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Changes to former version: 

3. Financial overview: fundraising expenditure in 2016 lowered by € 31.000 from € 2.163.000 to € 2.132.000, through: 

4.1 Fundraising financials: ‘other fundraising’ in 2016 from € 1.132.000 to € 1.101.000 

 

Proposal: 

8.1 Fair Share Lottery 

The GLT has not been able so far to decide if additional budget could be allocated as an investment in this growth option. Being able to gain ‘first movers advantage’ the 

Dutch Supervisory Board agrees that, if a positive decision for conducting this test is being made and if the GLT decides not to invest, the budget would be reallocated from 

the original budget. 
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STRATEGIC NARRATIVE 
 

 

PART A – CONTEXT 

1. WHERE ARE WE NOW? ASSESSMENT OF EXTERNAL ENVIRONMENT 
 

In The Netherlands there is a general sense of growing in awareness of animal welfare. Not only have animals a steady ‘representation’ in Dutch Parliament from 2006 

onwards. Also politicians, supermarkets, travel agencies and businesses have recognised that people demand more animal friendly products/services/treatments. We 

believe that the AW issues are now becoming more and more mainstream. This is reflected in the results of our three campaigns in 2014 and 2015 which are promising, 

having over 175,000 people signed up. Besides that, with more than 100,000 followers on Facebook we entered the Top10 of all Dutch charities in a list where nine AW 

charities are represented in the Top20. 

 

Dutch economy grows slowly and governmental subsidies for several major NGO’s have been cut by hundreds of millions of euro’s resulting in more competition on the 

fundraising market. The market for World Animal Protection, as part of the category ‘Environment, Conservation and Animal Protection’ (ECAP), is declining from € 438 

million in 2009 to € 356 million in 2013 (latest figures). Total income, including legacies, funds, lotteries and (sports) sponsoring of companies in 2013 was 4.3 billion. 

Lotteries (€ 494 mln, of which € 303 mln by strongest grower National Postcode Lottery) have grown 35% in the past ten years and give above average to ‘International 

Aid’ (€ 115 mln) and ECAP (€ 91 mln). Until last year donors trust has declined, but so far this hasn’t resulted in a market fall. There is one exception: regular giving is 

being replaced by incidental giving (with the exception of health funds). Especially through (sports) events, crowdfunding and legacies, of which the latter has been 

growing strong since 1995, representing 12% of the income in ECAP. 25% of donors give to Animal Protection, where the annual gift amounts is the smallest (€ 21). The 

percentage of people that stopped giving, equals that of people that started giving to Animal Protection. Through all the categories, companies give the smallest part of 

donations to ECAP.1 

 

Recognising that the market is saturated and has become highly competitive we believe that there is still room for growth. The animal welfare segment itself appears to 

be developing into a niche with considerable growth potential, by and large due to changing societal views of the very concept of animal welfare; i.e. a move from the 

margin to mainstream acceptance. It is also a niche where quick wins can be made to motivate supporters to embrace the concept as a priority area. As long as we will be 

able to invest in the brand and innovate our ways of working we believe we can engage a good number of people with our new position as the ‘go to’ organization that 

has the most impact on the quality life of animals globally. The Dutch tend to have a set of NGO’s that they support (as opposed to one), where they support the 

champions of their different priority segments, so as to have a balance portfolio (i.e. WNF for conservation, Amnesty for rights, Unicef for children’s issues, etc.). Our 

                                                           
1 (Source: ‘Geven in Nederland 2015’ by VU University) 
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ambition would be to champion the (newly forming) animal welfare segment and to stimulate the development of this segment as a priority segment held in similar 

esteem as the mainstream set. 

 

 

 

2. WHERE ARE WE NOW? CURRENT PERFORMANCE 
 

We must show that animals are sentient beings, who have a right to good lives. People are responsible for this and we support them to help animals. 

 

We would consider these to be our key messages for the upcoming five years to strengthen our brand position. And there is a lot of work ahead of us to reach this 

ambition. 

 

World Animal Protection Netherlands is suffering from the lowest brand awareness in the ECAP category, with 15% scoring worse than (other) B-brands such as 

‘Dierenlot’ and  ‘Waddenvereniging’. The rebrand and the severe decline in comms investments into the Dutch market (from 300K in 2012 to 130K in 2015) have made it 

even more challenging to reach the hearts and minds of a critical part of the public. We need to be smart and creative by only targeting relevant, selective audiences, the 

further integration of comms, fundraising and programme activities with a strong digital focus. And by marketing catchy and striking campaigns such as the 3D elephant 

and fokoff.nl. In 2016 we plan to roll-out our ‘go-to’ policy that is being developed, aiming to define what our market position should be in 2020, including key messages, 

and to which core values our relevant audiences should score World Animal Protection distinctive from competitors. We strongly believe we have the potential to grow 

the brand, aiming to an awareness of at least 45% in 2020 within the relevant audiences. A recent survey amongst our loyal donors show that we could grow our 

reputation amongst a wider audience, that could potentially see us as what we internally refer to as what authority Amnesty is for humans, should WAP be for animals’. 

 

Our donor base has shrunk to 86,000 people in the past years and in 2015 we have planned to stop this trend. By investing in donor insights we plan to adjust our 

propositions to a breakdown of two up to four segments. The current model is based on the conventional ‘trust me/tell me’ philosophy that still works for a great, but a 

shrinking part of donors. We believe we can create more modern and repeating, confirmative propositions in which we can show the impact of our work to supporters 

and grow their involvement. Part of the donor insights exercise is the goal of growing donor values. We will inquire membership propositions, species/animal specific 

journeys, potential participation of supporters in lotteries and other benefits (such as loyalty programmes), provided that this also strengthens our brand. Retention 

should improve not only by being more relevant in our communications, but also by the frequently gathering of data that enriches our donor profiles. 

 

In 2020 we aim to expand our acquisition channels to four substantial sources of income, of which one is not based on individual giving. We currently rely too much on 

lead conversion and alternative ways of fundraising haven’t been explored well enough. We will need to take some financial risks but we recognise that by doing nothing 

innovative we will further reach a turnaround to decline. We are confident that we will find new ways to give the growth of our organization a second major boost in the 

upcoming years. 
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With the upcoming EU campaigns on Wildlife, Broilers and maybe Sea Change, the continuation of appealing programmes, eg. bears or such as DPM/Dog’s Life and with 

the introduction of a structural Rapid Response program (including national possibilities) we believe that there is a great opportunity to create emotive footage and 

content. Given the organizations growing commitment to fundraising, including adjustments to de brand guidelines and the building of cases for support, we should 

consider this feasible. 

 

Our national programme activities will mainly consist on filling in substantial, partly leading roles in EU campaigns mentioned above. Our current activities on Dairy and 

Lobby & Advocacy will continue at the same level for the upcoming years -moreover, we will highlight these more towards our stakeholders- as they are necessary for 

our local profile and credibility. In public communications we will intensify engagement by linking ones behaviour directly to animal welfare and the possibility to act. 

 

With the ambitions to grow in both reputation and income, the need for a Dutch fundraising mark (e.g. CBF keurmerk) also grows. New developments are being 

monitored and, as soon as the opportunity arises, we will enter the process of being certified. At the same time we will progress with the International Finance and 

Performance department to create more transparency and accountability of the spending of Dutch money raised. 
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PART B – 2016-18 PLAN 

 

3. FINANCIAL OVERVIEW  
 

 

 

 
Please explain high level trends in the context of your strategy. Detail will be addressed in the following sections so please keep this to headlines 

2014 2015 2016 2017 2018 3 YR 4 YR

LOCAL CURRENCY ACTUAL Q2 FCST %mvt PLAN %mvt PLAN %mvt PLAN %mvt CAGR CAGR

Regular Giving 4.805 5.014 5.100 5.250 5.400 2,5% 3,0%

Other Fundraising Income 2.006 1.388 1.115 1.255 1.425 0,9% (8,2%)

Non Fundraising Income 3 4 ##### #####

IncomeIncomeIncomeIncome 6.8146.8146.8146.814 6.4066.4066.4066.406 (6,0%)(6,0%)(6,0%)(6,0%) 6.2156.2156.2156.215 (3,0%)(3,0%)(3,0%)(3,0%) 6.5056.5056.5056.505 4,7%4,7%4,7%4,7% 6.8256.8256.8256.825 4,9%4,9%4,9%4,9% 2,1%2,1%2,1%2,1% 0,0%0,0%0,0%0,0%

RG as % Total 70,5% 78,3% 82,1% 80,7% 79,1%

Fundraising Expenditure 1.858 2.122 14,2% 2.132 0,5% 2.238 5,0% 2.304 3,0% 2,8% 5,5%

Net IncomeNet IncomeNet IncomeNet Income 4.9564.9564.9564.956 4.2844.2844.2844.284 (13,6%)(13,6%)(13,6%)(13,6%) 4.0834.0834.0834.083 (4,7%)(4,7%)(4,7%)(4,7%) 4.2674.2674.2674.267 4,5%4,5%4,5%4,5% 4.5214.5214.5214.521 5,9%5,9%5,9%5,9% 1,8%1,8%1,8%1,8% (2,3%)(2,3%)(2,3%)(2,3%)

FR Ratio 3,67 3,02 2,92 2,91 2,96

Programmes 192 180 (5,8%) 160 (11,3%) 166 4,0% 169 1,8% (2,1%) (3,0%)

% spent on Programmes 6,7% 6,1% 5,3% 5,2% 5,2%

Communications 285 201 (29,6%) 252 25,5% 262 4,0% 267 1,8% 9,9% (1,7%)

Resources 387 356 (8,2%) 382 7,3% 397 4,0% 404 1,8% 4,3% 1,1%

Governance 150 116 (22,6%) 119 2,5% 124 4,0% 126 1,8% 2,8% (4,3%)

Total Non Programme Spend 822 673 (18,2%) 753 11,9% 783 4,0% 797 1,8% 5,8% (0,8%)

Total Expenditure (Non-FR)Total Expenditure (Non-FR)Total Expenditure (Non-FR)Total Expenditure (Non-FR) 1.0141.0141.0141.014 853853853853 (15,9%)(15,9%)(15,9%)(15,9%) 913913913913 7,0%7,0%7,0%7,0% 949949949949 4,0%4,0%4,0%4,0% 966966966966 1,8%1,8%1,8%1,8% 4,2%4,2%4,2%4,2% (1,2%)(1,2%)(1,2%)(1,2%)

Unrealised gains / (losses) (3) (3)

NET SURPLUS/(DEFICIT)NET SURPLUS/(DEFICIT)NET SURPLUS/(DEFICIT)NET SURPLUS/(DEFICIT) 3.9393.9393.9393.939 3.4283.4283.4283.428 (13,0%)(13,0%)(13,0%)(13,0%) 3.1703.1703.1703.170 (7,5%)(7,5%)(7,5%)(7,5%) 3.3183.3183.3183.318 4,7%4,7%4,7%4,7% 3.5553.5553.5553.555 7,1%7,1%7,1%7,1% 1,2%1,2%1,2%1,2% (2,5%)(2,5%)(2,5%)(2,5%)
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4. FUNDRAISING  
An overview of your key fundraising strategy  

See Part A: Context, described above 

 

4.1. FUNDRAISING FINANCIALS  
 

 
 

  

2011 2012 2013 2014 2015 2016 2017 2018 3 YR 4 YR

LOCAL CURRENCYLOCAL CURRENCYLOCAL CURRENCYLOCAL CURRENCY ACTUAL ACTUAL %mvt ACTUAL %mvt ACTUAL %mvt Q2 FCST %mvt PLAN %mvt PLAN %mvt PLAN %mvt CAGR CAGR

Regular Giving 5.194 5.323 2,5% 4.972 (6,6%) 4.805 (3,4%) 5.014 4,4% 5.100 1,7% 5.250 2,9% 5.400 2,9% 2,5% 3,0%

Cash Giving 689 395 (42,6%) 596 50,7% 470 (21,1%) 569 20,9% 600 5,5% 700 16,7% 800 14,3% 12,0% 14,2%

Individual Giving 5.882 5.718 (2,8%) 5.568 (2,6%) 5.275 (5,3%) 5.583 5,8% 5.700 2,1% 5.950 4,4% 6.200 4,2% 3,6% 4,1%

Legacies & Bequests 120 1.825 1415,2% 2.046 12,1% 1.536 (24,9%) 820 (46,6%) 500 (39,0%) 525 5,0% 550 4,8% (12,5%) (22,6%)

Partnership Giving 80 22 (72,8%) (100,0%) 15 30 100,0% 75 150,0% n/a n/a

Other Fundraising n/a n/a

Fundraising Income 6.003 7.624 27,0% 7.635 0,2% 6.811 (10,8%) 6.402 (6,0%) 6.215 (2,9%) 6.505 4,7% 6.825 4,9% 2,2% 0,1%

Other Income 4 (100,0%) 13 3 (77,5%) 4 33,6% (100,0%) ##### #####

Gross IncomeGross IncomeGross IncomeGross Income 6.0076.0076.0076.007 7.6247.6247.6247.624 26,9%26,9%26,9%26,9% 7.6487.6487.6487.648 0,3%0,3%0,3%0,3% 6.8146.8146.8146.814 (10,9%)(10,9%)(10,9%)(10,9%) 6.4066.4066.4066.406 (6,0%)(6,0%)(6,0%)(6,0%) 6.2156.2156.2156.215 (3,0%)(3,0%)(3,0%)(3,0%) 6.5056.5056.5056.505 4,7%4,7%4,7%4,7% 6.8256.8256.8256.825 4,9%4,9%4,9%4,9% 2,1%2,1%2,1%2,1% 0,0%0,0%0,0%0,0%

% Regular Giving 86,5% 69,8% 65,0% 70,5% 78,3% 82,1% 80,7% 79,1%

Individual Giving 1.253 2.066 64,8% 1.390 (32,7%) 770 (44,6%) 977 26,9% 990 1,4% 1.030 4,0% 1.049 1,8% 2,4% 8,0%

Legacies & Bequests 1 32 2975,8% 4 (87,3%) 5 24,0% 11 114,8% 20 83,0% 21 4,0% 21 1,8% 24,7% 42,8%

Partnership Giving 3 48 1706,7% 8 (83,3%) (100,0%) 20 21 4,0% 21 1,8% n/a n/a

Other Fundraising 748 663 (11,4%) 482 (27,3%) 1.083 124,8% 1.134 4,7% 1.102 (2,9%) 1.166 5,8% 1.213 4,0% 2,3% 2,9%

Other Income n/a n/a

Fundraising ExpenditureFundraising ExpenditureFundraising ExpenditureFundraising Expenditure 2.0052.0052.0052.005 2.8092.8092.8092.809 40,1%40,1%40,1%40,1% 1.8841.8841.8841.884 (32,9%)(32,9%)(32,9%)(32,9%) 1.8581.8581.8581.858 (1,4%)(1,4%)(1,4%)(1,4%) 2.1222.1222.1222.122 14,2%14,2%14,2%14,2% 2.1322.1322.1322.132 0,5%0,5%0,5%0,5% 2.2382.2382.2382.238 5,0%5,0%5,0%5,0% 2.3042.3042.3042.304 3,0%3,0%3,0%3,0% 2,8%2,8%2,8%2,8% 5,5%5,5%5,5%5,5%

Fundraising Ratio 3,0 2,7 4,1 3,7 3,0 2,9 2,9 3,0

Net IncomeNet IncomeNet IncomeNet Income 4.0024.0024.0024.002 4.8154.8154.8154.815 20,3%20,3%20,3%20,3% 5.7645.7645.7645.764 19,7%19,7%19,7%19,7% 4.9564.9564.9564.956 (14,0%)(14,0%)(14,0%)(14,0%) 4.2844.2844.2844.284 (13,6%)(13,6%)(13,6%)(13,6%) 4.0834.0834.0834.083 (4,7%)(4,7%)(4,7%)(4,7%) 4.2674.2674.2674.267 4,5%4,5%4,5%4,5% 4.5214.5214.5214.521 5,9%5,9%5,9%5,9% 1,8%1,8%1,8%1,8% (2,3%)(2,3%)(2,3%)(2,3%)
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4.2. FUNDRAISING INITIATIVES. OBJECTIVES & LINKS TO THE GLOBAL STRATEGY 2020 

 
INDIVIDUAL GIVING 

 

 

Please provide brief overview of the individual giving strategy including why the planned key initiatives over the 3 year period were chosen.  

For each key fundraising initiative area please complete the table below to show what the objectives are and how these tie in with the global strategy 2020 

Initiative   Description GLOBAL Strategic Objective Departmental Objective(s)2 Milestones Owner Due Date 

Insert Initiative name Brief description of this area of 

work 

Define which Global Strategy 

strand(s) this initiative helps 

deliver 

Insert SMART objectives to be 

achieved over the period 

2016-18. Where possible these 

should tie in with the Global 

objectives 

Describe the 

main milestones 

(specific and 

measurable) 

  

Lead conversion Dog for Dogs and Wildlife 

campaign 

Integration of Comms, 

Programmes and Fundraising 

activities, rolling out the 

movement, growing income, 

building awareness 

450,000 leads 

300,000 supporters/fans 

25,000 donors 

  

 Tineke 

Hoogen-

boom 

 

New channels  Possibilities: SMS, DRTV, face to 

face, E-mail journeys, DM, 

inserts 

Diversifying global income 3 or 4 substantial acquisition 

channels, delivering a 

minimum of 1,000 donors 

each 

2015: 1 channel 

(lead 

conversion) 

2016: 2 

2017: 3 

Tineke 

Hoogen-

boom 

 

                                                           
2 Objectives should be SMART (Specific, Measurable, Achievable, Relevant and Timebound). They should be the 1-3 year objectives that will help us achieve the impact targets that were 

described in section 3.  
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Upgrading Convert from campaigns to 

structural programme 

Grow donors commitment to 

WAP as organisation not to a 

campaign, building trust 

towards our organization, 

income growth 

10% growth of upgrading 

income within the financial 

year 

Q1 2016 

programme 

implemented 

Joyce 

Smeltink 

 

Retention, 

Reactivation and cross 

selling 

Matching (welcoming) 

propositions by gaining more 

donor insights, smarter 

selection and monitoring of 

(potential) drop-outs 

Grow donors commitment, 

building trust towards our 

organization 

Create extra income from new 

products and/or services to € 

100,000 in 2018 

Reduce overall retention rate 

by 1% in 2018 compared to 

the 2015 rate 

2016: Donor 

insight research 

conducted, 

segmentation 

and initial new 

services and / or 

products and 

communications 

tested 

2017: roll-out 

Joyce 

Smeltink,  

Tineke 

Hoogen-

boom, 

VACATUR

E 

 

Rapid Response Lead generation and/or direct 

gifts 

Empowering people to 

support our work, grow 

income 

Including at least four national 

and four EU RR’s, of which 

total of four are fundraisable. 

Grow donor base with at least 

1,000 regular givers annually 

and € 100,000 cash by 2018 

2016 testing 

and learning: 

250 monthly 

givers converted 

and 1,000 

donations 

realised 

2017: 500/2,000 

Paul van 

Tongeren, 

Tineke 

Hoogenb

oom, 

Sabine 

Landman 

 

Digital Giving Lead generation and/or direct 

gifts 

Empowering people to 

support our work, grow 

income, rallying our 

movement 

  Sabine 

Landman 
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LEGACIES 

Please provide brief overview of the legacies strategy including why the planned key initiatives over the 3 year period were chosen.  

 

For each key fundraising initiative area please complete the table below to show what the objectives are and how these tie in with the global strategy 2020 

Initiative   Description GLOBAL Strategic Objective Departmental Objective(s)3 Milestones Owner Due Date 

Insert Initiative name Brief description of this area of 

work 

Define which Global Strategy 

strand(s) this initiative helps 

deliver 

Insert SMART objectives to be 

achieved over the period 

2016-18. Where possible these 

should tie in with the Global 

objectives 

Describe the 

main milestones 

(specific and 

measurable) 

  

Acquisition campaign Promoting Legacies outside the 

donor base 

Diversifying global income  10% growth annually of 

notifications 

2016 Strategy 

rolled-out 

2017: first 

results 

2018: 20% more 

notifications 

compared to 

2015 

VACATUR

E 

 

       

 

 

 

                                                           
3 Objectives should be SMART (Specific, Measurable, Achievable, Relevant and Timebound). They should be the 1-3 year objectives that will help us achieve the impact targets that were 

described in section 3.  
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PARTNERSHIP GIVING 

Please provide brief overview of the partnership giving strategy including why the planned key initiatives over the 3 year period were chosen.  

 

For each key fundraising initiative area please complete the table below to show what the objectives are and how these tie in with the global strategy 2020 

Initiative   Description GLOBAL Strategic Objective Departmental Objective(s)1 Milestones Owner Due Date 

Insert Initiative name Brief description of this area of 

work 

Define which Global Strategy 

strand(s) this initiative helps 

deliver 

Insert SMART objectives to be 

achieved over the period 

2016-18. Where possible these 

should tie in with the Global 

objectives 

Describe the 

main milestones 

(specific and 

measurable) 

  

Funds Writing to (European or 

national) funds 

Diversifying income One grant in every year of at 

least € 10,000 

Two funds 

selected in Q1 

2016, learnings 

reported in Q4 

Tineke 

Hoogenb

oom 

 

Businesses Engaging companies and brands Diversifying income Structural income of € 50,000 

annually in 2018 

Scoping in Q2 

2016 (including 

learnings 

Canada and 

other WAP 

offices), 

Strategy ready 

in Q3 and first 

  

                                                           
1 Objectives should be SMART (Specific, Measurable, Achievable, Relevant and Timebound). They should be the 1-3 year objectives that will help us achieve the impact targets that were 

described in section 3. 
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initial prospects 

in Q4 

2017: first grant  

       

 

 

4.3. FUNDRAISING – STAFFING 
Please describe the key drivers for any movements in required staffing levels and how this supports delivery of the strategy, highlighting where roles are cross 

departmental or cross country. 

Please supply details of new roles required in the table below 

 

 

 

 

  

2014 2015 2016 2017 2018

FTE ACTUAL mvt Q2 FCST mvt PLAN mvt PLAN mvt PLAN mvt

Individual Giving - - - - - -

Legacies & Bequests - - 1 1 - 1 - 1 - 1 -

Partnership Giving - - - - - -

Other Fundraising - - 6 6 - 6 - 6 - 6 -

Total FundraisingTotal FundraisingTotal FundraisingTotal Fundraising ---- ---- 7777 7777 7777 ---- 7777 ---- 7777 ---- 7777 ----
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5. PROGRAMMES  
An overview of your key Programme Strategy  

 

5.1. PROGRAMMES FINANCIALS  
 

 

 

  2014 2015   2016   2017   2018    3 YR 4 YR 

LOCAL CURRENCY ACTUAL Q2 FCST %mvt PLAN %mvt PLAN %mvt PLAN %mvt  CAGR CAGR 

Animals in Communities       7   7 4,0% 7 1,8%  n/a n/a 

Animals in Disasters      0  0  0    n/a n/a 

Animals in Farming 3 4 38,7% 57 1513,4% 59 4,0% 60 1,8%  157,5% 120,6% 

Animals in the Wild 35 18 (47,5%) 55 203,3% 58 4,0% 59 1,8%  47,5% 13,9% 

Global Advocacy 154 159 2,9% 41 (74,4%) 42 4,0% 43 1,8%  (35,3%) (27,4%) 

Total ProgrammesTotal ProgrammesTotal ProgrammesTotal Programmes    192192192192    180180180180    (5,8%)(5,8%)(5,8%)(5,8%)    160160160160    (11,3%)(11,3%)(11,3%)(11,3%)    166166166166    4,0%4,0%4,0%4,0%    169169169169    1,8%1,8%1,8%1,8%        (2,1%)(2,1%)(2,1%)(2,1%)    ((((3333,,,,0000%%%%))))    

 
Note 

These figures mainly reflect only staff costs, as there is no ‘Other Programmes’  line to include staff budget. We choose not to follow the format (2014 and 2015) as it would 

be incorrect to enter staff costs under the ‘Global Advocacy’ line. On top of staff costs ‘Global Advocacy’ includes € 14,000 budget for investments in NL and ‘Animals in 

Farming’ includes € 11,000 local Dairy budget. 

 

5.2. PROGRAMMES INITIATIVES. OBJECTIVES & LINKS TO THE GLOBAL STRATEGY 2020 

 
ANIMALS IN COMMUNITIES 

ANIMALS IN DISASTERS 

ANIMALS IN FARMING 

ANIMALS IN THE WILD 

These areas are all covered in EU Strategy Template 
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GLOBAL ADVOCACY 

Please provide brief overview of the Global Advocacy strategy including why the planned key initiatives over the 3 year period were chosen.  

 

Initiative  / Project  Description GLOBAL Strategic Objective Campaign or Departmental 

Objective(s)1 

Milestones Owner Due Date 

Animal Coalition the Animal Coalition is a 

platform of 17 Dutch Animal 

Welfare organisations aimed at 

better legislation, raising the 

profile of animal welfare on the 

political agenda and to increase 

cooperation between members 

and share knowledge and 

expertise. As such, it is an 

important tool to further World 

Animal Protection policy and 

advocacy objectives, raise its 

profile and strengthen 

relationships with policy makers 

and other stakeholders.  

National and international 

policy and practice delivers 

animal welfare 

Building an effective Animal 

Coalition in The Netherlands 

to push for new/stricter 

legislation/policies inter alia 

on issues regarding World 

Animal Protection objectives 

(broilers, dairy, wildlife in 

entertainment, international 

policies) 

The animal 

coalition get 

access to 

minister of 

agriculture on a 

regular basis 

 

The Dutch ‘top 

sector’ policy 

better advances 

animal welfare 

 

Pressure from 

government and 

Parliament will 

help securing 

80% grazing in 

2020. 

Dirk 

Verdonk 

2016 

 

 

 

 

 

 

2017 

 

 

 

 

2020 

CSR Platform Since the focus of World Animal 

Protection has shifted to 

corporates, it is important to 

make the policy environment in 

which companies operate, 

conducive for taking steps on 

National and international 

policy and practice delivers 

animal welfare 

Animal welfare is integrated 

into the CSR Platform lobby 

activities for better 

(international) CSR policies 

Animal welfare 

is part of at 

least one CSR 

sector covenant  

 

Dirk 

Verdonk 

End of 

2016 

 

 

 

Ongoing 

                                                           
1 Objectives should be SMART (Specific, Measurable, Achievable, Relevant and Timebound). They should be the 1-3 year objectives that will help us achieve the impact targets that were 

described in section 3.  
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animal welfare. The work with 

the CSR platform, a group of 

NGO’s, is primarily aimed to do 

so at national level, but has also 

impact on the EU/international 

policy space. 

The Dutch 

government is 

an advocate for 

integrating 

animal welfare 

into 

international 

CSR policies 

(EU/OECD/UN) 

 

5.3. PROGRAMMES – COMMUNICATIONS LINKAGE  
Please summarise the key communications activity planned to support the programmatic activity 

 

5.4. PROGRAMMES – STAFFING 
Please describe the key drivers for any movements in required staffing levels and how this supports delivery of the strategy, highlighting where roles are cross 

departmental or cross country. 

Please supply details of new roles required in the table below 

 

  

2014 2015 2016 2017 2018

FTE ACTUAL Q2 FCST mvt PLAN mvt PLAN mvt PLAN mvt

Animals in Communities - 0 0 0 - 0 -

Animals in Disasters - - - - - - -

Animals in Farming - 1 1 1 - 1 -

Animals in the Wild - 1 1 1 - 1 -

Global Advocacy - 0 0 0 - 0 -

Total ProgrammesTotal ProgrammesTotal ProgrammesTotal Programmes ---- ---- ---- 2222 2222 2222 ---- 2222 ----
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Note: It wasn’t possible to enter exact figures here, as the Excel sheet didn’t allow it. Real figures are: 0.1 Animals in Communities, 0.65 Farming, 0.78 Wild, 0.37 Advocacy, 

Total 1.9 

 

6. COMMUNICATIONS 
 

World Animal Protection Netherlands intends, in line with the global strategy, to become the ‘go to’- organisation for animals in our country. This means that certain, 

specific targeted people such as (potential) supporters, decision makers (civil servants, MP’s, minister), businesses (conduct changers as well as funders) and journalists 

(reporters, bloggers, opinion leaders) recognise World Animal Protection as the leading organisation in our field. The main question to be answered is whether this is a 

feasible ambition, considering local competition (e.g. WWF, Dutch RSPCA, Friends of the Earth (Milieudefensie) and Wakker Dier to name only the most known brands) in 

the Netherlands and the resources available compared to these strongly positioned A brands. The answer should be clear by 2016 and we need help from International 

Comms and/or local experts as we lack strategic competencies in the European Region to tackle this positioning issue. 

 

We are sure that we have and can build on a unique proposition: an international organisation that not only saves animals in disasters, protects dogs from culling, frees 

bears from exploitation, helps people that depend on animals, lobbies animals’ causes at all kinds of levels and, besides ethics and emotions, uses scientific arguments to 

change people’s minds for the wellbeing of animals. 

To reach out to our potential supporters we need major investments in our brand of which the awareness is now -partly because of our new name- only a few percent. 

We are sure we have a vast potential, the thing is that we will need to be very creative in building our public and networks. Together with the fundraisers, we consider 

testing renewed (DRTV) commercials on radio and TV. The result should be a sufficient fundraising ROI combined with good advertising rating points on the selected 

audiences reached. Another way of increasing the brand awareness through integration of our activities across our functional area’s could be by city targeting, which 

inter alia means investing in local publicity like flyers, posters and maybe even local events or door to door talks in selected neighbourhoods. 

 

We know that the Netherlands belongs to the front group of countries regarding animal welfare, globally as well as on the European level. That’s why we think it’s 

important for World Animal Protection as a whole that we will be able to reach our politicians and decision makers even better than we do nowadays. An important 

proviso therefore is a much broader notoriety among the general public.  

World Animal Protection in the Netherlands matters already quite a big deal within the AW niche. We recently successfully campaigned on dogs, elephants and dairy 

cows, take a leading role in several successful animal welfare coalitions and look forward to gain awareness and building profile on Wildlife, Broilers, dogs and Rapid 

Response media opportunities. 

 

Our Communications include targeting dailies, magazines, press agencies, radio and TV (both public and commercial) as well as our supporters by dedicated emails, e-

newsletters, our magazine, (special) appeals and the public in general via social media like Twitter and Facebook and of course our website. Building relations with known 

journalists is a challenge as animal welfare is no established specialism in Dutch journalism. All the more so since other animal welfare organisations are better known. 

We will be further exploring other, new channels (like social media, online advertising) and innovative ways to push our news and engage our (potential) supporters.  
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The submitted comms budget is based on the 2015 budget, rather than on Q2 reforecast as we also mentioned in this forecast that we aim to not to underspend the 

original budget. On top of that we submit a bit extra budget for the brand tracking survey and building the brand, that reflects our ambitions for becoming the ‘go-to’ 

organization as mentioned above. 

 

6.1. COMMUNICATIONS FINANCIALS  
 

 

 
 

 

 

 

 

 

  

2014 2015 2016 2017 2018 3 YR 4 YR

LOCAL CURRENCY ACTUAL Q2 FCST %mvt PLAN %mvt PLAN %mvt PLAN %mvt CAGR CAGR

Digital 7 19 160,5% 27 39,0% 28 4,0% 29 1,8% 13,7% 39,9%

Creative 8 8 (5,3%) 11 42,3% 11 4,0% 12 1,8% 14,6% 9,3%

Media 7 11 61,9% 11 (0,2%) 11 4,0% 12 1,8% 1,9% 14,4%

Brand 69 3 (94,9%) 25 614,5% 26 4,0% 26 1,8% 96,3% (21,3%)

Other 194 159 (17,9%) 178 11,8% 185 4,0% 188 1,8% 5,8% (0,7%)

Total CommunicationsTotal CommunicationsTotal CommunicationsTotal Communications 285285285285 201201201201 (29,6%)(29,6%)(29,6%)(29,6%) 252252252252 25,5%25,5%25,5%25,5% 262262262262 4,0%4,0%4,0%4,0% 267267267267 1,8%1,8%1,8%1,8% 9,9%9,9%9,9%9,9% (1,7%)(1,7%)(1,7%)(1,7%)

% Spend on Comms 9,9% 6,8% 8,6% 8,6% 8,6%
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6.2. COMMUNICATIONS INITIATIVES. OBJECTIVES & LINKS TO THE GLOBAL STRATEGY 2020 

 
Please provide brief overview of the Communications strategy including why the planned key initiatives over the 3 year period were chosen.  

For each key initiative please complete a table as below to show what the objectives are and how these tie in with the global strategy 2020. 

Initiative  / Project  Description GLOBAL Strategic Objective Campaign or Departmental 

Objective(s)1 

Milestones Owner Due Date 

Becoming the ‘go to’ 

organisation  

Getting more targeted 

audiences to know about World 

Animal Protection.  

Which means: more tailor made 

news releases, op eds and 

background information to the 

different kinds of media. Face to 

face talks with journalists. Also: 

online presence, getting the 

attention of targeted decision 

makers and (potential) 

supporters through our current 

and new online channels.  

Increase the knowledge about 

World Animal Protection and 

its work in general at targeted 

audiences, so more people will 

be likely to become 

supporters.   

Supporting the fundraising 

objectives on supporter 

numbers and income. Realise 

45% awareness in 2020 for 

selected audiences. 

- Exploring the 

do’s and dont’s 

on becoming 

the go to 

organisation 

and knowing 

what we mean 

by ‘go to’,  

- who to target, 

- roll out the 

plan  

- 

implementation   

Paul van 

Tongeren

/Laurine 

Tavecchio 

- Q1 of 

2016,  

- Q2 of 

2016 

- Q2 2016 

- Q3 2016 

and 

onward 

into 2017 

and 2018 

Research DRTV 

opportunities 

Knowing which TV channels and 

which other (online) media are 

watched/visited by our target 

Spread the name and fame of 

World Animal Protection 

under new target groups 

Growing numbers of 

supporters, raise awareness of 

- explore new 

(online) media 

channels 

- getting new 

idem  

                                                           
1 Objectives should be SMART (Specific, Measurable, Achievable, Relevant and Timebound). They should be the 1-3 year objectives that will help us achieve the impact targets that were 

described in section 3.  
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and other possible 

(online) channels 

audiences like ‘Adams’ and 

‘Susans’ 

journalists, general public and 

businesses 

overviews of 

channels 

Tailoring messages and 

channels to (potential) 

supporters 

With help of new online 

tracking possibilities of our 

(potential) supporters, choosing 

the right tone of voice, subjects 

and channels to engage people. 

More engagement of 

(potential) supporters.  

Together with Fundraising 

learn more about our 

(potential) supporters in order 

to get more 

engagement/income.  

 Laurine 

Tavecchio 

 

Seize media 

opportunities / 

national Rapid 

Response actions 

    Paul van 

Tongeren 

 

       

 

6.3. COMMUNICATIONS – STAFFING 
Please describe the key drivers for any movements in required staffing levels and how this supports delivery of the strategy, highlighting where roles are cross 

departmental or cross country. 

Please supply details of new roles required in the table below 
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7. RESOURCES, LEADERSHIP & GOVERNANCE 
An overview of your key Resources Strategy, including Leadership & Governance 

 

7.1. RESOURCES FINANCIALS  
 

 

  
 

 

 

2014 2015 2016 2017 2018

FTE ACTUAL Q2 FCST mvt PLAN mvt PLAN mvt PLAN mvt

Digital - - - -

Creative - - - -

Media - - - -

Brand - - - -

Other 2 2 2 - 2 - 2 -

Total CommunicationsTotal CommunicationsTotal CommunicationsTotal Communications ---- 2222 2222 2222 ---- 2222 ---- 2222 ----

2014 2015 2016 2017 2018 3 YR 4 YR

LOCAL CURRENCY ACTUAL Q2 FCST %mvt PLAN %mvt PLAN %mvt PLAN %mvt CAGR CAGR

ICT 12 16 28,7% 42 164,4% 43 4,0% 44 1,8% 40,9% 37,8%

Finance 161 158 (2,2%) 63 (59,9%) 66 4,0% 67 1,8% (24,9%) (19,7%)

Resource Mgt 44 46 4,0% 47 1,8% n/a n/a

HR 107 82 (23,6%) 86 5,7% 90 4,0% 91 1,8% 3,8% (3,8%)

Facilities 107 100 (6,0%) 146 45,6% 152 4,0% 155 1,8% 15,5% 9,7%

Leadership & Governance 150 116 (22,6%) 119 2,5% 124 4,0% 126 2,8% (4,3%)

Total ResourcesTotal ResourcesTotal ResourcesTotal Resources 537537537537 472472472472 (12,2%)(12,2%)(12,2%)(12,2%) 501501501501 6,1%6,1%6,1%6,1% 521521521521 4,0%4,0%4,0%4,0% 530530530530 1,8%1,8%1,8%1,8% 4,0%4,0%4,0%4,0% (0,3%)(0,3%)(0,3%)(0,3%)

% Spend on Resources 18,7% 15,9% 17,1% 17,2% 17,0%
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7.1. RESOURCES INITIATIVES. OBJECTIVES & LINKS TO THE GLOBAL STRATEGY 2020 

 
Please provide brief overview of the Resources strategy including why the planned initiatives over the 3 year period are required 

For each department please complete a table as below to show what the objectives are and how these tie in with the global strategy 2020. 

Department  Description GLOBAL Strategic Objective Campaign or Departmental 

Objective(s)1 

Milestones Owner Due Date 

Insert name of dept Brief description of the 

initiative(s) in this area of work 

Define which Global Strategy 

strand(s) this initiative helps 

deliver 

Insert SMART objectives to be 

achieved over the period 

2016-18. Where possible these 

should tie in with the Global 

objectives 

Describe the 

main milestones 

(specific and 

measurable) 

  

HR Update and actualize Staff 

handbook 

 - New up to date handbook 

for all Dutch staff 

 John 

Eussen 

2016 

HR re)Design and/or formalize 

organizational structure 

 - New salary scales 

- Finalize job descriptions for 

all 

 John 

Eussen 

2016 

Finance Draft and document key 

financial processes (in Dutch 

A.O.) 

 - All financial processes 

documented 

 John 

Eussen 

2016 

Finance Switch banks  - New bankaccount with 

Triodos 

- All direct debits through 

this account by 31 

december 2016 

 John 

Eussen 

2016 

Finance Have necessary financial policies 

in place 

 - Banking policy 

- Reserves policy  

- Delegated authorities 

- Other policies to be 

developed 

 John 

Eussen 

2016 

                                                           
1 Objectives should be SMART (Specific, Measurable, Achievable, Relevant and Timebound). They should be the 1-3 year objectives that will help us achieve the impact targets that were 

described in section 3.  
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Finance Procurement and cost savings  - Dutch adaption of the 

global procurement policy 

- Identify further cost 

savings 

 John 

Eussen 

2016 

Facilities Explore the possibilities and 

wishes in moving office 

 - Finalise programme of 

demands 

- Select potential office 

locations 

- Make final selection on 

(new) office location 

 John 

Eussen 

2016 

IT Data security  - Data security policy drafted 

in Netherlands in line with 

global policies and local 

law 

- Improvments made on 

data security 

 John 

Eussen 

2016 

IT Develop a vision on IT support in 

hard and software for the NL 

office 

 - NL IT policy and action pla  

- Inventory of all hard and 

software 

- Fully move to office 2013 

and utilise global 

possibilities in IT 

 John 

Eussen 

2016 

       

 

 

 

7.2. RESOURCES – STAFFING 
Please describe the key drivers for any movements in required staffing levels and how this supports delivery of the strategy, highlighting where roles are cross 

departmental or cross country. 
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Please supply details of new roles required in the table below 

 

  

 

8. OPTIONS  

8.1. OPTIONS FOR FURTHER FUNDRAISING INVESTMENT 
 

Option description Benefits of option Disadvantages / risks 

of option 

Evidence to 

support 

Level of risk 

1. Own World Animal Protection Lottery through the Fair Share 

Platform 

New and substantial 

income (gross income 

far less projected 

than business case 

Fair Share suggests), 

fast growth of donor 

base from supporters 

with small budgets, 

free publicity and 

brand delivery, 

Initial financial risk of € 

80.000 (including one-off 

fee to Fair Share and extra 

costs for staff and 

communications). If we 

(try to) organise our own 

lottery we will never be 

granted by the Dutch 

National Postcode Lottery 

(see next option) 

See Fair Share 

business case in 

document 

attached 

Medium 

2014 2015 2016 2017 2018

FTE ACTUAL Q2 FCST mvt PLAN mvt PLAN mvt PLAN mvt

ICT 0 0 - 0 - 0 - 0 -

Finance 1 1 - 1 - 1 - 1 -

Resource Mgt 1 1 - 1 - 1 - 1 -

HR 1 1 - 1 - 1 - 1 -

Facilities 0 0 0 0 0

Leadership & Governance 1 1 - 1 - 1 - 1 -

Total ResourcesTotal ResourcesTotal ResourcesTotal Resources 3333 3333 ---- 3333 ---- 3333 ---- 3333 ----
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opportunities for EU 

growth, in both 

countries with and 

without offices 

 

  

FUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACT

2016 2017 2018 2019 2020 3 Years 5 Years

Gross Income 80 120 180 240 300 380 920

FR Expenditure 80 40 60 65 75 180 320

Programme Spend

Comms Spend

Resources Spend

Net ImpactNet ImpactNet ImpactNet Impact 80 120 175 225 200 600

No of years to break even 0

3 Year FR Ratio 2,1

5 Year FR Ratio 2,9
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Option description Benefits of option Disadvantages / risks 

of option 

Evidence to 

support 

Level of risk 

2. Dutch National Postcode Lottery (NPL): requesting one-off 

grants 

Earmarked grants 

from EUR 0.5 to 1.5 

million. As lottery 

market is insecure, 

NPL most probably 

will not assign 

applications for new 

structural beneficiary 

organizations, but 

more money will be 

left for one-off 

requests. WAP will 

meet the necessary 

basic conditions. If 

granted, then the 

chance for a 

structural partnership 

grows. 

Competition is strong: 

over 400 applicants per 

year, of which XXX don’t 

meet the basic conditions. 

Repeating requests will 

result in better 

judgements, but no 

guarantees. Don’t expect 

assignment for grant in 

first year, but in second or 

third year we estimate 

chances 15-25%. If NPL 

assigns, and during the 

application processes, we 

cannot organise our own 

lottery 

Having contacted 

NPL, we learned 

that WAP is seen as 

a serious applicant, 

with relevance in 

Dutch market and 

a potential distinct 

brand compared to 

other animal 

protection 

organizations. No 

fundraising mark 

(‘CBF’) is required.  

High 

 



2016-18 Plan       Netherlands 

 

25 

 

 

  

FUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACT

2016 2017 2018 2019 2020 3 Years 5 Years

Gross Income 500 500 500

FR Expenditure 25 25 25 25 25 75 125

Programme Spend

Comms Spend

Resources Spend

Net ImpactNet ImpactNet ImpactNet Impact (25) (25) 475 (25) (25) 425 375

No of years to break even 4

3 Year FR Ratio 6,7

5 Year FR Ratio 4,0
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Option description Benefits of option Disadvantages / risks 

of option 

Evidence to 

support 

Level of risk 

3. City Targeting 

Focus on and synergize of fundraising and communication tools in one 

small city (60,000-150,000 inhabitants) will lead to higher brand 

awareness (repeating messages) and cheaper donors.  

Starting point would be 25% lower cost per donor and 50% less cost per 

percentage point growth in brand awareness. 

Financial impact figures below are based on acquisition of just 1,000 

new donors in one city in 2016, including upgrading cost/income and 

costs for stewardship. As a long term projection, one should consider 

this result to multiply (see ‘Benefits of option’). We believe the FR ratio 

could be improved after the implementation of learnings throughout 

the events. Ambition would be a 4.0 ratio in five years. 

No new campaign or concept necessary, we both diversify and intensify 

communication and fundraising tools during the Wildlife campaign for a 

period of approximately six weeks (think of local billboards, online 

presence and RTV adds in week 1-4 and, inserts, face to face and display 

bannering in week 4-6) 

We can grow our 

donor base city by 

city and double the 

targeted cities to 6-8 

annually. Around 40 

Dutch cities qualify so 

potentially each city 

could be target every 

4-5 years. 

After learnings in The 

Netherlands the 

concept could be 

copied by other 

countries with an 

office.  

Very interesting 

would be to enter a 

new country through 

this concept by 

investing tens of 

thousands instead of 

millions to grow our 

brand and donor 

base initially 

We need to learn what 

the efficiency curve is and 

which combination of 

tools works best. First and 

second year should be 

seen as pilot years.  

It’s never been 

done before and 

evidence would be 

based on common 

knowledge of 

comms and FR 

tools. Beforehand 

extensive research 

into (criteria for) 

potential cities, 

ideal mix of tools 

and best cases of 

campaigns will be 

conducted. 

low 
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PLEASE INSERT A SEPARATE FINANCIALS TABLE FOR EACH INDIVIDUAL OPTION. 

  

FUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACTFUNDRAISING ADDITIONAL INVESTMENT OPTION : FINANCIAL IMPACT

2016 2017 2018 2019 2020 3 Years 5 Years

Gross Income 30 51 48 48 47 129 224

FR Expenditure 70 3 4 4 3 77 84

Programme Spend

Comms Spend

Resources Spend

Net ImpactNet ImpactNet ImpactNet Impact (40) 48 44 44 44 53 140

No of years to break even 1

3 Year FR Ratio 1,7

5 Year FR Ratio 2,7
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8.2. OPTIONS FOR OTHER INVESTMENT 
 

8.3. OPTIONS FOR DECREASING EXPENDITURE 

In order to allow us to make best use of our funding could you please identify any areas that could be put on hold without compromising the overall strategic aims of the 

region. Note all regions are expected to consider the priority of proposals when building their plans and to identify areas that could be either postponed or removed if 

sufficient funding is not available. As a guide please try to identify expenditure of at least 5% of your total spendAs a guide please try to identify expenditure of at least 5% of your total spendAs a guide please try to identify expenditure of at least 5% of your total spendAs a guide please try to identify expenditure of at least 5% of your total spend. Consideration should be given to all types of 

functional spend 

 

Option description Rational for deprioritising this 

spend 

Disadvantages / risks of option Cost of option (USD’000) 

No options as we already are to the 

bone after successive cuts in the past 

years. Lacking national campaigns and 

substantial budget to build the brand, 

combined with extra pressure to create 

non-existing capacity for EU campaigns, 

we face a challenging period, especially 

considering the fundraising ambitions 

that lay ahead of us in a saturated 

market. 

 Cutting in budget will most certainly 

result in a tripling of loss of income in 

the medium term 

 

 
PLEASE INSERT A SEPARATE FINANCIALS TABLE FOR EACH INDIVIDUAL OPTION. 

APPENDICES 
Fair Share ‘World Animal Protection Lottery’ 
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