non-profit organizations do not have regular support from contributors. They manage to receive occasional support in a much more fluctuating way from a varied range of sources. Such sources can be domestic or foreign. Government institutions, member affiliates, occasional charity activities and service receivers are the domestic sources and foreign institutions and foreign individuals are the foreign sources for these NGOs.


While the word network is used here to show affiliation between two or more NGOs, NGOs have practiced networking of relatively homogenous NGOs. There are umbrella organizations of NGOs working for women, dalits, peace, human rights, and other groups. But these types of networks are formed for sharing ideas and experiences rather than funds, and such networks are not free from intra-group politics. 

Similarly, Institutions are found established by a single foreign government or multiple governments to transfer funds as grants or as loans to the recipient government. Inter-governmental donation or foreign aid is an international transfer of capital, goods, or services for the benefit of other nations and their citizens.
 Organs of the United Nations (UNESCO, WHO, FAO, World Bank), Asian Development Bank, organs of European Community (European Investment Bank, European Development Fund) European Union, American Development Bank, African Development Bank, etc. are the main donors transferring funds to countries through the hands of governments, INGOs, and NGOs.


According to the UN Economic and Social Council, the International Non-Governmental Organizations are not founded by any international treaty, but by some other methods. In the case of Nepal, any foreign NGO that has made commitment with the Social Welfare Council for contributing more than 50,000 US dollars annually is recognized as the international non-governmental organization. Such INGOs start working in Nepal after entering into an agreement with Social Welfare Council. INGOs should declare the sources of their funding whether it be charity, personal grant, government or people's donations. Institutions or organizations established by foreign government(s) are not required to negotiate with the SWC to start their operation in the country as they have agreements with the government itself. The main activities of INGOs are listed in the literature as funding local NGOs, institutions and projects and implementing the projects themselves,
 though in Nepal INGOs can not implement the programs themselves and are required to take governmental or non governmental organizations as partners for such implementation. Some privileges have been arranged for the INGOs such as no visa fee for the representative and duty free on import of goods. INGOs are required to submit quarterly progress reports and annual audit reports to the Social Welfare Council.


The NGOs are important to the nation in varied ways such as the development of physical and intellectual infrastructure, supporting innovation, demonstration and pilot projects, facilitating communication, technical assistance and training, research, monitoring and evaluation, advocacy for and with the poor.


In more specific terms NGOs are important in the ways of direct, indirect and part time employment creation, building awareness, reducing negative discriminations, increasing foreign exchange and foreign assistance, strengthening civilian's capabilities with the medium of training and education, community development, providing services of primary needs and promoting art and culture.

The role of the NGO sector in the process of development is important to Nepalese national policies as well. The Tenth Plan, a national-level five-year plan for Nepal, has given priorities to increasing the presence of NGOs in the remote and backward areas in order to help regional participation in development because of their capability of reaching the backward and remote areas where the government and private sectors are unable to deliver. Income generation and employment creation by social mobilization to help alleviating poverty, mainstreaming of the disables, dalits and tribes, skill development, awareness, women’s education and empowerment, population control etc. are key roles of the NGOs.


If we go through the millennium development Goals (MDG) of the United Nations, we can find a perfect compatibility between the objectives and roles of the NGOs with the MDGs. Almost all of the NGOs have at least one goal that contributes to eradicating extreme poverty and hunger, achieving universal primary education, promoting gender equality and empowering women, reducing child mortality, improving maternal health, combating HIV/AIDS, malaria and other diseases, ensuring environmental sustainability or developing a global partnership for development.
 Similarly, in the last 2-3 years some foreign donor agencies have been campaigning for greater coherence between the activities of foreign governments and NGOs/INGOs.
2.1.4 Sources of Funds to NGOs 

In today’s competitive/market stage of non-profits, competition for funding is fierce. The nature of competition can be understood by the substitutes available to the contributors of the two major forms of funding sources for the non-profit organizations: revenue and donations. Donors viz. foundations, corporations, governments and individuals have the option to donate to NGOs in other developing countries or to the governments’ institutes as product for product substitute, the option of donating to non-profits in donors' own homelands can be assumed as substitute of need, and non-altruistic spending of disposable income can be regarded as the generic substitution.

Revenue is collected by selling the product or service to the beneficiaries, which is similar to the activity carried out by business organizations. Other sources which do not fall into either of the above are the miscellaneous sources.


NGOs in Nepal receive a greater part of their funds from international donors, besides which they use other sources such as government institutions, senior organizations, foreign individuals, member affiliates, occasional charities and beneficiaries. Frequently, NGOs look for some form of matching support from the beneficiaries which is the form of local and modest fundraising, initiatives or in the form of contributions in kind (e.g. contributing free unskilled labour or local administration of a construction project.) This is a requirement of some of the donor agencies working in Nepal. Some NGOs even generate funds by selling products or providing services in the marketplace, NGOs suppose that the people prefer such products and services because people know that the revenue is spent for the better causes. In such a practice of selling goods to foreigners or a form of export, both the cost price and surplus return to Nepal. It has been found that foreigners visiting Nepal for different purposes have been providing financial assistance to Nepalese non-profits and they are performing a supportive role for the fundraising of Nepalese non-profits.
 

Yezbick focuses on charities and donations to the non-profits working with grassroots rather directly to the beneficiary individuals stating that hand-outs have never eradicated poverty and never will, and that only through collaborative efforts, utilizing the notions of assisted self-reliance and sustainable development to build social capital can we truly help those in need.
 This can be backed up with the experience that millions of dollars have been donated over the last few decades and yet the various indicators of poverty have grown worse rather than better.

Currently, foreign fund is coming to Nepal as assistance for NGOs in the following four ways:

a.
INGO’s formal financial assistance

b.
Foreign governments’ assistance through embassies and departments
c.
Foreigners’ financial assistance while on a tour to Nepal
d.
Donations collected abroad by foreigners

Religious giving is yet to be explored; the claims, on one hand the believers are diverted due to discrimination and lack of opportunity and on the other hand churches are running by members’ donation, tithe or whatever, do conflict together.
 On the other hand, many secular groups are willing to receive funding from religious groups as long as there are no religious conditions attached even though churches within the country are being run by foreign funds and amongst non-secular funding, majority is from Christians. 

Donating for the purpose of community development be it for establishing schools and hospitals, constructing irrigation or drinking water facilities or anything else, Nepalese people can not be supposed to be less generous. As development is a relative term and the developmental needs of the Nepalese community have grown tremendously in the last few decades because of slower development within the country and faster development outside the country, again due to a number of reasons, such generous contributions from within the society could not be sufficient. Share of individual donation is still smaller in Nepal but the individual donor segment is the highest contributor in many developed countries. In the United States it contributes 81 percent
 and 80 percent of total funds donated to non-profits in United Kingdom is contributed by individual giving
. 

Three types of giving are in practice among foreign non-profits. Annual giving campaign is the bedrock of the fundraising activities but it can only be effective where there are the basic components presents such as strong volunteer leadership and staff support, clear organization structure, ambitious but realistic goals, careful segmentation of donors and prospects, extensive prior research, thorough training of volunteer solicitors, a detailed timetable of activities and mileposts, extensive reports and accountability, donor and volunteer recognition, online giving options and building of lifetime donors. Major giving is termed equally important as it boosts up the fundraising activity by only a small effort. The arrangement of ownership transfer to the non-profits after the death of the donor owner is planned giving.


The motives of individual giving are need for self-esteem, need for recognition from others, fear of contracting the problem, giving habit, nuisance giving, giving by requirement, captive giving, people-to-people giving, and concern for humanity.


We have already mentioned that the NGOs have two distinct types of market: the beneficiaries and the contributor. If we observe the contributor market of in Asian context, almost all of the developing countries have foreign funds as the major sources of contribution to them. 

NGOs normally derive income from the following sources: 

a. Donations, membership fees, and income-generation
66%

b. Subsidies from governmental bodies 
14%

c. Grants from private foundations
4%

d. Contract funds from government and UN agencies
5%

Government grant, local individual level or corporate level donations, religious donations, nominal amounts as membership fees and training fees are found as the sources of funds to the NGOs in Bangladesh, China, Hong Kong, India, Indonesia, Malaysia, Philippines, Taiwan, Thailand and Vietnam. Support from the Indian Diaspora (institutional and individual basis) to Indian NGOs, alms-giving in Thailand, donations from state-owned corporations in China, from horse racing clubs in Hong Kong, from cooperatives and labour unions in Indonesia and from political parties in the Philippines are other sources of funds. Similarly, research and training fee is also a source of funding to Vietnamese NGOs. All of the above mentioned countries except Hong Kong, Taiwan and Thailand have a significant ratio of funds from bilateral, multilateral agencies and INGOs compared to other funding sources.


Nepalese NGOs also depend heavily on foreign funds for contribution. Bilateral and multilateral agencies, INGOs, Nepalese and foreign individuals, and membership and service fees are major contributor market of the Nepalese NGOs.

2.1.5 Foreigners and NGOs

Travellers who do the travelling for recreational purposes are referred as tourists. Besides such travellers, the business and other purpose travellers who travel to other places than their own are also referred to as tourists.

Dhar opined that tourism can no longer be viewed as peripheral or a luxury oriented activity in the present context. Dhar exclaimed that the ramifications of tourism reach out to many sectors of the economy in the great age of automation industry has made this rapid progress possible by providing people with more leisure time and money. The rapid growth of the tourism industry makes studies on its impact, changing trends and directions important.


Any person who travels to a country other than that in which he/she has his/her usual residence, but outside his/her usual environment, for a period of at least one night but not outside more than one year and whose main purpose of visit is other than the exercise of an activity remunerated from recreation and holidays, visiting friends and relatives, religious/pilgrimages and other purposes is a tourist.


Bhatia suggested that tourism is the totality of the relationship and phenomenon arising from the travel and stay of strangers, provided the stay does not imply the establishment of a permanent residence and is not connected with a remunerated activity.


In this way we can see that when travelling is done for recreational purposes, it becomes tourism. Services arranged for such activities are also considered as the part of tourism. The meaning of tourism as the practice of travelling for recreation, the guidance or management of tourists, the promotion or encouragement of touring and/or the accommodation of tourists described by Encyclopaedia Britannica dictionary can be used to define all-inclusive meaning of tourism.


Tourism can be broadly categorized under two categories. Firstly when people travel from a part of a country to another part of the same country as internal tourists and secondly when people travel from one country to another as external tourists. The external or internal tourists can have various interests such as adventure tourism, agritourism (helping to support the local agricultural economy), armchair or virtual tourism (not travelling physically, but exploring the world through the internet, books, TV, etc.), cultural or heritage tourism (visiting historical or interesting cities to experience their cultural heritages), dark tourism (travel to sites associated with death and suffering), disaster tourism (travelling to a disaster scene not primarily for helping, but because it is interesting to see), drug tourism (using drugs in that country and/or taking drugs home), ecotourism (travelling to national parks and wildlife reserves having minimal impact on the environment), educational tourism (travelling to an educational institution), gambling tourism, medical or health tourism (to escape from cities or relieve stress or for treatment purpose), hobby tourism (driven by hobby), sport tourism (for sport related activities), space tourism, Vacilando (a special kind of wanderer for whom process of travelling is more important than destination) 
 and voluntourism
.

Senior has categorized the purpose of travel for a holiday, leisure, recreation, sport, official, business or conferences visits, visiting friends and relatives, and health, study or religion related visits.


From a sociological perspective, the people from core countries visit the peripheral countries and the people in the peripheral countries earn by providing them hospitality and other services or goods. Due to this phenomenon, the prosperity of peripheral countries’ economies in general and tourism industries in particular is dependent on the core countries. After entering into the horizon of the peripheral countries, assumptions about the foreigner’s further involvement on the activities on the welcoming country can not be avoided.

As far as foreign tourists entering into Nepal are concerned, the purposes of the majority of them have been found to be holiday pleasure (36.65%) and trekking and mountaineering (18.68%). Official and business purpose travellers are very few. Indian tourists have a substantial ratio of contribution to pilgrimages compared to other groups.


Tourism is important for every country as it contributes to the national economy. It increases foreign exchange earning, creates employment, increases business activities in the agricultural, industrial, trading and financial sector as a result of increase in consumption of goods and services. (In Nepal's context, foreign exchange earning from tourism was 193 million US dollars in 2003 and 180 million US dollars in 2004.
 

Senior has listed the PLUSES of the tourism as income and jobs creation, preservation of cultural and natural heritages, increase in understanding by allowing people to meet, building new facilities. On the other hand, he has stated cost of importing special amenities, destruction of environment for building hotels, undermining social standards and polluting of natural environment as the MINUSES of tourism.
 Until now, the pluses are considered heavier than the minuses therefore tourism is being promoted worldwide.

Palikhe found employment creation, increase in income, development of road, market expansion, increase in hotel business, increase in living standards and foreign exchange earning as positive the effects of tourism and effects on environment, society and culture as negative effects of tourism.


Dhungel describes foreign tourists as one of the contributor segments of Nepalese NGOs. Besides direct contribution, he claims, they play an important role in increasing fundraising in foreign countries.
 Huge amount seems remitted as donated by foreigners annually, but there is not any official approximation of its volume. Though the funds coming through INGOs and donors are visible to a greater extent, bigger fraction of the amount donated by foreign tourists while on a tour in Nepal, and the amount foreigners send by collecting donations in their country is still off-the records.

As the number of NGOs in Nepal is still growing and the scarcity of resources has been a root cause of poor functioning of most of the NGOs, the seeking of resources for funds becomes an ongoing struggle. Going further on the issue in a more thorough way, marketing has become an essential tool for the functioning of the organization whether it is a business or a non-business organization. For the non-profit organizations (NGOs in our context), marketing is done by introducing themselves to the target group to make the group ready to accept the programmes. On the other hand, to increase the sources of the resources, marketing towards the contributor is even more important for the NGOs as the better funding structure automatically enables the organization for the delivery of services. 

Different NGOs are applying different ways of fund-raising according to the nature of the organization, its objectives or target groups in Nepal. An organization with strong ties with the strong donor organizations may not have an interest in utilizing the foreigners for its promotion or penetration but many NGOs do not have such ties and are found interested to utilize every possible, even smaller funding source.


The foreigners, for the purpose of NGOs’ marketing can be categorized as:

a. 
Contributors: The contributors are those who directly involve themselves in donating cash, material or voluntary services to the organizations. Foreigners coming into Nepal for any purpose can even be the representatives of the corporates, foundations, charities or government institutions who later help the NGOs to receive institutional contributions.

b.
Facilitators: The facilitators are those who voluntarily or involuntarily assist the organizations to identify and influence the contributors.

Foreigners visiting Nepal for tour-related purposes, according to their intentions regarding the help for the non-profit organizations can be categorized as:

a. 
Foreigners visiting Nepal without any intention of contributing NGOs.

b. 
Foreigners visiting Nepal without any intention of contributing NGOs but later become interested to contribute.

c. 
Foreigners intending to support NGOs as one of the purposes of their visit.

We observe foreigners often being acknowledged here and there in Nepal, for their philanthropic activities. There are instances of facilitations of foreigners while volunteering for medical camp in Myagdi
 and sending winter jackets to the children of Everest region
 to assistance for school building and other activities in Rupandehi
 to free English medium school in Gorkha
. We can find many cases of foreigners’ involvement in helping Nepalese by donating books to libraries, paying for elementary to abroad studies of orphans or poor students, helping with the treatment of the needy, purchasing cement for drinking water projects in villages etc.

Helping Hands, Namaste Children House, Mountain Trust among others are the NGOs those working hand in hand with foreign individuals proving them as the important contributor segment. There are instances of foreign individual's donations to NGOs as some of them have published dozens of foreigners' names as donors in their reports.


While we use the term foreign tourists, to denote foreigners, it comprises only the foreigners who have visited Nepal. But we would rather use the term foreign individuals or foreigners which denotes all foreigners who have not necessarily visited Nepal or have visited Nepal for any purpose. The use of the term foreigners is essential because for contributing to NGOs, it is not necessary for a foreigner to visit Nepal, at present, in the past or in the future.

According to observation and with informal interviews with NGO professionals, it has been found that the foreign individuals can contribute the NGOs in a number of ways namely volunteering within Nepal, volunteering in other countries, specially the foreigner's home country, some monetary help that covers only a part of an event, monetary help for sponsoring NGOs' events for longer durations and big monetary help to make the organization's resources strong.

2.1.6 Promotion of NGOs

Under this part of the review, marketing mix to two different markets of NGOs, product length and width of the NGOs, the difference between non-governmental organizations’ marketing in Nepal and non-profit organizations’ marketing in developed countries are discussed. Brief introduction of communication model and stages of change, determinants for suitability of the promotional tools and the role of promotion to NGO sector are also presented. 

Marketing Mix in Non-profit Organizations and in Non-Governmental Organizations: in relation to two different markets: beneficiaries and contributors


A non-profit organization requires establishing marketing system to influence two distinct groups. In other words, the marketing for non-profits is a two-way activity. As stated by Futrell, “A non-profit organization must develop two separate sales programs-one looking back at its contributors and the other looking forward at its clients.”
 The author has termed the contributors, sponsors or donors as ‘non-profit contributors’ who contribute money to the organization, labour or services, or materials. 

Johnson has termed the two different markets of the non-profits as clients and supporters.
 Similarly, Woodruffe has categorized the marketing activity of non-profit organizations as: 

a. 
Marketing to Recipients, Members or Users

b. 
Marketing to Sponsors, Contributors or Donors
 (denoted as 'contributors' hereafter)

The non-profits try to offer services those they think are non-excludable,
 the service receivers are not the payers for the cost of services, instead the contributors are. For this very reason, the non-profits need not only to inform the target groups in order to make them ready to accept the service they are offering but also to remain in regular contact with the contributors. Johnson argues that the non-profits, in relation to the organization’s publics, should know the answer to the question what are their (public's) objectives and the reasons for their concern with the organization?
 However, as a well funded structure automatically enables the organization to deliver services, more focus is necessary towards the contributor market.

Coordination between environmental situations and the capabilities of the organization is necessary for the successful functioning of the organization. Non-profit organizations have no longer remained competition-free, at least to acquire the resources.


Beneficiaries of other non-profit organizations are similar to customers but beneficiaries of the non governmental organizations are purely beneficiaries in most of the cases, hence it has been observed that NGOs' beneficiaries can not contribute or pay for the consumption of the product or services offered by the NGOs, they can merely supply unskilled labour to the field activities. However, the unskilled labour as supplied by the beneficiaries is a valuable contribution depending on the nature of the projects.

Regarding the marketing mix of non-profit organizations, Campagne Associates has suggested the concept of six Ps namely product, publics, price, place, production and promotion. Committing strongly and performing well with the cause is supposed as the product attribute of the non-profit organization, specially the charitable organization. Price has been referred in relation to the beneficiaries of the non-profits, not in relation to the contributors or donors. But price should be referred to also in relation to the contributors. The prices of contribution can be different from event to event basis, for example, sponsoring stationeries, books or computer with different levels of suggested donations owe different level of prices to the contributor. Similarly the place is referred to as the location where the product or service is made available to the beneficiaries and the production is referred to as meeting the demand for the products, programs or services. Campagne Associates has suggested news releases, cultivating relationships with media representatives, periodic public relations events and sending out newsletters as the ways of promoting non-profit organizations.
 Such a combination of marketing approach seems more tilted towards the beneficiary or service receiver market rather than the contributor market.

Johnson recommends an external situation analysis should begin with an assessment of the organization's clients as to who are they, who should they be, what are they buying, what could cause this situation to change, why do they buy or participate, When do they buy or participate, how do they make decisions to buy or participate, where do they buy or participate.
 Offer, motivation, time of participation, offer-benefits, decision process, location etc. are important factors in making the beneficiaries ready to consume products or accept services. 

The marketing mix of non-profit organizations and non- governmental organizations for the beneficiary, service receiver or customer market can be presented as in figure 2.1.
Figure 2.1
Marketing Mix to Beneficiary Market
	Offer (Product)

	Price


	To accept products

To consume services

To participate in programme

To avoid risks
	Surplus maximization

Cost recovery

Market size maximization

Social equity

Market disincentivization

	Promotion

	Place


	Advertising

Public and earned media

Public advocacy

Personal contacts

Recognition
	On-site staffs and volunteers

Periodic workshops

Subsidiaries



The contributor segment is another market for the non-profit organizations. They do not receive services from the non-profits but they pay for the services to be received by the beneficiaries.

Philip Kotler defined marketing as “… a societal process by which individuals and groups obtain what they need and want through creating, offering and freely exchanging products and services of value with others.” The exchanging product and services of value is necessary to the marketing process. On for-profit marketing, the exchange happens mostly as direct benefit versus cost. The customer of for-profit organization or the buyer of a product or service gets product benefit, service benefit, personal benefit and/or image benefit
. In non-profit marketing, the exchange happens between the direct contribution with the indirect benefit. 

Woodruffe sorted the PRODUCT benefit of such contributions as the feeling of 'Doing Good', social profit, affiliation to the organization, publicity or public relation and tax benefit .
 In both types of exchange, the customer or contributor bears monetary cost, time cost, energy cost and/or psychological cost. The customer of a for-profit organization spends her possession to get the direct benefit of product, service or ideas whereas the contributor of non-profit organization spends her possession not to get the direct benefit but to get the indirect benefit such as the feeling of doing good. In other words, the contributor customer of a non-profit organization spends money, time, energy or attention to receive a product called feeling of doing good and feels good.

Hibbert and Horne emphasize the supporting as they believe in the cause but list the motivations for donating to charity as increasing the chances of survival of the human species, as learned behaviour as a result of socialization, perceived benefits of feeling of self-esteem, public recognition, the satisfaction of expressing gratitude for one's own wellbeing and relief from feeling of guilt and obligation, and anticipation of intrinsic benefits. 
 


In many countries, money donated is tax deductible, fully or partially. In this manner, the donating institutions under tax liability spend less than they seem to be spending while making such donations. Then who bears the difference? The government? No, but again the taxpayers themselves by another way round. The donating institutions boast for their corporate social responsibility, and are motivated. In view of the benefit of the product, a reason that can be a basis about the individual contributor or the decision maker on the corporations deciding to donate is that they are governed by their social and esteem needs, the two ranks of Maslow's Need Hierarchy Theory. The social need drives them for maintaining a sound relation with the society in a humanitarian way as to create a sense of belonging to the society and love to others whereas the esteem-need lures them for their recognition.
 Similarly, Need for Affiliation also motivates the people to remain affiliated with the society according to McClelland's Theory of Needs.
 

Johnson recommends an external situation analysis should begin with an assessment of the organization's contributors and volunteers in form of who are they, who they should be, what they are supporting, what could cause this situation to change, why they provide support, when they provide support and how they make decisions to provide support
. 

The PRICE of the product in philanthropy varies as there can be different levels of prices for products of different organizations or the same organizations may have varied range of prices. The price also depends on the need and interest of the contributors. The price of the product is based on length and width of the product as in figure 2.3.

PROMOTION becomes helpful in order to familiarize the contributors about the objectives of project and procedure for implementation. The promotion process may not be visible to a commoner where the contributor is another organization because the marketeer demonstrates the necessary facts exclusively in the presence of the contributor. A foreigner can be a facilitator or a representative of a contributor in such cases as well. Where the contributor is assumed to be an individual, the foreigner can herself be a contributor in addition. We will be discussing promotion in the following passages.

The PLACE seems to be one of the barriers for the local non-governmental organizations as they are unable to have their outlets at the accessible geographical locations to the contributors. The arrival event of the foreigner and the concept of foreign-tourists themselves as facilitators is helpful to minimize the hurdle to some extent.


Now, let us take a glance at the elements of the marketing mix towards the contributor segment (Figure 2.2). These are applicable to the contributor market of both the non-profit organizations and non-governmental organizations.

Figure 2.2
Marketing Mix to Contributor Market
	Offer (Product)
	Price


	To sponsor events

To sponsor materials

To volunteer

To buy event tickets

To buy products

To donate funds

	Unspecified

Suggested low side

Suggested high side



	Promotion

	Place


	Advertising

Public media

Earned media

Public advocacy

Personal contacts

Recognition
	NPO/NGO itself

Subsidiaries

Intermediaries

Visiting staffs

Volunteers


PRODUCT or OFFER length and width of an NGO for individual-contributor market can be presented as in figure 2.3.
Figure 2.3
Length and Width of NGO's Product Mix for Individual Contributor Market
Product mix length

time donation
gifts donation
cash donation




high volume
many
substantial sum
product


line
medium volume
some
medium sum


width




low volume
a few
nominal sum 

The process of new-offer development in non-profits follows a similar process, from idea generation to launching, as new-product development of for-profit organizations.

Non-profit Organizations’ Marketing in Developed Countries and Non-Governmental Organizations’ Marketing in Nepal: contextual differences

Even though they look similar, the marketing mix in non-profit organizations abroad and the marketing mix in non-governmental organizations in Nepal are different in many ways. In developed countries, non-profit organizations’ marketing mix is found widely used and developed in literature as well as in practice but NGOs in Nepal are still sceptical to even use the word marketing as they are scared to be viewed as profit-motivated as the business organizations. 

Revenue and funds (selling and fund raising) are the major sources for non-profits in developed countries whereas donations from international donors are the major sources for the NGOs in Nepal. Even when the government is the visible source at some instances, the fund is more likely to have originated from abroad. The customers, target group or beneficiaries are not the contributors for the revenues; they, in almost all of the cases, are offered below-cost or free of cost products or services.


Non-profit marketing in developed countries can be claimed as less challenging because of the greater amount of revenue from the users,
 developed concept of corporate philanthropy, well established foundations and trusts
, well implemented tax benefits
, substantial amount of disposable income, donating habits in individuals
 and state-recognition for donating
. Whereas NGOs marketing in Nepal is still dependent on foreign funding to a greater extent due to the nominal contribution from member affiliates, initial stages of corporate philanthropy, very few foundations and trusts, yet-to-be-implemented tax benefits, few people with substantial disposable income, and the lack of donating habits in individuals. In Nepal, five percent of taxable income or Rs. 100,000 whichever is less is provisioned deductible from the taxable income when donated to the tax-exempt organizations.
Promotion and Communication Today: identical terminologies in marketing discipline and the models of communication

PROMOTION is any type of personal or non-personal communication by the marketeer that contains some information about the offering and is presented to the clients through paid or unpaid ways and which has the objectives of explaining the value of the offer in order to ‘sell’ the offer.
Figure 2.4
Communication Objectives
	Stages
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	“Hierarchy-of-Effects” Model
	“Innovation-Adoption” Model
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Adapted from: Rowley (1998), Library Review, p 385.

Rowley has combined the different models of communications into one model and concluded the stages of knowledge, feeling or behaviour to develop through a process of cognitive, affective and behaviour stages. (Figure 2.4). 
 


It is as well to keep in mind, however, that these models are forms of social action and do not exist exclusively at the individual level. What these models appear to neglect is the fact that references can also influence the decision making process of the individual level. There may also be negotiation between the ‘seller’ and ‘buyer’.


Andreasen and Kotler have divided the Stages of Change into the following four stages
: 

Precontemplation: 
does not know, does not like to listen, or ignores supposing the offer is not made for her

Early Contemplation: 
developing idea to focus on benefits

Late Contemplation: 
developing idea to focus on cost, making comparisons between benefits and costs

Preparation and Action: 
prepared to accept the offer but the action of acceptance is yet to be taken

Maintenance: 
taking action of acceptance and continuation of the acceptance

While we compare the models presented by Rowley with the Stages of Change model of Andreasen and Kotler we can find that Andreasen and Kotler have stated communication as a matter of:
1. Informing target audiences in the Precontemplation Stage about the alternatives for action and getting them interested.

2. Telling those in the Contemplation Stage of the positive consequences of choosing a particular option and of the positive approval of role models.

3. Providing motivations for acting at a particular time and place and teaching any needed skills for action to those in the Preparation / Action stage. 
4. Offering reward for continuing to act for those in the Maintenance Stage.


The marketeer promotes and communicates with the contributors by using various promotional tools. The potential foreign contributor can be at any stage, promotion plays a vital role on informing, leading or motivating. Promotion can be of mix of personal selling, advertising, sales promotion, or publicity but the purpose of the promotion is always to encourage the foreigner to be a facilitator for the fundraising or to be a contributor as an individual donor or volunteer. Volunteering can be both in fundraising in a contributor’s home country or by training or other work in Nepal. In conclusion, promotion becomes necessary to familiarize the contributors with the objectives of the intended tasks and procedure and develop those tasks into success. It may include reports or feedback on earlier contributions.

As being a way of communication, any form of promotion also follows a similar process to communication, as in figure 2.5.

Figure 2.5
Elements in the Communication Process
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Adapted from: Andreasen and Kotler (2004), Strategic Marketing for Non-profit Organizations, p 410.

Intended message should be encoded effectively and should be put through an appropriate medium of transmission. For the better understanding of the message to receiver, constrains on decoding should be taken into consideration while encoding and transmitting.
Promotional Tools and their Suitability to NGOs 

The effectiveness of the organizations' marketing is determined by the following factors:

a. 
Justified objectives: The organization should be able to justify the rationale of its objectives.

b.
Performance exhibit: The organization should be able to demonstrate the skill of proper implementation of its resources to achieve the objectives.

c. 
Contributor's willingness and ability: The contributor should be willing to contribute and should be able enough to contribute to fulfil his or her desire for contribution.

For communicating above (a) and (b), communication by the NGO to the contributor is necessary. 

For the third sector promotion plays an important role in increasing contributions, maintaining or improving the organization’s share in the contributor market, creating or improving brand recognition, creating a favourable climate to encourage future contributions and creating a competitive advantage relative to competitors’ market position by informing and educating the contributors. 

Suitability of the promotional tool is determined by a range of factors such as the nature and size of the contributor market, cost effectiveness, availability of appropriate professionals and methods to implement the tool, and the tool's effectiveness in positively influencing the Stages of Change of the contributors. The selected promotional tools should to tailored to the defined target audience, match with the nature of offer, match objectives of communication and counter the communication strategies of competitors.

Andreasen and Kotler have proposed six main tools for carrying this message to a non-profit target audience.

Paid advertising: Press media, radio, television, film, posters, hoardings, electric/electronic signs, sky writing, sandwich-men, travelling displays, envelop enclosures, post cards, booklets and catalogues, gift novelties, store publications, package inserts, displays on windows and counters, exhibitions and trade fairs, mobile displays etc. are the options for the paid form of non-personal presentation and promotion of the product or offering by the identified sponsor targeting a mass community in a single effort.

In recent years, websites are also being used for promotional purposes, the locators or addresses of the pages are communicated to the audiences by linking with other websites and putting on press releases and other publications, or by using forms and emails. Websites are even being used for online giving.
 

Paid advertisements are appropriate to the marketeers who have sizable promotional budget and who want to create mass awareness and immediate sales growth of products based upon low involvement and mass consumption. Products' being seasonal, pull policy of the marketeer, big size of market, dispersed consumers are also the other determinants of using the paid advertisement for promotion. Certain socio-economic characteristics such as age, income and education also are considered before selecting paid advertisement as promotional tool. Most adverts are broadcast on television or radio between programmes which are popular with the target audience.
Unpaid (public service) advertising: Unpaid publications and casts on magazines, newspapers, radio, television, unpaid exposure using window display, sky display, hoarding boards, electric neons, posters and billboards, the Internet, direct mail, electronic mail etc. are the forms of advertising in which space or time for the placement of the advertisement is free. The marketeer has little control over scheduling of the advertising. Joint advertising is another form of advertising where a partner pays for the message placement often as part of the partner's own advertisement. These are forms of paid advertisement in which the sponsor pays for the costs on behalf of the marketeer.

Sales Promotions: Sales promotion refers to any incentive used by a marketeer to induce the traders and/or consumers to buy a brand and to encourage the sales force to aggressively sell it
. Coupons, price discounts, free samples, bonus packs and in-store displays are the forms of sales promotion
. In this way, these are short-term incentives to encourage the purchase or sales of a product or service or the performance of a behaviour. It has been observed that recognition is being used as a form of sales-promotion in the philanthropic sector for immediate effect on the contributor.

Public Relations: Before we discuss public relations and publicity, let us take a quick look at the public of the Nepalese NGOs which are outlined as:

Administration and staff 
Advisors

Beneficiaries and their families
Business organizations
Corporations
Domestic individual donors
Donor organizations
Foreigner donors

General public
Government agencies
Health agencies
Legislators 
Mass media
Researchers and specialists

Volunteers

The public is a distinct group of people, organizations, or both whose actual or potential needs must in some sense be served.


Public relations is defined as a social philosophy of management expressed in policies and practices, which through sensitive interpretation of events based upon two-way communication with its publics, strives to secure mutual understanding and goodwill. In large markets where consumers are dispersed, public relations is used. As in paid advertisement, socio-economic characteristics are also considered while using public relations as a promotional tool.


Traditional public relations is a reactive approach though it sometimes evaluates potential problems of miscommunication with the organization's public. Handling of such problems, consistency in public-related policies and professionalism in communication are also covered by traditional public relations. Another form, public advocacy involves efforts to change the societal structure of norms and values surrounding controversial individual behaviours (often referred to as “public agenda setting” or as “changing social norms”). Lobbying is one kind of public advocacy among others. Public advocacy is proactive compared to traditional public relations.


Use of the news media nationally and internationally, encouraging visits to the organization and project sites, initiating marketing research etc. are other forms of public relations.

Publicity: Publicity is a non-personal communication of news story form at no charges through a mass medium. It is non-personal stimulation of behaviour for an offering by securing the reporting of significant news about the offer in a published medium or on radio, television, the Web, or the stage that is not paid for by the marketeer. Earned media comprise any form of communication not under the control of the non-profit marketing organization through which the organization must earn coverage.

Public relations and publicity are referred as personal and non-personal modes of communications respectively, both being unpaid. However, both are professional methods and paid personnel may be used for either or both of them. Personal marketing is different from public relations as it is focused towards the contributor or the customer only, not towards every type of the organization’s publics. Publicity and public relations are distinguished with unpaid advertisement in the ways that they use the silent medium and lobbying for communication where as visible media vehicles are used in unpaid advertisement.

Personal selling: Phone calls, direct mails and personal visits are the forms of personal contacts, personal selling or personal marketing in which the organizations representative uses the oral presentation of information about an offering in a conversation with one or more prospective target audience members for the purpose of securing a desired transaction. It plays a decisive role at key points in the Stages of Change. Compared to advertising, it has three distinctive qualities: personal contact, cultivation and response. It is referred as “organization's most expensive customer contact tool”.


Futrell states “…many non-profit organizations also use personal selling to reach their client public. These personal representatives may not be called salespeople, but that is exactly what they are…. No matter whether you are persuading someone to give you money for a copier, insurance policy, or charity – you are selling.”


Trained personnel are used in personal selling and hence it is more convincing. High budget marketeers also use this form of promotion but it is a preferred mode for organizations with limited budget. Push policy, limited sized market concentrated in a small geographic area, and the high involvement nature of the products are the other determinants for the personal persuasion to succeed.

2.1.7 Problems and Opportunities of NGOs

There are threats to the NGOs like possible government control and increased level of supervision, increased donor-dependency due to unavailability of internal financial resources, Socialist's blame them for increasing dependency and making the society handicapped, or term them as modern missionaries but threat of disappearing is there if failed to partner with social justice and democratic movement.


State authorities blame them for not being transparent and they periodically try to bring NGOs under their control. Beneficiaries criticize NGOs for implementing different priorities than their actual needs and not allowing to be involved in decision-making. Even within the organizations, increased views are there for making the NGOs family business and undemocratic practice, lower outreach of resources among others. “Dollar farming” has become synonymous with NGOs in Nepal these days. On the other hand, forty-two percent of the NGOs in Kaski district feel financial resources as the major challenges followed by the (then) conflict situation (24 percent) and poverty, illiteracy and unemployment.


However, the level of opportunity will also be increasing as there will be an increase in responsibility of relief and welfare due to the conflict situation, possibility of NGOs being asked for implementing government programmes due to their experiences, new areas being developed due to the issues of social transformation raised during the conflict and good opportunities to extend to the grassroots level.

2.2 Review of Related Studies 

Articles published in journals from foreign institutions as accessed via library sources and online sources were reviewed and their synopsis is presented under the first sub-unit of this section. Similarly, on the second sub-unit of this section,  review of unpublished master dissertations of the Tribhuvan University is presented. Research findings and articles published between 1986 and 2006 were explored. 


In Nepal, research has been somewhat limited to studies regarding non-profit marketing and very little academic attention has been paid to promotion practices from a marketing perspective in the third sector.
2.2.1 Review of Articles 
As a contributor is placed at the place of a customer, the procedure of marketing should be completed in suitable perspectives of them in the case of marketing of non-profits. Johnson suggested a four step process of strategic marketing planning for non-profit organizations as: internal and external situation analysis, the identification of the organization's mission and objectives, the selection of one or more target markets and the formulation of marketing strategies and procedure for the strategic marketing plan's implementation.


Comparing the for-profit and non-profit organizations, Rudney and Young stated that the non-profits provide services not paid for by market price or are provided at less-than-market prices or zero price and the shortfall is paid for by contributions from individuals, business, and government as the contributors or donors.
 


Simon gave a cautious guideline for the alliance of for-profit and non-profit organizations. The author suggested both of them use a strategic framework for reducing the risk component and maximizing the awareness building potential. For the non-profits, Simon suggested mission definition, selection of corporate partner, non-profit positioning, programme design and implementation, and performance monitoring as a stepwise approach whereas he recommended mission definition, selection of non-profit partner, matching action and promotion, campaign/programme development, and performance monitoring for the for-profits. Simon concluded that non-profits should remain sceptical in making alliances with for-profits. The author has given an example of a leading global non-profit organization which has classified potential partners into three sectarian categories as do not consider to form an alliance (tobacco, alcohol, military contracting), consider with extreme caution (pharmaceuticals, energy), consider with caution (services, publishing, retailing, tourism, consumer goods).


Claiming the fundraising activity is the same as establishing a small business enterprise, Simon divided the business of fundraising into five parts; getting ideas, establishing a time frame, spending less on start-up, planning the fundraising business and assigning responsibilities. Stating “Dollar by dollar, Buddy. Just take it dollar by dollar!” the author further stated “…In fundraising, a series of short term business enterprises can be repeated on a regular basis”. Similarly, the risk distribution can be done by running several ventures at the same time. 


Balabanis, Stables and Phillips have found that the donor-market orientation and performance of the charities have a lag effect between them, which means that the efforts to develop a donor-market orientation takes some time to yield rewards in performance. By conducting a mail survey with the top 200 British charity organizations they have further found that larger charity organization were more reluctant but able to become market oriented. They had defined that donor-market orientation as “the degree to which charities generate, circulate (internally) and act on information about their donors’ needs or preferences and the factors that influence them.”


Schlegelmilch, Love and Diamantopoulos stated in their literature review that donations to charities (in the UK) were found to increase with age up to the age of about 65 and after they tend to decrease. The researchers even cited that the support to the notion that females are more altruistic to the children than the males was inconsistent, and that very little difference due to gender were found on which females tended to be more altruistic. In their data analysis, they found that non-religious people give less to sponsor someone, males contribute more to donation boxes and tend to buy more charity-coupons. Similarly, they have suggested the personal approach for asking for (more) donations is preferable to postal appeals. Data extracted from the 1990 Charities Aid Foundation Household Survey was used and sampling was carried out using ACRON geo-demographic stratification system. Research instrument designed by a research centre at the University of Manchester.


Wong, Chua and Vasoo stated that studies on charitable giving have been done for the USA and other developed countries and they were not aware of any study being conducted for a developing country. (Until now, the situation has been not much different hence very few literature in academic sources.) Analyzing the data from 67 charitable organizations under the Singapore Council of Social Service, the researchers used organization types, government spending, number of staff employed by the organization, age of organization, other income and time trend as the independent variable to affect the amount of charitable giving. For the members of the Community Chest, the co-coordinating organization for charities, age of the charities was not found important as assumed by the donors but for the non-members, it was found important. The staff size was found to be significant for both types of charities. 


Iannaccone stated that religious giving consistently accounts for about half of all charitable giving in the United States (approximately 64 billion dollars in 1995); religious volunteer work is more common than any other form of volunteer work; and the majority of non-profit institutions are or were religiously based.


Three principal tax subsidies are available to non-profits in the United States: tax deductibility of donations, exemption from property taxes, and exemption from corporate income tax. Frank and Salkever state, “The first of these directly encourages private investment in non-profit capital expansion, though it is not a precisely targeted subsidy in that private donations can also be used to finance operating losses and inefficiency in current production. The second and third subsidies are presumed to affect capital expansion by increasing the retained earnings of non-profits; in fact, Hansmann views that this is the principal justification for corporate income tax exemption.”
 


Chua and Wong used a massive quantity of data to study the individual characteristics of donors. They made 801 chargeable income groups at 500-dollar intervals from $0 - $500 to $400,001 and above and 8 age groups starting from 20 years, and created about 22000 categories of stratified taxpayers to explore the function of average donation per individual over disposable income, tax price of giving, educational level, and other variables. They claimed that disposable income, the tax price of giving, donor's age and educational attainment as the important determinants of charitable giving by individuals. The authors hoped that the results would permit inference on the probable impact of government policies to allow tax deductibility of charitable contributions. They also found that donations as income-inelastic but highly price-elastic.

Ritchie, Swami and Weinberg concluded that the branding of non-profit organizations, among other benefits; conveys consistent overall positioning for their publics namely donors and corporate partners, volunteers, clients and government. The same branding strategy may pose a threat of seeming too commercial and other threats. While branding may seem beneficial generally, however, they have developed a Balance Beam of Non-profit Branding by which it is suggested to make proper evaluation of the pros and cons of branding to a particular non-profit organization.


Guy and Hitchcock analyzed Peter F. Drucker’s views on business, views on non-profits and views on government by reviewing around a dozen of books and a volume of articles by Drucker. By comparing Drucker’s views with others’, the authors have argued that Drucker’s thought lacks the comprehensive applicability to government and non-profit sectors.
. 

Henderson focuses on administrative issues terming them as CATSMEO (collaboration, accountability, transparency, scaling up, managerial expertise, outsider status) of the non-profits claiming they are a better vehicle for delivering the urban services in the growing cities of the developing countries. Henderson divided the non-profit in twelve categories as Government, quasi-government / partnering, UN / UN related, private (private enterprises – formal and informal – excepting collective action cooperatives and clubs), contract (formally controlled and regulated by government with stipulations for performance, negotiated), specific campaign (often health-related, these are multi-participant efforts to prevent, ameliorate, or eradicate a problem like immunizations, HIV/AIDS, family planning, malnutrition, etc. programs), northern NGO (non-membership or membership, voluntary, direct or indirect service provision based in northern countries and operating in the Sough e.g. Oxfam, Care, Save the Children, Medicines sans Frontiers), southern NGO (non-membership or membership, voluntary, direct or indirect service provision based in southern countries and operation the same or other southern country e.g. Kuwait African Muslim Agency, Hogar De Cristo), social or political movement, union, scaled up (expanded or “umbrella” efforts – usually membership-assisted or not by outside donors and organizers), small grassroots. 


Ben-Ner suggested that the non-profit sector may be disadvantaged in the new economy. The author argues that there exists demand for non-profit organizations as a solution to problems for which for-profit firms cannot offer adequate answers. Due to economic and technological changes, three major factors for for-profit organizations viz. rivalry, excludability and symmetric information, will be growing for the products or services the non-profit organizations offer. Similarly on the supply side of the non-profits or in the formation process, there will be a decrease due to lack of entrepreneurial motivation, lack of temptation to invest and less dedicated control and management in non-profit firms vis-à-vis in for-profit firms.

Moore and others constructed elite directors database that included 100 largest business organizations, 109 non-profit organizations, 98 government committees, and 3,103 individual directors, to evaluate director/trustee ties in the proprietary and non-profit sectors, and non-profit and business ties to federal advisory boards. Over one-fourth of the businesses and non-profit organizations were found connected to at least one other business or non-profit organization via their boards of directors or trustees, over half of the non-governmental organizations were found connected to federal advisory committees through their board members, and a significant number of persons found occupying seats in all three sectors. Their analysis revealed strong connections between major businesses, policy-planning, organization, and federal advisory committees. Business directors or CEOs and members of prominent policy-planning organizations were found frequently being invited to serve on federal advisory committees. Trustees of large foundations and individuals serving on the boards of directors for charities were rarely found as key linkers rather the policy-planning groups were found to be the best integrated into the network.

Lyons and Hocking conducted a study to explore philanthropic giving by individuals in four Asian countries by interviewing a total of 10500 people from India, Indonesia, the Philippines and Thailand. Generosity was found highest in Indonesia followed by Thailand, the Philippines and lastly by India whereas generosity on giving to individual was greater than to organizations in all of the countries. Giving to voluntary organization has its share (of giving) between 20 to 30 percent. Indians were found to give highest proportion to religion, followed by Indonesia, the Philippines and Thailand as the least. Giving to voluntary organizations in other three countries was very high, as high as or higher than in Northern countries but in India it was found lower. Barely half of the high to middle income Indians found supporting other voluntary organizations.

2.2.2 Review of Master Dissertations

Singh used household survey, informal interview and observation methods to collect data for his study. The objectives of his study were to know the effectiveness of economic and social welfare activities under the United Nations Volunteer / Domestic Development Service project. He concluded that field workers of UNV/DDS had helped the NGOs to strengthen their capabilities, had helped promote community participation in development activities, had acted as a facilitator for creating links or networks between the community and external sources. The field workers even provided training related to sustainability and self reliance.


Dhakal claimed that most of the NGOs did not have direct a relation to donors so they are receiving through mediating NGOs. Community-based organizations hardly get fund directly from foreign donors or the INGOs. The majority of funding reasons depended on personal relation with donor organization’s key decision makers. INGOs (69%) and government (26%) were the main sources of funding on the organization under his study.


Pradhan collected primary data by reconnaissance visit, informal interview, focus group discussion, observation and stratified group discussion and used secondary data from a varied range of sources in order to analyze the supporting procedure of NGO Support Project, a section in Rural Development Department of United Mission to Nepal. The researcher found that by the Project, NGOs and women's groups are being benefited by financial support, training, vocational and other means, the formation of women’s groups, helping mobilize local resources, animal health services, prepare better plans, form a well-managed structure, develop human resources, assist in the acquisition of financing and physical resources, networking, build awareness on development.


Using primary data obtained by observation, interview and which household survey, Lamichhane analyzed the strategies of NGOs in community development. Lamichhane found the focus of the Annapurna Conservation Area Project was on conservation and development (natural resources conservation including forest management alternative energy promotion, wild life conservation, soil and water conservation and heritage conservation), the relationship between ACAP, VDC and community development programme is good, working co-operatively and mutually, people were in a dilemma over the project’s activities in the past. But they gradually changed their attitudes and perceptions. People have more attraction to activities more directly benefiting them and programmes helping to develop their life. Negotiated and self-motivated participative activities were used to carry out the programmes, 50% participation is sought by ACAP. Participation in selecting projects and planning is being practiced. Encouraging participation, managing banpale (forest security personnel) for the protection of trees, barbed wire and stonewall construction, awareness building of wildlife conservation, controlling floods and landslides, micro-hydro electricity, bio-gas, solar energy, using modified stoves and modern utensils, the formation of mothers’ groups to participate in community development programmes, literacy classes, women’s development assistants, nutrition and health training.


Yadav suggested considering the coverage, effectiveness and popularity of the advertising media while selecting media and allocating advertisement budgets by specifically defining the advertisement objectives. The author also concluded that the effectiveness of the advertisements depends on the availability of a professional advertising agency.


Using structured and unstructured methods of data collection from 41 families of the study area, Tripathi found that the increased tourism activities have made changes in decision making systems to family level discussion, the family size changing to nuclear family, transforming into modernization and westernization, changes in food habits such as increased consumption of processed liquor and foods, awareness in education, even to English medium schools, increased cases of love marriage and marriage with foreigners, modern tune being used in songs and cultural programmes being utilized for financial gain, increased attraction towards the Christian religion.


Palikhe studied the trends and types of tourist flow, availability of infrastructure to attract tourists, attitude of tourists toward the city under study, and the problems that are assessed as important by the entrepreneurs. He interviewed the tourism entrepreneurs and the visitors and found that the attractions to the visitors were natural beauty, trekking, people's behaviour, culture and the religious sites. Regarding the publicity of the tourism market, entrepreneurs suggested advertisements in newspapers and magazines, marketing through diplomatic missions abroad, word of mouth, festivals and exhibitions abroad, sales promotion such as drawing lottery of free ticket and other services as effective ways of promotion. He categorized tourists on a demographic, economic and purpose of visit basis.


Thapaliya found that during the year 2002 the number of tourist arrivals decreased by 35.6% since the previous year. Holiday pleasure was the purpose of the greater number to tourists (implies that they have sufficient time to go for visiting NGOs if insisted). Tourist origins were found as Asia, West Europe, North America, East Europe, Central and South America, & Africa. For his study, he had used primary data collected by using survey method and other secondary data.
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