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Abstract 

[MASTER OF ENGINEERING MANAGEMENT PROJECT REPORT) 
Thomas Vollebregt 

This report concerns the development of a marketing strategy tailored for EWNBZ, a not-for-profit 

organisation. The objective is to raise brand equity and image through improving the external 

perception of EWBNZ, while maximising the impact that EWBNZ is able to make in relation to its 

mission, vision and values. 

Investigations into how EWBNZ has marketed itself in the past, as well as a stakeholder analysis, 

have resulted in the identification of key focus areas for the strategy. These focus areas include 

improving marketing knowledge within the EWBNZ community as well as reducing the time needed 

to produce external communications. Templates, guides and learning material have been provided 

to direct marketing personnel to the best approach for external communications for EWBNZ, these 

can be found on the EWBNZ shared drive and intranet. 
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Executive summary 
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Engineers Without Borders New Zealand (EWBNZ) is a member-based not-for-profit organisation 

that aims to connect, educate and empower people through humanitarian engineering. As EWBNZ 

grows, the need for a strong framework surrounding its strategies also grows. Currently EWBNZ does 

not have a marketing strategy, but rather an assortment of marketing and communication avenues 

based on the need to communicate to core stakeholders. EWBNZ has recognised that marketing for 

a not-for-profit (NFP) organisation is not the same as commercial marketing. Commercial marketing 

ultimately seeks to raise revenue (1), where NFP aim at increasing brand equity (the commercial 

value that derives from consumer perception of the brand name (2)) and image through marketing 

to better accomplish its mission, vision and values (3) . The purpose of this project is to develop a 

more professional and integrated marketing strategy for EWBNZ. 

The project includes a review of the marketing techniques that EWBNZ used prior to this project. 

This was completed to ensure the validity of the project scope and to understand EWBNZ's existing 

operations in this area. This analysis showed that EWBNZ was using marketing on a requirement 

basis; they were following reactive marketing strategies . This shows significant room for 

improvement, which would incorporate a shift towards a proactive marketing. This process also 

determined what factors were restricting the ability of EWBNZ to market effectively. It was found 

that lack of marketing knowledge and time restrictions on volunteers were the two main constraints. 

A stakeholder analysis was conducted to identify key stakeholders and the value of these 

stakeholders to EWBNZ as well as the most effective means of commun icating outbound 

information from EWBNZ to them. 

The marketing strategy was developed using the information found in the research phase of this 

project and analysing EWBNZ's internal and external environments. As a result, this strategy focuses 

on the following key areas: 

• Streamlining the marketing process to ensure effective use of volunteer time 
-------------

• Simplifying the communications process to reduce the amount of specialist marketing 

knowledge required 

• Setting clear instructions to what KP ls need to be achieved by each chapter 

• Creating defined and simple channels to send communications for all EWBNZ members 

• Clearly communicating the importance of effective marketing to all EWBNZ personnel 

• The marketing material is easily located and followed 

• Providing guidance and stock text to ensure accurate delivery of key messages 

This project identified that EWBNZ has little experience in marketing. Therefore, the marketing 

framework needs to be built in a way that would be usable by anyone, regardless of experience. 

iv 
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Recommendations 
Recommendations for the use and application of the marketing strategy are included below. Now 

that the strategy has been developed it is up to EWBNZ to promote continued use and control over 

the provided documentation. 

EWBNZ is also responsible for encouraging the uptake of the strategy to its members to meet the 

goals of the strategy as outlined below. A presentation has been developed to fit with EWB 101-

chapter training course that is run in February and March . 

Supporting Systems 
Table 1: Supporting systems 

- - --~~- - - - - - - - -----
System Supporting Systems Recommendations 
1 Recruit a EWBNZ Marketing Manager for each chapter 

2 Assign and brief the Marketing Managers to the new strategy 

3 Brief Chapter Presidents on new strategy and specific goals for 
each chapter 

4 Incorporation of marketing strategies through whole of EWBNZ 

5 Encourage buy-in and a culture in accordance with industry 
standard marketing practices and ideas. 

6 Deve_lopment of a visual identity guide 

7 Annual strategy review - as part of the annual review policy 

8 Annual review of the strategic goals as a performance indicator 
for success 

Use of provided material 

-
Responsibility 
Chapter Presidents 
and board members 

EWBNZ Marketing 
Manager 

EWBNZ Marketing 
Manager 

EWBNZ Marketing 
Manager 

EWBNZ Marketing 
Manager 

Yet to be confirmed 

EWBNZ Marketing 
Manager and 
Executive Director 

EWBNZ board 
members and 
Executive Director 

All material for use by EWBNZ that is provided by this marketing strategy is located on the EWBNZ 

intra net and EWBNZ shared drive, it is labeled accordingly for ease of access. 

Use of the prepared marketing presentations in EWBNZ101 will ensure transfer of knowledge of 

location and application provided marketing material to chapter and committee members. 

V 
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Document Control 
Recommendations for document control. 

Table 2: Document Control 

Documents ' Control process Responsibility 

Website and Newsletter 
Article Templates: 

1. Initiation 
2. Update 
3. Completion 

Learning and Change 
Templates 

Press releases Statement 

Partnership and Fit 
Statements 

Communications-Essential 
information 

Communications and 
Marketing-Pacl<age --

EWBNZ marketing 
presentation 

-All templates should have an initial 6 month EWBNZ 
review to ensure that all produced media is Marketing 
appropriate for EWBNZ's needs. Manager 

-Addition of completed examples to current 
example section. 

- All templates should have an initial 6 month EWBNZ 
review to ensure that all produced media is Marketing 
appropriate for EWBNZ's needs. Manager 

-Addition of completed examples to current 
example section. 
-The press release statement should have an initial EWBNZ 
6 month review to ensure that all produced media Marketing 
is appropriate to EWBNZ's needs. Manager 
review 

-Addition of completed examples. 
- Initial trials have been conducted . 
-Annual review to ensure Partnership and Fit 
Statements remain up to date. 
- Future rework of examples to prevent older ones 
becoming "tired". 

EWBNZ 
Marketing 
Manager 

-Annual review to ensure Communications
Essent ial information remains up to date. 

-Annual review to ensure Communications and 
m"arKef1ng pacKage remains up to •ate. -
-Keep in line with the Partnership and Fit 
Statements 
-Ensure that it is kept up to date with Website and 
Newsletter Article Templates. 
- Annual review to ensure the information in the 
presentation remains up to date. 
- Ensure users are familiar with the content of the 
presentations. 

EWBNZ 
Marketing 
Manager 
EWBNZ 

- ~Market ing 

Manager 

EWBNZ 
marketing 
manager 

vi 
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Key Performance Indicators (KPIJ 
Meeting the goals outlined in the marketing strategy as outlined in the l<ey Performance Indicators 

below: 

Table 3: Key performance indicators 

EWBNZ area KPI Responsibility 

Working with communities Has 20 articles published per year Working with 
Has 4 media releases published per year Communities 

Manager 

Individual chapters: 12 articles published per year Chapter President 
6 media releases published per year and Marketing 

Manager 

Learning and change: All events published per year Learning and Change 
5 media releases published per year Manager 
10 articles published per year 

The following are key performance indicators for marketing success: 

• Annual interviews with stakeholders and partners determine how they view EWBNZ, and 

EWBNZ's value to these stakeholders 

• The change in the number of new members over time 

• The change in income over time 

• The demand to hold positions within EWBNZ 

• Webpage hits 

• Change in Facebook users over time 

The above l<Pl's are used as they are straightforward and understandable, more so than directly 

looking into brand equity. It is important to note that marketing is not the only factor influencing 
-------- ------ --- ---

these indicators. This report will consider: 

• Is marketing playing a role in influencing these l<Pls? 

• Is the new marketing strategy having a positive or negative impact and in which areas? 

• Can this impact be enhanced through marketing? 

vii 
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1.1. Background 
EWBNZ is a not-for-profit which focuses on sustainable development using engineering solutions and 

operates in the South Pacific and New Zealand. The mission of EWBNZ is connecting, educating and 

empowering people through humanitarian engineering to support them in obtaining an improved 

quality of living. EWBNZ also fosters awareness and education on global issues to generate a call to 

action and affect positive change among local communities. 

EWBNZ consists of professional and student chapters in Auckland and Christchurch, and mixed 

student and professional chapters in Palmerston North and Wellington . These chapters provide the 

opportunity for members to become actively involved in the organisation. 

1.2. Need for a Marketing Strategy 
As EWBNZ grows, its image and brand are becoming increasingly important in supporting its capacity 

to induce change in community partner and stakeholder communities. This will support its ability to 

encourage sustainable change in the communities it is involved with. 

EWBNZ looks to become more professional with augmented control over its external 

communications. The current approach to marketing is informal with Marketing Managers doing as 

they see fit. "I didn't particularly follow a marketing strategy, but I figured that the most important 

tools were updating the newsletters and the website" (4). It was apparent that much of the activity 

of EWBNZ was going unnoticed through lack of communications and a formal marketing strategy. 

SKM (Sinclair Knight Merz), Corporate Partner to EWBNZ states, "It is has been challenging for us to 

promote EWB within SKM, we are unable to share their stories and activities" (5). This clearly shows 

that the insufficient communications in EWBNZ are having a large impact on how the organisation is 

perceived. 

EWBNZ wish to define a marketing strategy to: 

• Increase its capacity to induce change where it is needed most . 

• Improve how EWBNZ is viewed by others in the professional community 

• Improve its brand equity 

• Promote its ideas - mission, vision and values 

1 
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The benefits from the development of the marketing strategy have been broken into two categories: 

EWBNZ Personnel: 

• Easier for EWBNZ personnel to creat e external communications 

• Greater awareness in EWBNZ personnel of importance of marketing 

• Clear descriptions of how, when and what to do when marketing for EWBNZ 

• Guidance and examples on what to write 

EWBNZ: 

• Increased quantity of external communication from EWBNZ 

• Increased quality of external communication from EWBNZ 

• Increased newsletter and webpage articles 

• Establishment and growth of brand equity 

• Stronger external perception and reputation 

• Higher level of consistency of external communications 

Through the new marketing strategy, EWBNZ aim to have a greater impact on the communities they 

partner with . This is through increased recognition by stakeholders and a higher level of 

professionalism. This will allow an overall increase in capacity for EWBNZ to effect sustainable 

change. 

1.1. Project objectives 

The objectives of th e project are to : 

• 
• 
• 

Identify and consolidate the current marketing techniques of EWBNZ 

Identify and quantify EWBNZ's current market 

Develop and create a framework for best approach to marketing for EWBNZ 

• Test and review the strategy among focus groups 

2 



February 18, 2014 

2. Methodology 

[MASTER OF ENGINEERING MANAGEMENT PROJECT REPORT) 
Thomas Vollebregt 

The method selected is aimed at providing a solution to the need identified in section 1.2 Need for a 

marketing strategy. A literature review was conducted to determine the most appropriate method 

to proceed with marketing for a Not-For-Profit (NFP) (appendix 1). 

The methodology for the development of an external marketing strategy is shown in figure 1. Task 3 

was dependant on completion of tasks 1 & 2 and task 4 was dependant on completion of task 3 
I 

1: Identify and consolidate current marketing techniques 
I 

2.1: To assess current and potential 
-stakeholders - - - - - - -- - -

2.2: Identify the best sector to target in 
--~-~terms of marketing 

• 
3:Develop and create a framework for best approach to marketing for EWBNZ 

4:Test and review the strategy among focus groups 

Figure 1: Marketing Methodology 

2.1. Identify and Consolidate Current Marketing Techniques 

Investigations into how EWBNZ have marketed in the past has identified of strengths and weakness 

to improve on. The investigations were not only to assess how EWBNZ marketed externally, but to 

also gather information on how the organisation operated for familiarisation purposes. The material 

gathered- refle-cts- h·ow-the new strategy-wa-s-to be organised -and implemented and k-ey areas to 

focus on . 

This process was done through: 

• Interviews with EWBNZ personnel 

• An investigation into EWBNZ's past media. 

The interviews were conducted with EWBNZ members from the student chapter and professionals in 

key positions (appendices 2.0 to 2.3). A review of EWBNZ's media included investigating the content 

of: 

• Newsletter 

• Partner relations and communications 

• EWBNZ Website content 

• Social media outlets 

• Media releases 

3 
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2 .2 . To Assess Current and Potential Stakeholders 

Looking at what areas are of most value to EWBNZ is crucial to the success of implementing the 

marketing strategy. A stakeholder analysis looked at the key stakeholders' value to EWBNZ, and 

EWBNZ's value is to its stakeholders. Stakeholder relationships are shown in figure 2. 

--
l -

] -
J 

Universities 
~ and Schools -

Government 1 l 
~ 

Donors ) 
~ 

Figure 2: Stakeholder Relationship to EWBNZ 

• A review of this information was performed to conclude the most appropriate direction to 

take the marketing strategy 

• An open workshop was held to gain further-insight into these relationships 

This workshop was open to all and incorporated EWBNZ personnel, including the Executive Director, 

and non-members (appendices 3 and 4). 

4 
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2.3. Develop and Create a Framework for Best Approach to Marketing for EWBNZ 

A marketing strategy involves careful scanning of the organisation's internal and external 

environments (appendix 7). EWBNZ's internal environmental factors include (4): 

• The marketing mix (marketing tool) 

• Strategic constraints 

EWBNZ's external environmental factors are determined by way of the following analyses (appendix 

8): 

• Stakeholder analysis (5) 

• Target market analysis (6) 

• PESTLE analysis (strategic management tool) (7) 

The marketing framework was developed by considering these environmental factors . Key elements 

include: 

• Tailored to EWBNZ's needs 

• Aimed at improving brand and image through exposure of EWBNZ's activities 

• Easy to implement and use by new members or those inexperienced in marketing 

• Control process to prevent the publishing of superfluous material which could harm the 

image of EWBNZ in the eyes of stakeholders 

• Induction for members to ensure knowledge of the importance of the strategy 

• Inclusion of steps to encapsulate buy-in from members so ensure the strategy's success 

2.4. Test and Review the Strategy Among Focus Groups 

Testing and review contains two stages: 

• Test the strategy in a controlled setting 

• Review the strategy for effectiveness 

To ensure that the needs of EWBNZ are satisfied through the marketing framework a review of its 

_ _u~ j s perfonrn~d_ . ..Jbe _puy-in f r_om E\/\/B!'-Jts_111ern l)_er_Li~ vitaJ for _tb_e success_ of t.be_ ll}_a r_ke_ting _ 

strategy and it involves not only showing members how to use it, but making them a part of its 

development will encourage its uptake and use. 

Key trials include: 

• Press release statement 

• Website and Newsletter Article Template - Project Initiation 

• Website and Newsletter Article Template - Project Update 

• Website and Newsletter Article Template - Project Completion 

Current time testing of material is limited to EWBNZ's current operations and projects . Further 

testing of guides and template functionality need to be conducted after initial use. This is to 

determine competence . 
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3. Interpretation of Data 

3.1.lnterview and Media Review Conclusions 
Through discussions with EWBNZ staff, from the student sector and the professional sector; it is 

apparent that there is no set marketing strategy that EWBNZ follows (appendix 3) . At present most 

of EWBNZ's marketing practices are reactive, often to a stimulus or requirement. The previous 

marketing manager Jen Johnstone "I didn't particularly follow a marketing strategy, but I figured that 

the most important tools were updating the newsletters and the website" (8). 

EWBNZ should not be solely proactive or solely reactive but use the right techniques at the right 

time to maximise th e benefits desired. Reactive marketing techniques are beneficial in different 

ways to proactive (appendix 6). 

EWBNZ also acknowledges that its use and distribution of information is currently inefficient. This is 

in terms of: 

• Duplication of effort 

Lack of, or poor communication can lead to duplication of effort an increased use of volunteer time. 

Efficiency of information transfer 

It has also been noted that the marketing material is not always transferred as effectively as it could 

be. This is in terms of getting the material from source to media. By the correct identification and 

use of information channels EWBNZ will be able to cut down on effort while maximizing outreach. 

3.2. Students Vs Professionals 
There is a separation of ideas between the student sector and the professional sector. 

The student sector is generally based around universities, encouraging participation with EWBNZ 

and expanding chapters throughout different university disciplines. What is important to the student 

chapters l s getting the information out about t he- issues t hese other-communities face thro ugh the 

meetings, speaker presentations and events such as the design challenge which is run each year. 

The difference between the student sector and the professional chapter is on scale, focus and 

direction. The professional section has a greater focus on finding and completing projects and seeks 

to expand the organisation . Also more energy is put into seeking partners, donors and volunteers 

through brand enrichment. 
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3.3. Strategic Constraints 
EWNZB, Engineers and marketing 
EWBNZ tends to attract engineers for reasons relating to the organization's function. Engineers often 

have a negative view on marketing and favour a more technical focus as often engineers join so they 

can use their engineering knowledge (appendix 7). Helping engineers understand the contribution 

that marketing and communication can have to increase the effectiveness of their technical work is 

important. Table 4 shows the strategic constraints in implementing a marketing strategy. 

Table 4: Strategic constraints 

_j_11gineers an_cl market!ng inquiry area Solution 
Buy-in from engineers -Show the necessity of having professional 

quality marketing standards 
Lack of marketing knowledge -Providing inductions to marketing techniques 

-Provide marketing and communications pack 
-Marketing is made as simple as possible while 
encompassing all requirements 

Volunteers have limited time available -Ensuring the marketing process is as efficient as 
possible 
-Pre-preparing and standardising outbound 
process 
-Preparing guides and examples for ease of use. 

Spread of EWBNZ community -Ensuring all required marketing information is 
easily accessible 

Multiple chapters -All chapters have the same marketing 
requirements to avoid confusion and complexity 

Engineers and marketing -Ensuring jargon free approach 
-Focus is in the problem and solutions, not the 
detail. 

Content is in line with mission, vision and -Use of "Partnership and Fit Statements" 
values 

- -- - - - - -Use of "Communication -Essential information"-
and "EWBNZ Communications and Marketing 
Pack" . 

Sam Davies Talwar - director of EWBNZ - quotes "The challenge of getting engineers to 

communicate properly is a key one for us". As discussed engineers focus on outcomes so a core part 

of this work is making engineers appreciate the importance of talking about what EWBNZ does in 

very simple terms. A key element of the marketing strategy is addressing this problem. 
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4. Communications Training 
A short slide show presentation has been created to allow marketing training for new EWBNZ 

personnel. It has been designed to fit into the EWBNZ 101 induction presentation as requested by 

the project sponsor. Included in the presentation are accompanying notes for the presenter to 

familiarise him/herself. The notes are more detailed and provide a much higher level of 

understanding in terms of the marketing strategy, organisational values and mission than the slides 

themselves. This is to prevent an overload of information to those that are not familiar with 

marketing. 

A standalone EWBNZ Communications and Marketing Pack has been developed which includes all 

relevant information for those who have not seen the presentation or wish to gain a greater 

understanding of EWBNZ's marketing practices (appendix 2) 

The slideshow and Communications Pack: 

• Summarises the importance of marketing for EWBNZ 

• Provides an overview of the strategy, templates and guides 

• Gives the locations of these templates and guides 

• Shows how to use and where to send templates and guides 

All EWBNZ communications and marketing material can be found on the shared drive under: 

• 2.0 Communicat ions and Marketing -> 2.1 Communications and marketing 

• 2.0 Communications and Marketing -> 2.6 Templates and guides 

This material can also be found on the EWBNZ intra net under the Marketing section. 
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5. Marketing Strategy 

5.1.SOSTAC Marketing Model 
The marketing strategy that has been created was using the SOSTAC model (11). The acronym stands 

for: 

• Situation analysis 

• Objectives 

• Strategy 

• Tactics 

• Action 

• Control 

This model was used for several reasons: 

• Easily followed for those not experienced in marketing 

• It is easily adjusted to fit the not-for-profit business model 

• Encompasses all the essential elements of a comprehensive plan 

• Is tried and tested amongst many organisations 

The SOSTAC model is situational and therefore it aligns with the current state of the organisation 

that it is applied to (SOSTAC can be found in appendix 7) . 

5.2. Situation Analysis 

The current strategy for reaching the audience is largely through reactive marketing. This is due to 

marketing being seen as a requirement to provide information on the current actions of EWBNZ and 

no planning has been done for the future. The channels through which information is currently 

distributed have not been considered for effectiveness or outreach. For example, there are seven 

different Facebook pages, this leads to misplaced and lost information . 

5.3. Strategic Objectives 

The objective of this strategy is to ultimately strengthen the brand and image of EWBNZ and at the 

same time improve on the outbound communications of EWBNZ (brand equity is in appendix 9). 

The strategic objectives are: 

• Promotion of organisational functions 

• Improve marketing efficiency 

• Image development and establishment of brand equity 

• Raise awareness of issues, creating a call to action in world issues and member recruitment 

• Make EWBNZ attractive for partnership 

This is to make it easier for EWBNZ personnel to deliver marketing information to their stakeholders . 

As mentioned in section 1.2, EWBNZ currently has a poor track record of external information 

transmission; therefore it is extremely important to provide a solution to this issue. 
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5.4. Tactics 
Tactics are an extension of the strategy, taking the objectives one step further. They develop the 

areas which have been identified in the strategy section, breaking it down into smaller sub-sections. 

This simplifies even further the objectives of the overall strategy. 

• Where are we going to target? 

• Direct Marketing 

• Social Media 

• Mult imedia 

• Universities 

• Engineering societies 

• How wi ll the templates be 
dis tributed internally? 

• Who will edit and supervise out 
going communications. 

• Quality cont rol documentation 

Figure 3: EWBNZ Marketing Mix 

5.5. Actions 

Place of 
marketing 

activities will 
focus on: 

Processes 
included in 
the design 

are: 

The actions of the strategy are outlined below: 

Price of 
activities is 

measured by: 

Promotion 
will be 

through: 

• The value of the Ideas and services 
worth to those w e supply them to. 

• Th e value to those w ho sponsor and 
partner with us. 

• W ebsite hits 

Specia lised development of 
templates and guides 

• Public Relations development 

• Media communications, e.g. 
news papers, social media . 

• Improve media communications for EWBNZ by development of templates 

• Best practice for EWBNZ to Stakeholder communications for EWBNZ personnel 

• EWBNZ to partner and sponsor templates and guides 

• Mass media outlet templates and guides, media release template 

• Project initiation, update and completion templates 

• Adaptable message for updating guides 

• Introduction to communications for EWBNZ - Presentation 

It is also recommended that EWBNZ produced one newsletter every month that encapsulate their 

activities and plans (appendix 8.2.5) 
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5.6. Control 

The control process is a review stage to ensure that the strategy is operating as designed. It is 

intended to explore any faults or areas within the strategy that require updating. 

Control involves two processes: 

• Overall control of the strategy to 
ensure that the objectives of the 
strategy are achievable and being 
met by the tactics and actions 
explained. 

• Review and feedback by executive 
EWBNZ personnel is required to 
ensure the objectives are 

satisfactory for its needs. 

Figure 4: EWBNZ Marketing Control Process 

• Review of the produced 
documentation is required to ensure 
high quality 

• Trials of the guides and templates by 
EWBNZ personnel to gather 
feedback on improvment areas 
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6. Goals - Brand Equity and KPis 
When determining the goals for the EWBNZ marketing strategy several different approaches were 

undertaken. The question can be asked : "If a major aim of the strategy is to increase brand equity 

and raise brand awareness, why is this not a KPI or a part of the measurable goals?" 

Measuring brand equity and the increase in brand awareness is difficult, especially for non

marketing personnel. Metrics to measure brand equity include (14): 

• Market share 

• Price sensitivity 

• Profit ability 

• Revenues 

• Loyalty 

• Licencing potential 

Not only is does this become more complicated 

for not-for-profits, but it is extremely difficult to 

• Awareness and knowledge of the brand 

• Marketing investments 

• Growth rate 

• The cost to acquire new customers 

•• The cost to retain customers 

• 
• 
• 
• 

measure and time consuming for non-marketing personnel. This is the type of process that this 

marketing strategy seeks to avoid and so another approach needs to be considered. 

As opposed to looking at brand equity it is suggested that the following are looked at as key 

performance indicators fo r marketing success: 

• Annual interviews with stakeholders and partners to determine how they view EWBNZ, and 

EWBNZ's value to these stakeholders 

• The change in the number of new members overtime 

• The change in income over time 

- - . - The demand to hold positions within EWBNZ 

• Webpage hits 

• Change in Face book users over time 

The KP l's above are used as they are straightforward and understandable, more so than directly 

looking into brand equity. It is important to note that marketing is not the only factor influencing 

these indicators. This report will consider: 

• Is marketing playing a role in influencing these KPls? 

• Is the impact that the new marketing strategy is having positive or negative? 

• Can this impact be enhanced through marketing in anyway? 

Also in terms of KPI, the goal is not to meet the KPI to make the marketing strategies appear 

successful, but to determine how the marketing strategy is making an impact on the KPls. 
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EWBNZ has recognised the need for enhanced marketing strategies throughout the organisation. 

Improved marketing and communication techniques will help develop EWBNZ and support growth 

into a proficient and professional NFP organisation. The strategy outlined is provided and tailored 

specifically to EWBNZ's needs: 

• Increasing its capacity to induce change where it is needed most 

• Improving how EWBNZ is viewed by others 

• Improving its brand equity 

• Promoting its ideas, mission, vision and values 

A major challenge concerning the effectiveness of the marketing strategy is encouraging buy-in from 

EWBNZ personnel. If the members are unwilling to follow the strategy because it is too complex, 

time consuming or they see no value in it, then marketing and communications for EWBNZ will not 

improve. Therefore it is essential to incorporate strategies to ensure the satisfaction of the people 

using it. 

Successful implementation of the marketing strategy will provide the capacity for EWBNZ to build 

upon its brand and image through improved communications and marketing. To achieve maximum 

benefits EWBNZ needs to be proactive about the use of the material provided and meeting the 

marketing goals set will encourage this . 

The importance of image, brand equity and how it develops is not well understood within EWBNZ. 

Through the interview process, there was little mention of these marketing aspects with the general 

EBWNZ members. Basic marketing principles are not understood and the facilitation of basic 

marketing across all members of EWBNZ would raise the standard of marketing output. 

Correct use of the KPls identified as being suitable to EWBNZ's situation, capabilities and needs will 

show how the marketing strategy has impacted EWBNZ. As most engineers have little experience in 

- marketing, these indfcators are as simple as possible to align with a charity organisation and to be 

easily followed by non-marketing personnel. 
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Recommendations for the use and application of the marketing strategy are included below. Now 

that the strategy has been developed it is up to EWBNZ to promote its continued use. The 

recommendations are provided in two sections, supporting systems and document control. 

Supporting systems focus on goals, people and the organisation. Document control follows the need 

to keep all templates, guides and marketing information up to date. 

8.1 . Supporting Systems 
Table 5: Supporting Systems 

System -- ~Supporting Systems Recommendations ---- - - ---- ---- -

1 Recruit a EWBNZ Marketing Manager for each chapter 

2 Assign and brief Marketing Managers to new strategy 

3 Brief Chapter Presidents on new strategy and specific goals for 
each chapter 

4 Development of marketing strategies through whole of EWBNZ 

s Encourage buy-in and a culture in accordance with industry 
standard marketing practices and ideas. 

6 Development of visual identity guide 
7 Annual strategy review - as part of the annual review policy 

8 Annual review of the strategic goals as a performance indicator 
for success 

8 .1.1. Recruit and brief Marketing Manager 

_Responsibility _____ 

Chapter Presidents 
and board members 
EWBNZ Marketing 
Manager 
EWBNZ Marketing 
Manager 
EWBNZ Marketing 
Manager 

EWBNZ Marketing 
Manager 

Yet to be confirmed 
EWBNZ Marketing 
Manager and 
Executive Director 
EWBNZ board and 
Executive Director 

It is recommended that a Marketing Manager for each chapter in EWBNZ is recruited . This position 
- - - -

will be created to satisfy the need to have a consolidated point of all marketing material within each 

chapter. The functions of this role ought to be discussed amongst the board members and Executive 

Director, but should include: 

• Ensuring chapter goals are met in terms of marketing 

• Ensuring event and project leaders are completing required media 

• Editing newsletter articles 

• Editing media releases 

The Marketing Manager for each chapter is intended to be the point of reference for marketing 

matters. The Marketing Manager should not create all of the chapter's external communications, 

but ensure that the work is done by other EWBNZ personnel. The marketing material is to be sent to 

the Marketing Managers for editing and compiling. It will then be sent to the newsletter editor. Also, 

if material is required from a chapter, the Marketing Manager is the point of contact. The Marketing 

Manager should be familiar with all EWBNZ's functions, mission, vision and values. 
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8.1.2. Brie f chapter presidents to strategy 
Chapter Presidents are to be updated on the new marketing strategy to ensure that the goals set for 

each chapter are known. Achieving the set goals will allow the success of the marketing strategy to 

be measured in terms of increasing quality and quantity of communications. 

8.1. 3 . Incorporation of marketing st rategies throughout EWBNZ 
Ensure that all current EWBNZ personnel are aware of the new strategic marketing plan. All 

members should know about the strategy even if they are not expecting to produce any publishable 

material. 

8.1.4 . Encourage buy- in and a marketing aware culture 
A marketing culture, whereby information is continually published about EWBNZ's activities, needs 

to be promoted, especially by those in senior positions. This will ensure continual use of the strategy 

and enhance the potential benefits gained. Buy-in from EWBNZ personnel is crucial to its success 

therefore needs to be encouraged. 

8.1 .5. Visual identity g uide 
EWBNZ currently has a visual identity guide, however, this needs updating to maintain and build on 

EWBNZ's external perception. This shall include, but is not limited to: 

• Identification of true brand colors, and colour codes 

• Brand standards, a comprehensive guide on brand and its appropriate use 

• Typography- accept.able fonts and their uses 

• Imagery- acceptable use of images 

A comprehensive look at these aspects of the brand will ensure that across the organisation there 

will be a homogeneous external appearance. As EWBNZ is spread across the country, creating a 

system that facilitates uniformity therefore is extremely important. 

8.1 .6. Annual strategy review 
An annual review-of all marketing material will be conducted to ensure that they remain current and 

up to date. The strategy and goals are to be reassessed to ensure that they are achievable and 

current . It is recommended that a review of the marketing st rategy be made a part of annual policy. 

8.1.7. Annua l review o f t he strategic goals as a performance indicator 
The review of the performance of each chapter will indicate: 

• How the strategy performed in terms of the goals set 

• If amendments need to be made to the goals 

• Consult the users to find improvement areas and suggestions 

This will enable the strategy to continually develop to better suit EWBNZ's needs. 
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8.2. Document Control 
Recommendations for document control. 

Table 6: Document Control 

Documents Control process 

Website and Newsletter -All templates should have an initial 6 month review 
Article Templates: to ensure that all produced media is appropriate for 

4. Initiation EWBNZ's needs. 
5. Update 
6. Completion -Addition of completed examples to current example 

section . 
Learning and Change - All templates should have an initial 6 month review 
Templates to ensure that all produced media is appropriate for 

EWBNZ's needs. 

-Addition of completed examples to current example 
section. 

Press releases Statement -The press release statement should have an initial 6 
month review to ensure that all produced media is 
appropriate to EWBNZ's needs. 
review 

-Addition of completed examples. 
- Initial trials have been conducted . 

Partnership and Fit -Annual review to ensure Partnership and Fit 
Statements Statements remain up to date. 

- Future rework of examples to prevent older ones 
becoming "tired". 

Communications- -Annual review to ensure Communications-Essential 
Essential information information remains up to date. 

Communications and -Annual review to ensure Communications and 
Marketing Package marketing package remains up to date. 

-Keep in line with the Partnership and Fit Statements 
-Ensure that it is kept up to date with Website and 
Newsletter Article Templates. 

EWBNZ marketing - Annual review to ensure the information in the 
presentation presentation remains up to date. 

- Ensure users are familiar with the content of the 
presentations. 

8.3. Use of provided material 

Responsibility 

EWBNZ 
Marketing 
Manager 

EWBNZ 
Marketing 
Manager 

EWBNZ 
Marketing 
Manager 

EWBNZ 
Marketing 
Manager 

EWBNZ 
Marketing 
Manager 
EWBNZ 
Marketing 
Manager 

EWBNZ 
marketing 
manager 

All material for use by EWBNZ that is provided by this marketing strategy is located on the EWBNZ 

intra net and EWBNZ shared drive, it is labeled accordingly for ease of access. 

Use of the prepared marketing presentations in EWBNZ101 will ensure transfer of knowledge of 

location and application provided marketing material to chapter and committee members. 
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9. Key Performance Indicators 
KPls outlined in the marketing strategy as shown in table 7: 

Table 7: Strategy KPls 

-

EWBNZ area KPI ' Responsibility 

Working with communities Has 20 articles published every year Working with 
Has 4 media releases published every Communities 
year Manager 

Individual chapters: 12 articles published every year Chapter President 

6 media releases published each year and Marketing 
Manager 

Learning and change: All events published every year Learning and Change 
5 media releases published every year Manager 

10 articles published every year 

These goals have intentionally been left straight forward and concise. This is to emphasise simplicity 

for users of the marketing strategy, and for non-marketing personnel it allows clear and reachable 

targets . 

For the success of the marketing plan the following KP ls have been recommended: 

• Annual interviews with stakeholders and partners determine how they view EWBNZ, and 

EWBNZ's value to these stakeholders 

• The change in the number of new members over time 

• The change in income over time 

• The demand to hold positions within EWBNZ 

• _ vyebp~ge_ h_!_ts __ _ 

• Change in Face book users over time 
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The most gratification has come from developing a marketing strategy and then being able to 

implement it into an organisation. If successful, it will save a lot of time in a time poor organisation . I 

am also looking forward to seeing the products that are developed through the material that I have 

worked on. 

This project has given me the knowledge of what it takes to fully see a project through from the start 

to the finish and all the steps in between . Identifying, gauging and incorporating emergent problems 

into the project are skills that I have developed through this project. Engaging in this project has 

improved my understanding and competence with regard to dealing with emergent issues. 

Prior to this project I was similar to most engineers by having a lack of appreciation for the value of 

marketing. I was aware that it was important and that engineers often displayed indifference to 

what was achieved through marketing, but, it was not until a thorough investigation into marketing 

principles and applications that I truly saw its merits and potential. So, through this project I have 

greatly increased my marketing knowledge and now have a greater comprehension of the 

importance of brand and image and the role they play in organisation. 

If I were to do this project again, I would spend more time in the initial planning stage to define 

clearer goals and stages that lead to the desired project outcomes. In hindsight, I rushed the 

planning stage in order to begin developing the strategy and looking at ways to benefit EWBNZ. Due 

to my over enthusiasm, it took me longer t o research than it should have. This is because I did not 

have a method that was as clear as it could have been. Although I do not believe I displayed poor 

time management I think that this process would have been more efficient if I had a more robust 

planning phase. 

I have developed a new level of appreciat ion through EWBNZ volunteers, seeing the passion for 

what they do to help others is to be admired. Only giving and asking for nothing in return apart from 

the s~tisf~ction of seeing these COf!lm~~itie_s 9evelop and gr~~ _ 

The Master of Engineering Management programme has given me a much broader outlook on life. 

Before I started this course I was definitely only technically minded, and focused on a technical 

geology related occupation. However, now my horizons are much wider, I feel that I have the skills 

to aim much higher in the 'chain' and take on more responsibility. I have proven that I can step out 

of my comfort zone by executing a marketing strategy for EWBNZ. I would say that mostly MEM has 

given me confidence to take on greater life challenges. 
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12. Appendix 1: Marketing for Not-For-Profits strategy overview 

12.1. Not for Profit Marketing 
Not-for-Profit (NFP) marketing is defined as the application of marketing concepts and management 

for not-for-profit organisations (10). Often the same tools are applied in NFP marketing as regular 

commercial marketing; however, there is a fundamental shift in focus between the two marketing 

types. 

Not for Profit v 's for Profit 
Strategies for commercial organisations are based on increasing profits for the shareholders as this is 

the ultimate goal of these enterprises. NFP organisations seek objectives other than profit for 

survival, often encouraging people to give, and this is reflected in their strategies (10) . This means 

that the return on investment differs between the two. Although the principles of marketing remain 

the same, some of the methods must, of necessity, be different (11). 

The objectives of marketing in the for profit environment are usually to let potential customers in 

your target market know about your product or service and how it can benefit them, with a view to 

selling it in exchange for money. The corporation keeps the money, and the customer enjoys the 

product or service. For profit marketing also focuses on developing new markets for existing 

products or identifying markets for new product lines (11). 

In contrast, a non-profit organization markets the work it does or the cause it supports, instead of a 

product or service. The purpose of NFP marketing is to attract attention regarding topical world 

problems aiming to gain support. This is while building on brand equity and image to strengthen its 

outreach and ability to induce change regarding its mission. In return, the "customer" gives money 

or time to the organization in exchange for the opportunity to contribute towards its philanthropic 

work. 

Similarities 
Both for-profit businesses marketing and NFP marketing use a variety of common methods, these 

include (11): 

• The marketing mix 

• Target market identification 

• Positioning 

• Branding 

• Public relations 

• Advertising 

As an example, the NFP marketer will conduct market analysis to identify potential donors and 

sponsors. The NFP advertises the work it does using similar media as for profit, such as online and 

print, radio and possibly television advertising. Public relations professionals work just as hard as 

they do in for profit environments to build the visibility of the organization, maintain its reputation 

and establish its image as an authority in its field, while direct sales are likely to take the form of a 

request for a donation. (12) . 
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The major difference between the marketing of the two types of organisations is the fulfilment of 

the customer need. The for-profit marketing customer has a need of his own that he fulfils by the 

purchase of the goods or services; the NFP "customer" recognizes the need of others and his ability 

to help fulfil it through the donation of his time, money or skill. For this reason, retail sales of the 

primary product or service do not apply to the NFP organisations. Many NFPs do conduct retail sales 

of promotional items to help raise funds, but this is not their primary product or service. (11) 

Not for Profit marketing constraints 
As profit marketing is measured through sales, repeat purchases and number of customers easily 

measured and tangible results are found. NFP ability to measure the success of its marketing plan is 

limited because their measurements are based on more subjective factors (13) . It is difficult for an 

organization whose goal is to provide social services or disaster relief to quantify its success. 

Financial constraints affect all NFPs. This is due to low revenue streams and a reliance on donations 

and sponsorship. These people also do not like their money spent on marketing as it gives the 

indication that their money is just being spent on acquiring more money. This promotes a negative 

image for the organisation. Image is often the most valuable asset the organisation has as it is used 

to find partners; therefore it is paramount to keep this image positive. 

Not for Profit marketing strategies 
For NFP's, it is unaffordable not to market. It is not possible to move people without it. NFPs support 

worthy causes, but they need a way to communicate this to the world. Simply telling people that 

they are saving the world and plastering a mission statement on the front of the webpage is not an 

effective outreach strategy (14) . For NFPs marketing means communicating with stakeholders, 

encouraging interest and showing how the organisation is changing the world. When marketing is 

done correctly, it helps to achieve an organisation's core mission in more powerful, effective and 

efficient ways (15). 

It is important-to not fall into the trap that programs will sell themselves based on their inherent 

worth . This is assuming that support and recognition will automatically come to a good cause. 

Unfortunately, this is a false premise. Even the best programs will fail unless steps are made to 

ensure other groups, associations, businesses, and individuals are aware of the organisation's 

mission, vision and values and continuously maintain that level of awareness (16) . 

1: Identify yourself- Organisation self-assessment 

The first step in any proactive marketing plan is to assess the current state of marketing at your 

organisation. Take a step back and discover what's actually occurring- or not occurring-at your 

non-profit (17) . 
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2: Identify target audiences 

Identify all the stakeholders' value to your organisation, and your value to your stakeholders. As NFP 

are usually restricted on capital, methods that require little resources must be employed. These 

resources must be used to the greatest benefit. Defining who the key stakeholders are and what 

information is critical as it will significantly reduce the time and cost regarding external 

communications. The most important element of this is to eliminate using shotgun tactics, which is 

firing out as multiple messages and hoping one reaches the right place. 

3: Control over your message 

Keeping the outbound communications in line with the organisation's mission, vision and values is a 

difficult task. Once material is published under an organisation's name it is up to the consumer to 

interpret that information. With the rise of social media, message control is firmly in the hands of 

consumers {18). It is rather up to the activities that the organisation performs and keeping the 

organisation aligned with its mission, vision and values and the marketing enhancing the ability of 

the organisation to perform these tasks. 

4: Maintain consistent communication 

Brand and image develop over time {19). And it is important to be consistent in updating and 

renewing the information that is being presented externally to the organisation . Effective 

communication and a consistent image also enhance the ability of NFP organisations to raise money. 

If local community members do not have an awareness of the good work that a NFP does, it is 

unlikely that they will contribute to a fund raising campaign. In turn, if private foundations do not see 

financial support at the local level, they may be less inclined to award grants. {16) . 

5: Communicate visually as well as verbally 

Frequently displaying an organization's name and logo on newsletters, reports, signs, and brochures 

will make the crrgan-isaticm mcrre m-emorable:-A-well~designed visaal image will strengthen 

awareness of an organization {16). 

6: Use the tools available 

Marketing strategies for NFP organisations use the same tools as commercial organisations, however 

as mentioned earlier, there is the difference in end goals that alter the use of these tools . This is a 

modification in how these tools are used as opposed to the tools themselves. 

7: Review 

A marketing plan that sits on the shelf is not particularly useful. You should regularly review your 

results to verify that your goals have been met or to determine if new strategies are in order (17). 

For review the following should be considered 

e Timeline: Th e frequency that the marketing material is reviewed 

• Key performance indicators: what is going to be measured and how 

• Determine the impact on stakeholders 

• Who : who will do the review 
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13. Appendix 2: Marketing and Communications Pack 

13.1. Part 1 - Marketing For EWBNZ 
13.1 .1. Overview 

Communication and marketing for EWBNZ is crucial to our continued growth and development as an 

organisation. This document is intended to highlight the importance of this and introduce the reader 

to the messages, concepts and principles that we wish to convey through our communications. 

13.1.2 . Why is it Important? 
Communication for EWBNZ is about increasing our impact 

For EWBNZ this means: 

• Increasing our capacity to induce change where it is needed most 

• Improving how other see us 

• Improving our brand equity (the commercial value that derives from consumer perception of 

the brand name as opposed to the service itself) 

• Promoting our ideas - mission, vision and values 

EWBNZ is striving to create a respectable brand value. This is created through trust and 

responsibility. It is therefore vital to align the organisation's mission, vision and values with everyday 

operat ions and long term development and strategy. 

We need buy-in from EWB members in terms of marketing to get buy-in from the wider public 

Greater emphasis on awareness and funding leads to more profound projects and programs which 

means greater impact in the communities we support and engage with . How we communicate 

directly reflect how we are viewed and the better this perception the greater our impact will be. 

- ---it is-also-extremely important tnat EWBNZ promotes our Mission, Vision and Values and 

Development Philosophy in all our communications. This strongly related to our development 

philosophy seen in our Partnership and Fit Statement. 

We know that with our skills and knowledge we can offer developing communities a lot and improve 

on their quality of life. Marketing for EWB is about showing others that we are able to do this 
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13.1.3. Who are we communicating to? 
All EWBNZ's external communications are visible to everyone. This is because as they appear on the 

webpage, newsletters and on our Facebook pages. The main stakeholders (those who have an 

interest in us) have been identified in figure 5. 

Corporate 
partners and 

~onsors 

Figure 5: EWBNZ Key Stakeholders 

Donors 

~ 

13.1.4. Who should be communicating? 
Essentially, any member of EWBNZ is able to make use of the marketing and communications tools. 

Event Managers and Project Managers (or anyone working on a suitable activity) need to transfer 

this information to the aforementioned stakeholders and the tools created are designed to make 

____ _ _ this easier. __ _ 
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13.1 .5. What is available? 
Several guides have been developed to use and include: 

Media release statement 

Website and Newsletter Article Template for: 

• Learning and change 

• Project Initiation 

• Project Updates 

• Project Completion 

Each guide has an example and guiding comments as well as an outline of how and what type of 

information is appropriate for each type of activity. 

Remember - if the public don't hear about what we do, as far as they are concerned we don't exist 

13.1.6. Where are the tools? 
The guides can be accessed through the intra net under the Marketing and Communications section . 

Each guide is labeled according to its function. 

• Also, these can be found on the EWBNZ Google Drive structure under: 

0 2.0 - Communications and Marketing -> 

0 2.6 - Templates and Guides 
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Part 2: Partnership and Fit Statement 
Aligning everything we do with our MVV (mission, vision and values) and development philosophy is 

extremely important. This is in terms of selecting our community partners, and working with 

communities. 

13.2.1. Partners Statement 
Partners before projects: 
EWBNZ chooses its partners with care and they must meet the following criteria . 

1. Does the organisation match our MVV? 
2. Does the organisation represent the local community? 
3. Does the organisation have the capacity to engage? 

Partners must be closely aligned with our MVV. EWBNZ selects its partners based on its ideals and 
development philosophy. Maintaining these high standards on partnership selection sets a strong 
precedent for sustainable development and acquisition of future projects. 

Conversely, poor selection of partners will degrade our name and brand as we deviate from our 
mission. Thus, it is important that these questions are asked and met before a partnership is formed. 

An appropriate example of an acceptable partner statement would be: 

The interdependent water schemes association of Samoa represents 32 villages whose supply lie 
outside government supplies and is committed to the supply of safe water to their constituent 
villages. Each village has a representative on the association and contributes funding and support to 
ensure the successful implementation of works and running of th e organisation. 

[3.2.2 . Fit state-ment: -

EWBNZ supports communities who show a positive image of growth and development and aligning 
with our mission, vision and values. Due to this care are taken into project selection. 

The fit statement should address all four of the Fit Criteria. 

• (1) Self-identified need - How is the need self-identified? (Not just telling the community 
what we think needs to be worked on) 

• (2) Strengths based - How are we building on pre-existing strengths? (Not just starting from 
scratch/ where do we feel is most lacking) 

• (3) Capacity development - How are we developing local capacity? (Not just doing the work 
ourselves) 

• (4) Learning experience - How will EWBNZ members learn from this experience? (The 
opportunity isn't just a one way street) 

Examples of a positive fit statement are included below. The bold numbers indicate direct matches 

to our Fit Criteria and due to this; there is acceptable grounds for EWBNZs further involvement with 

the community. 
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13.2.3. Ambrvm Village Water Supply {2013] 
(1) Wawan Fonhal Village Council approached EWBNZ seeking assistance with the improvement of 

their water supply systems which often run dry during summer months. (2) The Wawan Fon ha I 

Village Council has recently implemented other water supply systems and is keen to extend this 

work to other villages. (3) This stage of work is focused on working with the Village Council to assess 

potential water supply options and develop the communities understanding of the likely costs, 

quality of water supply and ease of maintenance for the scheme. This will improve the village's 

ability to select and implement an appropriate and sustainable solution . (4) For Jen the trip is not 

only an opportunity to apply her skills as a water engineer, but to learn about a new culture and way 

of life and is now able to speak Bislama, the local language. 

13.2.4. IWSA Samoa (2011-2012] 
(1) The Independent Water Schemes Association of Samoa (IWSA) is an association of villages who 

have come together to share resources and expertise in order to better maintain and develop their 

water supply systems. (2) IWSA comprises of village representatives from 32 different villages and 

employs a full time technical manager who in turn engages with local plumbers. (3) A key part of the 

work was to provide training sessions for local plumbers to improve maintenance and construction 

techniques, thereby improving the long term operation of the system and the self sufficiency of 

individual villages. (4) During his time with IWSA Mike not only gained a valuable insight into the 

water supply in small island nations, he also gained a unique insight into life in Samoa. 

13.2.5. Poor fit statement 
What not to write/ approaches we shouldn't be taking in the first place: 

(If you find yourself writing this then we've probably messed up on project selection) 

(1) After visiting Samoa EWBNZ members identified a lack of Audio Visual equipment in local schools 

and decided to form a New Zealand based consortium to sell second hand equipment to Samoan 

schools . (2) EWBNZ has elected to work directly with schools rather than with local IT professionals 
- - -

and shops as we feel we can do things better than them and because we are a volunteer based we 

don't have to charge for labour. (3) By keeping the system based within New Zealand it means EWB 

has total control over the process and doesn't have to waste time teaching locals . (4) It also means 

that we don't have to spend time getting to know the local language or spending time with local 

communities which can be boring and time consuming. 
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13.3. Part 3 - Templates and Guides 
13.3.1. Website and Newsletter Article Template - Proiect 

Initiation 
In this document: 

• Purpose of template ...... ....... .. .... .. ........... ...... ... ... ............ Page 1 

• Example of template in use -Vanuatu .... .. .. .. ...... ........ . Page 2 

• Blank template ............... ...... ....... .. ... ...... .............. .. ........... Page 3 

Please read - Purpose of Proiect Initiation Template 
This document is designed for EWBNZ personnel to deliver to interested parties the important 

details about new projects . It is aimed at being placed onto the EWBNZ webpage and the newsletter 

and should be published before the actual project start date. 

This document should also be of a standard that partners are able to use it to fill in space in their 

newsletters or magazines if they play a key role. 

The aim of this document is to assist you in writing an effective article to promote the activities of 

EWBNZ and to enlighten others to the ongoing activities of the organisation. This will in turn 

increase support for this and future projects taken on by EWBNZ supporting our mission. Also, by 

showing that we are continually active and involved with world issues and events will improve 

EWBNZ's reputation and strengthen its brand. 

Information that can be included: 

• Project title 

• Location 

• What is the pain? What is the solution? 

o What is the service that we are providing? 

• Why is it important? 

• Major players, who is involved (partners)? 

• Brief scope; what are the major milestones? 

• What are some major obstacles that need to be overcome? 

• Expected start and finish dates 

• Thanks to ....... 

• EWBNZ stat ement, if applicable 

This template has been devised which is designed to make is easier and faster to tailor to other 

projects while maintaining the most relevant points. It is important to keep in mind that the project 

initiation template is to be concise and to the point. Attempt to keep it to a one page limit. For 

EWBNZ purposes, this may go slightly over. 

Please send to EWB editor upon completion - Newsletter editor - newsletter@ewb.org .nz 
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13.3.1.1. Fonteng Village Water supply Proiect example 
Lack of water and poor sanitation is a well-known issue in underdeveloped countries and Vanuatu is 

no exception. In the villages of Fonteng, Falibeur and Barereo, water becomes scarce in the dry 

season as the rainwater tanks run dry. It then falls to the women to collect water from the nearest 

spring, which is often several kilometres away. 

Insert Appropriate picture here, the location of 

this can be re-arranged as necessary. 

Not only is this a labour intensive task, it is 

a necessity for these villages to function and 

it also takes time. This time could be used in 

other productive ways for the well-being of 

the villages. As these villages do not have 

the required skills, knowledge or resources 

to address a large scale project such as this, 

external assistance is required. 

EWBNZ, alongside Rotary Club of Port Villa 

(Vanuatu) and the Wawan Fonhal Village 

Council (the community group and local 

partner driving the project) will be 

investigating the best solutions to this 

problem through a feasibility study. It is planned that a EWBNZ volunteer will initiate a consultation 

process beginning in XX/XX/XXXX with the villages to: 

• Find what each village requires in terms of immediate and future water needs. 

• Develop the best possible engineering solutions for a sustainable water supply for each 

village while giving them the capacity to maintain and engage in future projects 

• Facilitate buy-in from locals for empowerment to assist in promoting self-development. 

It is anticipated that there will be large cultural differences between the volunteers and the locals. It 

is important to respect local customs and any differences in this need to be handled with care. 

EWBNZ is an organisation of professional and student engineers who share a vision to confront 

global challenges of poverty, sustainable development and social inequity. EWBNZ provides 

education, awareness activities to the general public, schools and universities across New Zealand as 

well as supporting community lead projects that will directly improve the quality of life in 

communities within New Zealand and in the South Pacific region 

By * John Dover* 

Insert Contact Info Here 

33 



February 18, 2014 
[MASTER OF ENGINEERING MANAGEMENT PROJECT REPORT] 
Thomas Vollebregt 

13.3.2. Website and Newsletter Article Template - Proiect Update 
In this document: 

• Purpose of template ....................................................... Page 1 

• Example of template in use - Vanuatu ......................... Page 2 

• Blank template ................................................................. Page 3 

Please read - Purpose of Proiect Update statement 
This document is designed for EWBNZ personnel to deliver to key stakeholders the important details 

about current projects. It is aimed at being placed onto the EWBNZ webpage and the newsletter and 

should be published during the project course. It is for medium to long projects where updating 

interested parties is appropriate and is not necessary for shorter projects 

This document should also be of a standard that partners are able to use it to fill in space in their 

newsletters or magazines if they play a key role and so desire it. 

The aim of this document is to promote the activities of EWBNZ and to enlighten others to the 

ongoing activities of the organisation. By showing that we are continually active and involved with 

solving world issues will improve EWBNZ's reputation and strengthen its brand . 

Information that can be included: 

• Title of project 

• Small brief to project 

• Key success so far 

• Any emergent problems 

• Make sure to mention key partners involve 

o What are some major obstacles that still need to be overcom e? 

• Expected finish date. 

• Thanks to ....... 

• EWBNZ statement, if applicable . 

• By * insert name here* 

As a means of showing what is to be incorporated into a project update a template has been devised 

which is designed to make is easier and faster to tailor to other projects while maintaining the most 

relevant points. It is important to keep in mind that the project update template is to be concise and 

to the point. Attempt to keep it at one page limit. 

Please send to EWB editor upon completion - Newsletter editor - newsletter@ewb.org.nz 
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13.3.2 .1. Fonteng Village Water supply Proiect - Vanuatu example 
Lack of water and poor sanitation is a well-known issue in underdeveloped countries and Vanuatu is 

no exception. In the villages of Fonteng, Falibeur and Barereo, water becomes scarce in the dry 

season as the rainwater tanks run dry. It then falls to the women to collect water from the nearest 

spring, which is often several kilometres away. 

Insert Appropriate picture here, the location of 

this can be re -arranged as necessary. 

EWBNZ, alongside Rotary Club of Port Villa 

(Vanuatu) and the Wawan Fonhal Village 

Council (the community group and local 

partner driving the project) have been 

working on a project that seeks to deliver 

water to these communities. It is to not only 

provide a fundamental commodity for their 

wellbeing, but to inspire them to help 

themselves by active engagement in the 

project. 

Thus far in the project relations have been 

established with the communities . Finding 

what it that they desire is important for 

buy-in to help them grow. Through this the needs the communities have been identified and the 

flow rates have been determined. This information will aid in determining which method of 

supplying water will be the optimum choice for the communities. 

Some problem areas that have been identified are mostly cultural. A neighbouring village has a 

pipeline which delivers them water. Because of this it is seen that the project should also be a 

pipeline as it is unfair if the same or better is not delivered . The infrastructure is seen as a sign of 

status and it would be untoward of EWBNZ to ignore this request. If a pipeline is not the best 

~olutio!:1 § co_m_pr~n_! is_e_,,~.till have to occur. 

EWBNZ is an organisation of professional and student engineers who share a vision to confront 

global challenges of poverty, sustainable development and social inequity. EWBNZ provides 

education, awareness activities to the general public, schools and universities across New Zealand as 

well as supporting community lead projects that will directly improve the quality of life in 

communities within New Zealand and in the South Pacific region 

By *John Dover* 

Insert contact info here 
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13.3.3 . Website and Newsletter Article - Project Completion 
In this document: 

• Purpose of template .............. ...... .. .................................. Page 1 

• Example of template in use -Vanuatu ......................... Page 2 

• Blank template ................................... .. ............ .... .. .. ......... Page 3 

Please read - Purpose of Project Completion Template 
This document is designed for EWBNZ personnel to deliver to key stakeholders the important details 

about resolved projects . It is aimed at being placed onto the EWBNZ webpage and the newsletter 

and should be published during the project course. It is for all projects as it looks to show those 

interested the completed activities of EWBNZ 

This document should also be of a standard that partners or stakeholders are able to use it to fill in 

space in their newsletters or magazines if they play a key role or so desire it (such as the Canta Mag). 

The aim of this document is to promote the activities of EWBNZ and to enlighten others to the 

ongoing activities of the organisation . By showing that we are continually active and involved with 

solving world issues will improve EWBNZ's reputation and strengthen its brand. 

Information that can be included: 

• Title of project 

• Small brief to project 

• Key outcomes 

• Any emergent problems and their resolution 

• Make sure to mention key partners involve 

• What are some major obstacles that still need to be overcome? 

• Completion date 

• Where to from here 

• Thanks to .. .. ... 

• EWBNZ statement, if applicable. 

• By * insert name here* 

This template has been devised which is designed to make is easier and faster to tailor to other 

projects while maintaining the most relevant points. It is important to keep in mind that the project 

completion template is to be concise and to the point. Attempt to keep it to a one page limit . 

Please send to EWB editor upon completion - Newsletter editor - newsletter@ewb.org .nz 
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13.3.3.1. Fonteng Village Water supply Proiect - Vanuatu example 
Lack of water and poor sanitation is a well-known issue in underdeveloped countries and Vanuatu is 

no exception. In the villages of Fonteng, Falibeur and Barereo, water becomes scarce in the dry 

season as the rainwater tanks run dry. It then falls to the women to collect water from the nearest 

spring, which is often several kilometres away. 

EWBNZ, alongside Rotary Club of Port Villa 

and the Wawan Fonhal Village Council have 

been working on a project that seeks to 

deliver water to these communities. The 

project also seeks to empower those in 

need to start taking a proactive approach 

to start their own future projects . 

The community's inputs and thoughts were 

taken into consideration when choosing 

the solution that best suits them while 

maintaining efficient flows and is within 

available cost limits. Rainwater harvesting 

into collection tanks which is then piped to 

Insert Appropriate picture here, the location of 

this can be re-arranged as necessary. 

tap stands in easily accessible areas was 

considered the most efficient method available. 

This decision was reached through negations with the local communities to make it feel like the 

project belonged to them. The problems that arose regarding the other villages pipeline were 

resolved through these discussions. The infrastructure involved with the rainwater harvesting was of 

tangible value to the pipeline while collecting more and higher quality water providing a more 

reliable water source. 

The community is to pay rates on the collected water. This money is to be used to repair any faults 

or problems that may arise in the future and also once the lime span of the current system is up they 

will be able to afford a new system. 

EWBNZ is an organisation of professional and student engineers who share a vision to confront 

global challenges of poverty, sustainable development and social inequity. EWBNZ provides 

education, awareness activities to the general public, schools and universities across New Zealand as 

well as supporting community lead projects that will directly improve the quality of life in 

communities within New Zealand and in the South Pacific region 

By * John Dover* 

Insert contact info here 
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13.3.4. Press Release Template 
Included in this document 

• Purpose of template .......... ............ .. .......... .. .. .. ............ ... Page 1 

• How to use this guide .... ............ ... .. .. ... .. ... .. ............ .... .... Page 1 

• Guide layout and pointers .. ...... ......... ... ... ....................... Page 2 

• Blank template ............ ...... ..... ... ............. ........... .... .. ..... .. .. Page 3 

Please read - Purpose of Press release statement 
A press release in this case is written communication directed at members of the news media for the 

purpose of announcing something newsworthy. Examples of this for EWBNZ are : 

• Successful completion of a project 

• Important upcoming events, e.g. EWBNZ conference or speakers. 

• Awards and accomplishments of EWBNZ or its members 

Typically the aim is to provide publicity for specific events or stories and provides reporters with an 

information subsidy (an easy information source) containing the basics needed to develop a news 

story or information about an upcoming event. 

The goal of media releases is to gain credibility and loyalty with those interested in us. Frequent 

activity shows a proactive organisation that is aiming to continually improve itself. 

This guide is aimed at providing an easy to use guide aimed at EWBNZ personnel. As there is so much 

easily accessible information available to us through the internet it is important to present what we 

have in a format that is easy to read and understand. 

Where possible create reasons for readers to visit the EWBNZ webpage, even by inserting links that 

can be clicked on (for electronic sources). This creates traffic in the EWBNZ page 

HOW TO USE THIS GUIDE 

Simply fill in the paragraphs with your own content. The layout has been developed for you . Each 

paragraph within the template has, in words, what type of information should be included. 

Please send a draft copy of the media release statement to sam.davies@ewb.org .nz for editing 

For more information on press releases read New rules of PR by David Scott 

http://www.davidmeermanscott.com/documents/New Rules of PR.pdf 
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[Insert catchy heading here (ONE LINE MAXH 
[Insert more detailed subheading here if necessary to explain catchy heading further] 

SET THE SCENE For anyone interested to be inclined to share your announcement, you have to tell 

them upfront, why they should care. The first paragraph of your release should cover the who, what, 

why, where, and how of your new project, update, or development. No one has a ton of time to sift 

through the details and fluffy background information. Try to think "why would I tell a friend about a 

story?" What makes it interesting to you and to others? 

DRAW THE AUDIENCE in by developing the scene that you have set with a quote that adds context 

around the story that is being told by the media release. This is to help the reader develop the idea 

and shows that it is important to your given area, industry, communities you are involved with and 

stakeholders. Quoting key figures and authorities underline the importance of your development. 

The chosen quote should shape your narrative and emphasize the core of the announcement. 

THIS IS THE LAST paragraph that will be available and is to supplement the information that has 

been provided so far. It can be tempting to provide superfluous facts, but a press release needs to 

be helpful and concise. Provide information that strengthens your narrative. Such as: 

• Comment on foreseen future implications of the project 

• Or noteworthy ways that EWBNZ or stakeholders developed their ideas. 

A sentence or two with bullet points will suffice. 

EWBNZ is an organisation of professional and student engineers who share a vision to confront 

global challenges of poverty, sustainable development and social inequity. EWBNZ provides 

education, awareness activities to the general public, schools and universities across New Zealand as 

well as supporting community lead projects that will directly improve the quality of life in 

communities within New Zealand and in the South Pacific region 
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14.Appendix 3: Interviews 

14.1. Interview - Dom O'Connor 

Vice President EWBNZ Canterbury Student Chapter 

How are you currently marketing? 

The student chapter is limited in resources and therefore is limited in what it can achieve through 

marketing techniques . The student chapter markets through the EWBNZ student club. This is by 

using: 

• Emails from club members 

• Monthly newsletters - IPENZ and Canta magazine 
• Facebook EWBNZ page 

• Acknowledgement after events and word of mouth 

What is it that you are planning to achieve through this? 

The student chapter is seeking to raise awareness of EWBNZ and to gain attendance numbers 

attending events, meetings and presentations. 

Currently in the student sector of EWBNZ the majority of members is Natural Resource and Civil 

students . This is thought to be because the natures of EWBNZ's projects appeal to these disciplines 

over others. This includes other engineering disciplines as well as other subject areas such as, 

commerce, geology or Law. Trying to break down the ba rriers as to who EWBNZ seeks as members is 

important to growing the base level of those interested in the organisation. So far it has proven 

difficult to bridge this gap with little interest from these other sectors or they don't know enough 

about what EWBNZ does. 

Has the strategy been successful? 

There is no set 'strategy' that has been planned in what it is we are trying to achieve. The motivation 

behind the current marketing techniques is trying to raise awareness of what it is that EWB does. 

It is worth noting that there is a high volume of people wanting to get a project overseas. It seems 

that from an external viewpoint, EWBNZ can easily provide an easy overseas trip where a cool 

project is just waiting for them to go and do. 
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There is a separation of ideas between the student sector the professional sector. 

The Student sector is generally based around universities, encouraging participation in EWBNZ and 

expanding chapters throughout different university disciplines. The thinking is about increasing 

numbers of attendance and during the interview there was little mention of achieving this through 

sustainable engineering practices or making a difference to communities in New Zealand and South 

Pacific. This may come from the point that only a few volunteers working overseas are needed at 

any one time. Rather, what is important to the student chapters is getting the information out about 

the issues these other communities face through the meetings, speaker presentations and events 

such as the design challenge which is run each year. 

The difference between the student sector and the professional chapter is on scale, focus and 

direction. The professional section has a greater focus on finding projects, seeking to expand the 

organisation as a whole . Also more energy is put into seeking partners, donors and volunteers 

through brand enrichment. 

14.2. Interview - Jen Johnstone 

Yep, I was the "temporary" marketing manager, although temporary did last for about a year .... 

When I left for Ambrym, I passed on my newsletter writing role to Tom Logan, and Mark Stanko is 

helping with my project marketing. I tried to pass on the website updating role to the section 

managers (i.e. Faisal - WWC, Jenny - L&C, Daniel - Odyssey, Ying - Schools, etc.) but I'm not sure if 

that has taken I can't load the website to see if people are updating it! 

The main things I did as marketing manager were: 

• Moved the mailing list to Mailchimp 
• Sent out monthly newsletters using Mailchimp 
• Wrote the new website structure and worked with Ashish to get it up and running 
• Compiled/wrote the content for the website 
• Updated the website with news, events and page content updates 
• Wrote a "Working With Communities" booklet for our community partners, in English and 

Bislama (see the Projects webpage to download) 
• Wrote the funding strategy (you can find it on google drive) which does incorporate 

marketing aspects 
I didn't particularly follow a marketing strategy, but I figured that the most important tools were 

the newsletters and the website, and I tried to make both of these as professional as possible, 

and targeted towards the general public (we previously had a very technical engineering focus in 

our website content, and I've tried to soften it to make it more personable). 
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14.3. Interview: Isla Norris 
1. Do you currently follow any framework or system when approaching other organisations? 

We have a bit of a rule that there is one CRM (Corporate Representative Manager, I think) for each 

company - so that when we ask for things, it's always t hrough that person, just to make sure we 

don't double up, ask the same thing three times, etc. There's a list on Google Docs of all these 

people. 

We also have a sponsorship information booklet to make sure we all advertise a uniform product -

but to tell you the truth, it's only the higher up people who do any of this outreach stuff, so no there 

isn't a generic template or guide for Joe Blog to use. 

2. Do you have any strategy and what is it? 

That's kind of answered above. Overall, it's a tough job to turn up to a company and ask for a large 

lump of sponsorship, and really we need to have one dedicated person with a fancy marketing / 

media design person to make everything flash and professional. 

We've got the Sponsorship Booklet, and I think actually there is a strategy also on Google Docs, but 

it's not really meant for any old person to pick up and fire away. We've only got two proper 

sponsors, and only really one of them is a result of a proper marketing campaign . 

4. Why/ why not? 

Not sure? It is difficult getting things done when it's everyone's 2nd priority (because we're all 

volunteers) . That's where you come in! I presume/ hope? 

There are enough of us within the EWB community that we've got a good handle on a variety of 

different companies. I suppose at the moment we just take turns in asking our firms for a bit of 

support here and there. EWB is advertised through IPENZ newsletters now and again, and we have 

our own newsletters, but we never have specifically advertised for funding, or for financial support 

through open advertising. As far as I know, that's kind of done through private conversations with 

our managers. 

5. Market ing Strategy 

I'd say mainly reactive. For example, Northrop showed a bit of interest at the UC careers fair, so we 

sent them a follow up email. It should definitely be more proact ive (I t hink you might have got your 

definitions a bit mixed up, but I know what you mean), where we should confidently approach a 

company, without wa it ing for someone to show some interest. 

EWB is such a brilliant idea with so much potential as an organisation; we should definitely be 

selling it to people with great confidence and enthusiasm, instead of whimpering around our 
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managers. But it 's a chicken and egg sit uat ion at t he moment, because nobody has the time or 

money to waltz into a company willy-nilly. 

15.Appendix 4: Stakeholder Breakdown 

15.1. Stakeholder Relationship Breakdown 
EWBNZ has many stakeholders all of which have distinctive views of the organisation based on their 

experiences and functions. This section identifies the key stakeholder for EWBNZ and describes the 

relationship which they have. The following gives a generalized overview of the relationships found 

between EWBNZ and their stakeholders. This section is looking to find how EWBNZ is viewed from 

other perspectives and how it views itself. This information has been found through a desktop study, 

a workshop and interviews 

Figure 6: EWBNZ Key Stakeholders 

Corporate 
partners and 

Universities 
~ and Schools 

Government 
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15.2. Communities 
EWBNZ seeks to support communities in need to help develop fundamental needs such as 

sustainable energy and reliable access to clean water. EWBNZ also recognises that creating and 

supporting developments of the communities in need is not necessarily a solution to the real 

problems faced by these communities. The community stakeholder can be broken down into two 

sub-groups, including (20): 

• Developing communities 

• Community organisations 

It is important to distinguish between these two groups as they both have significantly different 

roles and perspectives in relation to EWBNZ 

15.2.1. Developing Communities 

Developing communities are societies that are seeking to advance the quality of life of its members, 

but often do not have the skills, resources or knowledge to progress. Addressing the barriers to 

development at the same time as empowering the communities to focus on positive, sustainable 

change is one of the fundamental goals of EWBNZ. 

Developing Communities Value to EWBNZ 
EWBNZ is dependent on these communities to voice their problems which enable it to continue to 

function as an organisation. They provide the means through which the members of EWBNZ can use 

their skills and knowledge to help others in need, generating satisfaction to the organisation, its 

members and other stakeholders. Successful completion of projects for the communities directly 

reflects how EWBNZ is viewed externally in a positive light as a not-for-profit organisation, improving 

and developing the brand, image and culture around EWBNZ and volunteering. 

These communities also educate, not only in terms of the problems that they have to manage on a 

day to day basis, but that there are places that do not have reliable access to basic needs that in a 

developed world is taken for granted. It gives a different perspective of the well-being of others. 

On a development level these communities provide the manpower and local knowledge for project 

initiation and ongoing maintenance. 

EWBNZ's Value to Developing Communities 
It is important for a community to feel like it has been vital to the success of the project, otherwise it 

is not empowering, such as the famous quote, "Give a man a fish and feed him for a day, teach a 

man to fish and feed him for a lifetime." Showing the community that it is possible to improve and 

working together to do so is greatly more rewarding for all parties. 

EWBNZ offers education to communities about sustainable living through engineering solutions and 

provid ing knowledge which was previously unavailable to them. 
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EWBNZ desire t o help in t he development of t he communities is invaluable as this is a major driver 

for the EWBNZ as an organisation . This is because of the volunteers and others involved, it provides 

a measure of satisfaction knowing they have improved another community's well-being. 

Professional expertise and knowledge are not available to all groups of people and EWBNZ seek to 

transfer this knowledge and use it for the good of others . 

15.2.2. Community Organisations 

Community organisations include those within the community that EWBNZ can partner with, such as 

schools, local businesses, councils and other community oriented establishments. These can be 

within or external to developing communities. 

Community Organisations Value to EWBNZ 
Community organisations are primary links to the communities themselves and serve as a conduit to 

projects and their funding. It's due to this reason it is important to establish and maintain good 

relations within the community. It is these organisations that approach EWBNZ, and through with 

EWBZN seeks to maintain its purpose of connecting, educating and empowering people through 

humanitarian engineering. 

Community organisations provide the communication links to EWBNZ. 

EWBNZ's Value to Community Organisations 
There are several areas where EWBNZ can add value to community organisation. Arguably the most 

important is education as this communicates awareness of solutions to problems, potential 

problems that are currently not thought of as a problem area . Following on from this, it allows the 

communities to make steps for implementing the solutions themselves promoting empowerment 

and change through development opportunities. 

15.3. EWBNZ 
EWBNZ is made up of volunteers and members who are all stakeholders, each influencing and 

influenced by EWBNZ in different ways. The reasons for volunteering or becoming a member of 

EWBNZ will vary on an individual basis, however typically this is associated with: 

• Social or cultural 
• Wanting to help others 

• Networking 

• For fun 
• Opportunity 

There are several sub-groups within EWBNZ including the student and professional bodies. The 

student sector seeks to promote the organisation through the universities and schools. They provide 

education on what functions EWBNZ performs and problems that are out there, and promoting a call 

to action on these problems. Many students volunteer and work in New Zealand and international 

locations and have completed projects for EWBNZ. 
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The professional body focuses more on t he management of the organisation. Running and 

coordinating events, liaison between EWBNZ and the corporate sponsors. 

Members and Vo l unteers va l ue to EWBNZ 
Volunteers are vital for the running of EWBNZ, there are currently no paid staff and all 'jobs' from HR 

to project management through to the technical expertise is conducted with no charge. As there is 

no pay and most benefits from the projects are the communities in need, an atmosphere and culture 

builds in the organisation which leads to an enriched civic environment with people helping people. 

It is important to note that there are specialist roles within EWBNZ, each facilitating a management 

requirement as in any organisation. 

Members differ in the way that they have less of an active input into the running or actual volunteer 

work of EWBNZ however, they are important as they put money into membership and attend events 

run by EWBNZ. Members associate in different circles which helps EWBNZ through (21) : 

• Promoting EWBNZ through the workplace 

• Involvement in event sites 

• Networking 

• Questionnaires 
• Answering technical queries about the projects 

EWBNZ value to Members and Volun t eers 
EWBNZ provides a means by which professionals and non-professionals are able to apply their 

knowledge to help communities improve their life through sustainable development. Other areas 

which are of value to members and volunteers are: 

• Networking 

• Satisfaction through helping others 
• Information and entry into EWBNZ events such as the design challenge or speaker evenings 

• Education on engineering techniques and technology 

• Connection to EWBNZ and its resources 

15.4. Corporate Partners and Sponsors 
Corporate partners and sponsors play an important role in supporting EWBNZ, particularly through 

financial support. Many volunteer members of EWBNZ come from t he same institutions that are 

providing support to which creates a positive image of EWBNZ within the corporate community. The 

va lue t hat sponsors provide is slight ly different to corporate pa rtners, alt hough i t ill inherent ly t he 

same in nature. 
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Corporate partners provide to EWBNZ the assurance that they will provide support for several years 

and therefore are of high importance to the organisation. The support is directed at project planning 

and implementation, although it also provides stability. Often professional volunteers work for the 

corporate partner of EWBNZ. 

Sponsors also provide the same sort of backing to EWBNZ however; this is to fund events in return 

for advertising, for example, such as AECOM sponsored the Auckland University Projects Day in 

February 2013. 

Corporate Partners and Sponsors Va lue to EWBNZ 
Corporate partners are vital to EWBNZ in that they provide funding and often people to keep the 

organisation running. Corporate partners provide ongoing support allowing the continuation of the 

EWBNZ's primary function - developing sustainable communities . Without the continuing support 

of these organisations EWBNZ would not be able to function properly as a not-for-profit 

organisation. 

Corporate partners have granted EWBNZ access to their meeting rooms for speaker evenings and 

functions after work hours as EWBNZ does not have a suitable location of its own. 

EWBNZ's Value to Corporate Partners and Sponsors 
In today's society, there is a movement towards corporate social responsibility (CSR) as this is seen 

as a value in contributing to societal goals (22). It is a business's contribution to society of 

sustainable development, a giving back to the community which is external to the direct profits of 

the company. But it also benefits the donor business in various ways . 

• Brand differentiation and exposure 
As a company works to improve its image, linking up with an NGO will help to generate a positive 

perception. More specific to EWBNZ, due to the aim of sustainable development, this is a green 

appearance which is particularly important in New Zealand. Gaining advantage to get ahead of the 

competition in business is extremely important and having exposure to community projects and 

separating the brand in the mind of the consumer is a mechanism to do this through a unique selling 

proposition based on value. 

• Risk management 
Long term involvement with CSR will ultimately act as damage control in an incident such as an 

environmental accident (23) or drawing attention away from regulators, courts, governments and 

media. (24) 

• Advertising and access to target market 
Sponsors directly benefit from advertising in the event they are sponsoring, the name and logo is 

plastered on the invites and programs giving exposure. This is extremely beneficial as the events are 
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a targeted form of direct marketing. For example the Projects Day that AECOM sponsored is full of 

engineers and is a hunting ground packed with the up and coming engineers giving AECOM an 

advantage in graduate recruitment. 

On an individual level EWBNZ can give access to networking as well as international volunteering 

opportunities through the projects that they are sponsoring. EWBNZ also hold regular events and 

have various speakers which sponsors and partners have access to. 

15.5. Universities and Schools 
EWBNZ has several programs specifically for Schools and universities which are part of the learning 

and change initiatives. These seek to promote awareness of EWBNZ, and its functions, in the school 

and university environments in a fun and interactive way. The main idea, especially in the schools, is 

to show that problems exist elsewhere and that we can help. Having the school host EWBN Z also 

spreads the ideas and values to the parents of the school. 

At a university level, steps towards a solution to identified problems are taken, such as the university 

design challenge . For example; the Ngai Tahu concept designs of a self-sufficient, sustainable and 

innovative micro-community was undertaken in 2012. 

The main benefit in schools is education. At a university level a higher level approach is taken by a 

call to action for people to help with EWBNZ's mission. Speaker evenings and events such as the 

2013 Englefield duck race are also run to encourage people to join as well as support insightful 

interaction with the organisation. In return EWBNZ can provide these institutions with opportunities 

to help in sustainable development. 

15.6. Government 
EWBNZ can gain provisions through government agencies such as MFAT, NZAid, OCVS and NZQA. 

This can include: 

• Network access and contacts 

• Potential projects and information 

• Funding 

• Can provide legal advice on international issues where required 

• Consultation 

15.7. Donors 
Donors like to see that the money that they are freely giving is being put to good use. They want it to 

make a difference to feel like they have contributed in some way. These are be people who are 

unable to invest their time or don't feel they have the necessary skills and want to support EWBNZ in 

sustainable development. To keep donors donating and to attract new donors, there needs to be 

transparency when viewed within and externally to the organisation. Getting the right information 

out to t he right stakeholders at the right time needs to be investigated as this will promote an 

effective marketing strategy. Transparency can be generated through media outlets such as 

newsletters, media releases and project updates with eas ily access ible in fo rmation on how th e 

organisation is functioning. 
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16.Appendix 5: Stakeholder Map 
Stakeholder Map 
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Figure 7: Full Map of Stakeholders 
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17.Appendix 6: Proactive and Reactive Marketing 

17.1 . Reactive marketing and EWBNZ 

Universities and 
Schools 

Donors/ General 
public 

Reactive marketing is responsive to a stimulus or a requirement from EWBNZ. These requirements 

are based on a need by the organisation. For example; it is important to know when or how to 

approach an organisation for sponsorship. The need for sponsorship arises for a particular event, 

companies are approached; it is a current and real time strategy. A recent example of this is the 

EWBNZ toy duck design and race held at Canterbury University (25) . 

The duck race event idea was fashioned, this created a need to: 

• Communicate the idea for entries 

• Market the idea for recognition and attendance 

• Find a sponsor for the event for funding. 

It is possible to see how this follows from the event creation . This is important as it fills the need 

from which EWBNZ as well as the sponsor gains recognition, strengt hening brand recognition for 

both parties. Although reactive marketing can be complex it is often straightforward and directly 

addresses the challenges faced. 
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Proactive marketing and EWBNZ 

Proactive marketing is the promotion of goods, services and information at a time and place where 

customers are present (26). This can be taken to mean focusing on a particular audience at a known 

time and place through a specific means and in modern times is often done through social media but 

also encompasses media releases and targeted marketing. This involves forward planning and takes 

into account of the future needs of the organisation . For EWBNZ it means projecting what 

information the stakeholders will want before they want it, or what the organisation desires in the 

future. 

For example; sponsors, donors and partners want to know that the resources they are contributing 

are being used in an effective and real context that is providing positive change. Tom Logan's 

response to the question 'would you like to see EWBNZ do anything differently?' 

"I would like to see the best taken from what we are undertaking, we do a lot, but not much of it is 

actually seen. This leads to misinterpretation and underrepresentation (25)." 

18. Appendix 7: Strategic Constraints 
18.1 . Engineers and Marketing 

EWBNZ tends to attract engineers for reasons relating to the organisations function and name. 

EWBNZ promotes sustainable change through engineering solutions and thus attracts engineers who 

wish to do just this. As a result, marketing tends to get overlooked. "Marketing says they never get 

anything useful from engineering. Engineering says marketing ignores t heir contribution" (27) and in 

EWBNZ this is very evident with the low amount of produced marketing material (28) (8). 

Due to this negative perception of marketing with engineers there are areas which need to be 

looked at to ensure a successful marketing strategy. 

18.1 .1. Marketing for Engineers 
Engineers love jargon. Jargon describes technical details in a precise way which is very important to 

engineers {29). The problem with jargon is normal people who are not involved in the industry do 

not understand it or are confused by what it means. If an article does not make sense to a reader as 

they are not familiar with the terminology, then they are unlikely to continue reading or remember 

the content. 

18.2. Buy-in 
Getting the EWBNZ members to buy-in to marketing is extremely important for the success of the 

marketing strategy. If the members are not convinced that marketing is not worth their time and it is 

not important for EWBNZ then it is unlikely they will use the provided material and the strategy will 

fail. 
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Buy-in to marketing For EWBNZ for the engineers' means that the members of EWBNZ fully 

understand the importance of marketing and how it affects the organisation . Early identification of 

this and removal of any doubts will ensure strategy success 

18.3. Lack of Marketing Knowledge 
Engineers have trained to focus on the solutions to technical problems. Engineers can be good 

marketers but, only if they evolve from a purely product-oriented technical mind-set into a market

oriented business mindset (30). Acknowledgement of this issue and developing a means to minimize 

the impact of this issue is essential to the strategy. 

Volunteers Limited on Volunteer Time 
Income generating positions are seen as more important than volunteer work as they sustain the 

quality of living that volunteering is unable to provide. This is undoubtedly true and as a result 

EWBNZ work is second importance. This fact, combined with engineers' low perception of 

marketing, (explained in buy-in) puts marketing practices relatively low on the priority list causing 

marketing to become overlooked. 

18.4. Spread of EWBNZ Community 
EWBNZ community is spread over New Zealand and does not have a center of operations . Rather, 

there are three main areas where EWBNZ is active which include Auckland, Wellington and 

Christchurch. Being based in a variety of locations creates logistical issues, especially for internal 

events, meetings and communications. 

Table 8: Strategic Constraints 

Engineers and marketing inquiry area Solution 
Buy-in from engineers -Show the necessity of having professional quality 

marketing standards 
Lack of marketing knowledge -Providing inductions to marketing techniques 

-Provide marketing and communications pack 
-Marketing is made as simple as possible while 
encompassing all EWBNZ values and mission 
requirements 

Volunteers are limited on volunteer time available -Ensuring marketing process is as efficient as possible 
-Pre-preparing and standardizing outbound process 
-Preparing guides and examples for ease of use. 

Spread of EWBNZ community -Ensuring all required marketing information is easily 
accessible, no matter the location 

Multiple chapters -All chapters have the same marketing requirements to 
avoid confusion and complexity 

Engineers and marketing -Ensuring jargon free approach 
-Focus is in the problem and solutions, not the detail. 
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19.Appendix 8 SOSTAC in depth 

19.1. SOSTAC planning model 
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19.2. Marketing Strategy Framework 
A Marketing strategy has been created using the SOSTAC model (31). This is designed to be a simple 

and comprehensive tool to develop an initial marketing plan. 

Figure 9: SOSTAC Model Defined (32) 

19.2.1. Situation Analysis 
Current methods of marketing for EWBNZ: 

• EWBNZ webpage _ www.ewb.org.nz 

• Corporate relationship 

• Partners 

• Facebook pages including 

o Engineers Without Borders (EWB) Canterbury 

o EWBNZ Auckland Students Chapter 

o EWBNZ Auckland Professionals Chapter 

o EWBNZ - Live Below the Line - AUCKLAND 

o Engineers Without Borders New Zealand 

o EWB Canterbury-Students 

o EWB Canterbury-Professionals 

• Mailing list using Mailchimp 

• Word of mouth 

• Posters 

Current strategy for reaching the audience is mostly reactive marketing. This is due to marketing 

being seen as t he requi rement to provide informat ion on t he current actions of EWBNZ. The 

channels that information is distributed is has not been considered for effectiveness or outreach. For 

example, there are seven Facebook pages, which lead to misplaced and lost information. 
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19.2.2 . Obiectives 
The objectives of t he marketing framework are outlined below. These objectives lead to brand 

development, which is a core feature following from the marketing framework. 

Promotion of 
organisational 
function ••••••• Image 

develo. ment •. 

;;;~::.:,·.····. ••••• • •• Attracting · 
partners and 
sponsors • 

•••••• • Improve marketing • 
efficiency • •••••• 

Figure 10: Marketing Objectives 

••••• 

19.2.3. Strategy and Objective Goals 

Goals to be met by EWBNZ through the marketing strategy: 

Working with communities: 

• Has 20 articles published every year 

• Has 4 media releases published every year 

Individual chapters: 

• 6 articles published every year 

• 1 media release published each year 

Learning and change 

• All events published every year 

• 5 media releases published every year 

• 10 articles published every year 
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19.2.4. Strategy 
The marketing strategy follows from objectives. The objectives are our goals and show the areas that 

need to be addressed and the strategy shows what will be needed to do to achieve this. 

The strategy will follow the promotional mix (33). The promotional mix focuses on how to reach a 

target market and what tools to use. It is a coordination of activities that is performed to directly 

interact with the stakeholders . The promotional mix's goal is to inform, persuade and remind your 

customer about your product or service (34) 

19.2.4.1 . Promotional mix 
• Advertising: 

Advertising is the presentation and promotion of ideas, goods, events, or services. This is to convey 

what EWBNZ is offering to our target markets and is often events or speaker evenings, although 

there is potential for EWBNZ to begin selling merchandise as a means of income and promotion. 

• Personal Selling: 

A process of helping and persuading one or more prospects to buy into a good, service or to act on 

any idea through the use of an oral presentation. For EWBNZ this is mostly through the selling of 

ideas through speaker evenings and the community programs. 

• Sales Promotion: 

Media and non-media marketing communication are employed for a pre-determined, limited time 

to increase consumer demand and stimulate market demand. Sales Promotion is a specialised pitch 

designed t o att ract members. This is often held at universit ies on club days to attract interested 

parties. 

• Public Relations: 

Public relations are mass media based and typically involve specifically plant ing informat ion into t he 

media, which promotes the activities of the organisation. This is to generate interest as broadly as 

possible about the success of the organisation . "The new goal is to have content, which drives 

community engagement, creates conversations and eventually delivers non-financial and financial 

results." (35) -Dacey Nicoletti. 

• Direct Marketing: 

Channel-agnostic form of advertising that allows businesses and non-profits to communicate straight 

to the customer (33). Typically involves emailing to members lists and information posted on the 

websites . This also includes messages to sponsors and partners as it is delivered through a set 

channel. 
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Corporate image is very important to Not-for-profit organisations as this is often where most of the 

organisation's value to stakeholders lies. This is especially true for partners and sponsors as a 

positive image is like to facilitate more of these relationships. 

19.2.5. Tact ics 
Tactics are an extension of the strategy, taking the objectives one step further. It develops the areas 

which have been identified in the strategy section under the promotional mix and breaks it down 

into smaller sub-sections. This simplifies even further the objectives of the overall strategy. 

• Where are we going to target7 

• Direct Marketing 

• Social Media 

• Multimedia 

• Universities 

• Engineering societies 

• How will the templates be 
distributed internally? 

• Who will edit and supervise out 
going communications. 

• Quality control documentation 

Figure 11: EWBNZ Marketing Mix 

Place of 
marketing 

activities will 
focus on: 

Processes 
included in 
t he design 

are: 

Price of 
activities is 

measured by: 

Promotion 
will be 

through: 

• The value of the ideas and services 
worth to those we supply them to. 

• The value to those who sponsor and 
partner with us. 

• Website hits 

• Membership uptake 

Specialised development of 
templates and guides 

• Public Relations development 

• Media communications, e.g. 
news papers, social media . 
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19.2.6. Actions 
This section provides actions to follow to implement the strategy and tactics to achieve the 

objectives as state above. 

Table 9: Action Plan for EWBNZ Strategy and Tactics 

Action Difficulties Solutions 

Improve media -Engineers typically use jargon language 
communications -Making simple guides that easily show 
for EWBNZ by the details of complex projects. 
development of -Presenting information wanted by 
templates different stakeholders in as few outlets as 

possible. 
-Buy-in and use of templates by members 

Best practice for -Determining the best methods of 
EWBNZ to communications for different stakeholders 
Stakeholder -Altering guides if stakeholder views or 
communications position change. 
for EWBNZ -Member Buy-in and use of guide 
personnel 
(Guide) 

EWBNZ to 
Partner and 
sponsor 
templates and 
guides 

Mass media 
outlet 
templates and 
guides, 
(newspaper, 
online media) 

Project 
initiation and 
update 
templates 

Adaptable 
message 

-Determining the key message to be sent, 
as it will be different for each new use 
-Creating it flexible enough as so each use 
is different and not appearing copied 
-Member Buy-in and use of guide 
-The product is of a quality that it can be 
used in partner or sponsor media 
publications or newsletters. 

-High use of jargon in engineering 
language 
-The release being of high quality 
-Audience appropriate 
-The news is current and relevant 
-The story is wanted by the public 
-Member Buy-in and use of guide 

-Keeping stakeholders in the loop about 
project plans and organisational activities 
-Showing transparency in EWBNZ 
(answering "Where does the money go?") 
-Member Buy-in and use of guide 

-Design of guides and templates 
-Member Buy-in and use of guide 

-Development of guides will include 
input form experienced engineers 
-Include examples of what to 
include to reduce jargon and 
improve readability 
-Prove effectiveness and time
saving of this process 

-Stakeholder breakdown and 
mapping analysis to determine 
most appropriate stakeholders 
-Communicating with stakeholders 
to find what our value is to them 
-Developing a review of the guides 
to keep them up to date. 

-The knowledge of what the partner 
or sponsor wants or would like to 
hear. 
-Creating the descriptive elements 
in a way that promotes 
differentiation 
-Ensuring a high standard is met 
through quality control 

- Ensuring a high standard is met 
through quality control. 
-The delivery is prompt, as soon as 
knowledge is available it is being 
utilised 
-Knowledge of world issues taken 
into account 

-Use of this will promote interest in 
activities 
-This shows the proper application 
of activities. 

-An adaptable message for future 
use if new guides are needed or old 
ones require updating 

Also to allow continual marketing measures, EWBNZ should aim to have at least one newsletter 

every two months about the activities of EWBNZ. 
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19.2.7. Control 
The control section looks at how SOSTAC is preforming and is a review stage. A look at the identified 

objectives and if these are being met will show if any alterations need to be made to the strategy 

and tactics that were identified or if the templates and guides are usable by EWBNZ members. 

The control phase involves two processes: 

• Overall control of the strategy to 
ensure that the objectives of the 
strategy are achievable and being 
met by the tactics and actions 
explained. 

• Review and feedback by executive 
EWBNZ personnel is requ ired to 
ensure the objectives are 
satisfactory for the organisation's 

needs. 

Figure 12: EWBNZ Marketing Control Process 

• Review of the produced 
documentation is required to ensure 
high stnadard of quality 

• Trials of the guides and templates by 
EWBNZ personnel to gather 
feedback on improvment areas 

20. Appendix 9: Importance of Brand 
20.1. Proiects: Outreach 

Outreach is an activity of providing services to populations who might not otherwise have access to 

those services (36). 

Three types of outreach include: 

• Domiciliary - Individual homes, highly personal 

• Detached - Public environments targeting individuals 

• Peripatetic - Targeting large groups 

20.2. Brand: What it tells us 
Well-known brands are able to convey messages, promote ideas and generate emotions. An 

emerging paradigm sees the brand as having a broader and more strategic role in an organization's 

core performance, as well as having an internal role in expressing an organization's purpose, 

methods, and values (37). 
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Brand: How this works 
A brand is a psychological construct held in the minds of all those aware of the branded product, 

person, organization, or movement. "A strong brand helps bring greater credibility and trust to a 

project quicker, and acts as a catalyst for people to want to come to the table." - Diane Fusilli ex

director of the Rockefeller Foundation (37) . 

20.4. Brand: Time development 
Creating strong brand and image takes time and effort. Continuous involvement with projects, 

events and the community along with creating an environment where brand development is high 

will promote involvement from larger companies and therefore increase outreach. 

20.5. Brand: Partners and Sponsors 
Other Companies often partner up with other NGO's as these businesses compete to gain advantage 

over the completion in any way possible. Often charity organisations don't have much to offer the 

partner companies apart from the image of associating with a charity. Strong brands in all sectors to 

help organisations acquire financial, human, and social resources, and build key partnerships (37). 

20.6. Brand: Brand Promise and Alignment 
Brand value is created through trust and responsibility. It is therefore vital to align the organisation's 

mission, vision and values with everyday operations and long term development and strategy. The 

brand itself incorporates several features which make it important, these are outlined below 

Figure 13: Brand Lifecycle Development 
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