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Figure 1: Our team with Khadija el Qorti during the presentation of our final deliverable
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Abstract

Association Jannat is a small NGO in Rabat, Morocco that provides free housing, food,
transportation, and pain management to cancer patients receiving treatment who cannot afford to
support themselves. Since its founding in 2009 by cancer survivor, Khadija el Qorti, Association
Jannat has been able to help over 10,000 individuals yearly, but they still struggle to maintain
consistent funds and to reach a broader audience with their marketing. The goal of our project
was to create a marketing guide and a fundraising plan for Association Jannat first by
understanding their target audience, the organization as a whole, and finally teaching the

management staff at Association Jannat how to market and fundraise in the future.



Executive Summary

Introduction and Background

Seventy percent of cancer deaths occur in low-to-middle income countries like Morocco

(WHO, 2018). Insufficient knowledge of risk factors and preventative practices often lead to late

stage diagnosis and further health implications (Boutayeb et al. 2010). This can be attributed to

the stigma that surrounds the disease and the historical use of herbal remedies (Hatim, 2019).
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Figure 2: Cancer Detection Rates in Morocco
(Adapted from Morocco World News, 2018)

Although Morocco has made strides in this
area, patients face a lack of accessible
pathology services due to the lack of adequate
infrastructure (Semlali, 2010). Because of this,
patients often have to relocate to larger cities,
like Rabat, to receive treatment, even if
detection rates are higher in other cities (Figure,
1) (Disney, 2018). Chemotherapy costs 1.15
times the annual minimum income of a
Moroccan citizen and with only a third of the
population possessing healthcare insurance to
fund their treatment, this causes a burden for
patients and their families (Semlali, 2010).

Fortunately, there are established associations that support patients. Association Jannat is

an NGO in Rabat that provides free food, shelter, transportation, pain
management, and leisure activities for cancer patients and their families. In
20009, after the loss of her husband and sister to the disease, cancer survivor
Khadija el Qorti (Figure 2) opened her home to women who needed support
during their treatment in Rabat. Residents of Association Jannat
speak highly and graciously about Mrs. el Qorti and the
organization. Everyone who walks into Association Jannat’s doors

are touched by its invaluable and selfless work. However, the

Figure 3: Khadija el Qorti,
Founder of Association Jannat
(Retrieved from baldi.net, 2016)

organization struggles to gain the recognition it deserves and



needs to enhance their marketing and fundraising operations to continue their services.
Association Jannat must start marketing to local and global communities in order to increase

awareness of the organization and gain sources of funding.

Opportunity Statement

Association Jannat struggles to secure donations and supplies due to a lack of online visibility
and community awareness of their mission. They currently rely on sporadic, in-kind and
monetary donations and Mrs. el Qorti’s late husband’s pension. Although this has supported the
Association for 11 years, they are in need of sustainable, long-term funding to continue to

support the patients and grow the organization.

Our Approach

The goal of our project was to create an instructional
guide in order to help Association Jannat overcome
some of the visibility and funding challenges they face.
In pursuit of this goal, we followed three objectives.
First, we researched Association Jannat’s target
audience. This consisted of numerous snowball

interviews with experts in Moroccan culture, NGOs,

and marketing. Secondly, we gained a better
Figure 4: Our group with understanding of Association Jannat by conducting
Khadija el Qorti interviews with our sponsor and some of the residents.
We had to understand the need for the organization in
this society, how they have collected donations in the past, and why the residents need the
organization. With that better understanding, we created a marketing guide and fundraising plan

for the organization.



Results and Recommendations

The final deliverable is an instructional guide created for Association Jannat. We established
three primary recommendations to form the guide. The first is understanding the organization’s
identity and developing a brand for Association Jannat. Within this step, we suggest that our
sponsor create a concrete message, values, goals, buzzwords, and mission statement. We
reviewed this step in person with our sponsor, but he is going to complete it at a later time. Our
interview with SimSim Association’s Executive Director, Mr. Ismail Ilsouk, confirmed that
creating opportunities to communicate with an audience helps individuals relate with and get
behind a cause. Additionally, we wanted them to understand why they started the organization,
why they continue the organization, and how they want to grow in the future. This step also
involves a SWOT analysis, so our sponsor can better understand their strengths (S), weaknesses
(W), opportunities (O), and threats (T). We also reviewed this step with our sponsors in order to
express the importance of this analysis and better explain it in person. Lastly, we recommend
that they compile a portfolio of important events and accomplishments, which will help with
marketing and applying for grants.

We felt that understanding the identity of Jannat was an essential first step based upon
our interviews with public relations experts in Worcester, as well as our discussions with experts
and other NGOs in Morocco. When appealing for support, Jannat needs to have a consistent
message about the work they do and the help they provide for people in need. Focusing on the
patients that have been cured and highlighting their stories is an effective way to attract people
and gain support (R. Touh-Touh, Personal Communication, January 29, 2020). This will help
their relations with individual donors, while also making grant applications easier and more
successful.

The next step is to maximize their social media presence. The organization currently has
both a Facebook account (Figure 4) and an Instagram account, but does not utilize them to their
fullest extent. This step in the marketing guide detailed tips and techniques to run a successful
social media account. Association Jannat should integrate the brand defined in step one into their
posts on social media so that their audience understands who they are and why they are so
important. Sharing upcoming events they are organizing to reach to their audience will play a

major role in expanding and securing strong and loyal supporters (H. Azelmat & N. Mougaddar,
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Personal Communications, February 6, 2020). After our interview with Ms. Bouchra Rabeh of
Enactus, we learned that organizing events to showcase the organization’s work is more effective
than taking part in an event that already exists. Videos that further explain the mission of the
organization are also efficient and informative (B. Rabeh, Personal Communications, February 5,
2020)
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Figure 5: Association Jannat’s Facebook Page (Retrieved from Facebook.com, 2020)

Social media is important for boosting Association Jannat’s visibility. In order to inspire
people to give, people must see the need for their support. They must also be able to trust that
their donations will not be squandered or stolen by members of the organization. In order to gain
the trust of their donors and prove their transparency, Association Jannat should keep records of
all their expenses and show exactly where the donations are going (R. Touh-Touh, Personal
Communication, January 29, 2020). This transparency will comfort potential donors in knowing
that the donated money will all go to helping cancer patients. We also recommend that
Association Jannat create a Twitter and a LinkedIn account to create legitimacy for their
organization. Our interviews with experts at MCISE and Enactus reiterated the need for an
organization’s broad social media presence. Additionally, these experts explained to us that
Association Jannat should be posting as frequently as possible, and using social media to
network with other organizations, the community, and potential donors.

The final step in our plan is reaching out to local contacts and applying for grants to gain
funding for the organization. Grants can provide a maximum of three to six years of funding and
training for the Association (R. Touh-Touh, Personal Communication, January 29, 2020). They
can also provide specific funding for special projects and expanding the organization (J. Adams,

Personal Communications, February 6, 2020). Association Jannat could use grants from both
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within Morocco and from the international community. Mr. llsouk also stated that some of the
grants that his organization received were found through personal connections that he had. We
recommend that our sponsors reach out to the Ministry of Health, health professionals, other
NGOs in Morocco and the Rabat community, and professionals familiar with marketing. We also
highly recommended to them that they hire a full-time volunteer or staff member to manage their
social media accounts and grant portfolio. They may also have to hire another volunteer to

specifically apply for grants.

Conclusion

Our project aims to give Association Jannat the tools it needs to find sustainable funding.
The plan involves guidance and instruction through multiple years, as it will take time to develop
the Association’s reputation. It includes information on how to increase their visibility and
funding, and should help them structure their marketing and fundraising operations. Our
sponsors should begin by developing their identity and brand, in order to better display it on
social media. They should then work to improve their visibility on useful sites such as Facebook,
Instagram, Twitter, and LinkedIn, and also create an organization website. We recommend that
Jannat have a full-time volunteer to manage their media feeds. They should also build a personal
network with other organizations, like local NGOs and international organizations. After
Association Jannat has created a credible reputation through their social media, they can use their
network of connections to learn about possible grants that they can apply for. Finally, we
recommend that the Association hire a full-time grant-writer and social media director, in order

to best capitalize on such opportunities.
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Chapter 1:
Introduction

One in six deaths around the world are caused by cancer, and those who live in low-
income or middle-income countries are the most at risk (WHO, 2018). Medical systems in
developing countries like Morocco do not operate to the standards that American and European
medical systems expect (Semlali, 2010). In order to receive cancer treatment, Moroccan citizens
must travel to a larger city where there is medical infrastructure (Semlali, 2010). Due to their
financial situation and a lack of insurance coverage for cancer care, it is often impossible for
these individuals to pay for travel, treatment, and accommodations in the city (Semlali, 2010). As
a result, many people will sleep on the streets around the hospital where they are receiving care
(L. Dodson, Personal Communication, November 4, 2019). Additionally, family is a significant
part of Moroccan culture, so having family by your side during treatment is important (L.
Dodson, Personal Communication, November 4, 2019). Often times, family members are even
necessary during treatment because Moroccan hospitals do not have the resources to provide
individualized care and accommodations for patients (L. Dodson, Personal Communication,
November 4, 2019). However, families may not be able to travel the long distance to treatment
centers, leaving the patients without that integral support.

Association Jannat is a small NGO in Rabat, Morocco that provides free food,
transportation, and accommodations for any cancer patient and their family who cannot support
themselves (Association Jannat, 2019). It is extremely important that nonprofit organizations like
Association Jannat exist in Morocco because of the underdeveloped structure of the medical
system. Association Jannat was founded by an illiterate, 70-year-old woman named Khadija el
Qorti, a cancer survivor (Albertelli, 2016). She founded the Association out of her own home, as
seen in Figure 5. Mrs. el Qorti has done amazing service for more than 10,000 individuals every
year, but she struggles to maintain the day-to-day responsibilities of running an organization
(Brahimi, Personal Communication, October, 10 2019; Sassioui, Personal Communication,
November 12, 2019).



Figure 6. Association Jannat’s Main Building (Retrieved from Association Jannat. (2019).

Jannat Association for Free Accommodation of Cancer Patients [PDF].)

In 2019, a group of WPI students worked with Association Jannat to assist them in their
technological advancement (Carriero, Sellen, Raine & Ouellet, 2019). The students created a
database for Association Jannat to track resident information and develop statistics about the
organization that can be used for marketing purposes. While this project represents a significant
advance for the organization, Association Jannat continues to struggle to secure donations and
supplies due to a lack of online visibility and community awareness of their mission (Sassioui,
Personal Communication, November, 12 2019). Our project provided recommendations and
instructions for marketing and fundraising for the organization that targets individuals,
companies, and other organizations both locally and globally through a combination of
traditional Moroccan and digital communication methods. In the next chapter, we will discuss

relevant background information that will create context for our project problem and goal.



Chapter 2:
Literature Review

2.1 Cancer in Morocco

Cancer is the second leading cause of death worldwide. This disease transcends social,
economic, and geographic boundaries with 70% of these deaths occurring in low to middle
income countries (WHO, 2018). In these countries, the lack of accessible pathology services to
the public and the burdensome economic impact of cancer contributes to patients' poor cancer
experiences. Moroccans have to travel long distances to the nearest oncology center for
expensive cancer treatments. Progress in targeted therapies and chemotherapy have aided the
treatment of cancer. However, these treatments run parallel with an increase in costs. The cost of
chemotherapy can be 1.15 times the annual minimum income of Moroccans (Boutayeb et al.
2010).

Unfortunately, only about one-third of the Moroccan population has healthcare insurance.
This makes financing cancer treatment challenging due to pharmaceutical industry limitations,
lack of income, and delayed diagnosis (Boutayeb et al. 2010.). Cancer is typically diagnosed at
Stages Il and 111 because the disease is not taken seriously in its early stages (Benaicha et al.,
2016; Hatim, 2019). Social apathy towards cancer is common in Morocco, causing a social taboo

and contributes to the lack of awareness regarding risk factors and preventative practices.

2.2 Morocco Medical System and Beliefs

While some people may not think of Morocco as a typical developing country, it has still
not fully modernized itself in the way that many western countries have, as seen prominently in
the medical system. Modern Moroccan health care is substandard and expensive, so many people
choose not to utilize it (Jouan, Haloui, Rhazouani, El-Hilaly, Eddouks, 2001). This is due to
overcrowding in hospitals and a lack of empathy and effective medication within the medical
system (Hatim, 2019). Additionally, fake medications are more readily available than their
legitimate counterparts, and are much cheaper (Tuck, Maamri, Chan, Babar, 2019). Medicines



supplied by the healthcare system are 11 to 12 times more expensive than international standards
(Tuck, Maamri, Chan, Babar, 2019). Currently, 58% of the healthcare expenses are paid out of

pocket, so many people simply cannot afford modern treatment, and herbal remedies are the only
other viable option (Tuck, Maamri, Chan, Babar, 2019). Fortunately, there are non-governmental
organizations in Morocco that help assist families physically, emotionally, and financially during

this time of need.

2.3 NGOs In Morocco

Non-Governmental Organizations, NGOs, are known as associations in Morocco. These
organizations operate for a myriad of causes (Arab.org, 2019). Some of these organizations are
internationally-based NGOs that maintain a chapter of the organization in Morocco, while others
are based in Morocco (Moroccopedia, 2019). Typically, the successful associations in Morocco
have ties with the King or the government (O. EI Addoulli, Personal Communication, January
14, 2020). The Lalla Salma Foundation, for example, is a nationally-popular non-profit because
it was founded by the Former Princess of Morocco, Lalla Salma, in 2005 (The Lalla Salma
Foundation, 2019). Another organization assisting cancer patients in Morocco, with less prestige

and visibility, is Association Jannat.

2.3.1 Association Jannat

Association Jannat was founded in 2009 by its president Khadija el Qorti (Health News,
2018). It was after Mrs. el Qorti, shown in Figure 6, lost both her sister and husband to cancer,
that she decided to open her home to cancer patients and their families living on the street near
hospitals because they could not afford to support themselves (Albertelli, 2016). Association
Jannat, which when translated means “paradise NGO,” offers free shelter, food, pain
management medication, transportation to treatment centers, and psychological support to about
30 women and 15 men at any given time (Association Jannat, 2019). The Association does not
operate on substantial funds, typically only by Mrs. el Qorti’s late husband’s pension and
sporadic in-kind and monetary donations by individuals (Health News, 2018; A. Sassiouli,
Personal Communication, November 12, 2019). Currently, the Association provides hospitality

to over 10,000 people per year, but they often will take in more than their maximum capacity



because the Association sincerely wants to do good (M. Brahimi, Personal Communication,
October 31, 2019; A. Sassioui, Personal Communication, November
12, 2019). One resident said of her experience with Association
Jannat: “We could not find anyone doing what the people in this

: Association are doing for us. Even our relatives could not take care of

us because we are poor” (Health News, 2018). The Association

focuses not only on the necessities of life, but allows patients and

Figure 7. Founder and President, ) ) ) . .
Khadija EI Qorti. (Retrieved residents to interact with each other, take trips, and attend social events

from Association Jannat.)

(Association Jannat, 2019). Association Jannat does selfless work, but
has struggled to receive the recognition it deserves. The organization is
working to improve and solidify their operations in order to gain sustainable funding and to

continue their service.

2.3.1.1 Supporting the Fight Against Cancer in Morocco: Database Implementation and

Data Management for Association Jannat

In January 2019, a group of Worcester Polytechnic Institute (WPI) students travelled to
Morocco to help Mrs. el Qorti and Association Jannat for the first time. Their mission was to
advance Association Jannat technologically by creating a database of patient information to
make the organization paperless. This database allows Association Jannat to record data and
information about all of their residents as well as its medication, food, and linen supplies. The
information that this database collects can readily be used to apply for grants, create marketing
materials, and as data points that can be presented to potential donors, potential residents, and the
government (Carriero, Sellen, Raine & Ouellet, 2019). Association Jannat desperately needs to
begin marketing to local and global communities in order to increase their sources of funding

and the community’s awareness of the Association.

2.4 Marketing Approaches for Nonprofits
Nonprofits must utilize a different approach to marketing compared to businesses since

they raise money for the people that they serve. Nonprofits cannot market their organization to



potential contributors or donors based upon a product or service that would benefit them, but
rather, convince individuals that their contributions would assist in the good doings of their
organization (M. Brahimi, Personal Communication,
October 31, 2019). Nonprofit organizations should create
compelling paid ads and foster useful, easy-to-follow
owned media, like a website or social media platforms, in

order to prompt customers and contributors to create

STORYTELLING

earned media, such as reviews, newspaper articles, or even
word-of-mouth, that enhances the value of a brand even
more (Lovett & Staelin, 2016). All of these types of media

work together, as illustrated in Figure 7, to tell the
. . . . . . (Retrieved from Onclusive.)
section, we will be discussing marketing techniques,

such as establishing a brand, relationship marketing,

and digital marketing, as well as how they can be effective for non-profits, specifically.

2.4.1 Establishing a Brand

In order to begin marketing for a nonprofit, the organization must establish their brand
and their identity (Levinson, Forbes, & Adkins, 2011). To create a brand, organizations can use
techniques like SWOT analysis, that will allow them to identify their strengths, weaknesses,
opportunities, and threats (Belmejdoub, 2016). From there, they can understand where they
currently stand and where they want to go (Belmejdoub, 2016). After they understand that, they
can develop ways to get there (Belmejdoub, 2016). It is imperative to define the core values and
mission statement of the organization so that the target audience of their guide can understand
who they are and what they want to become (Belmejdoub, 2016). Hosting focus groups,
interviews, and consultations with potential target audiences can provide helpful insight to create
strong, “human-centric” marketing material (Belmejdoub, 2016; Shaki, 2016). Once an
organization understands who they are, they are then able to focus not only on what they want,
but who can help them get there.



2.4.2 Utilizing Relationship Marketing

Customer wants and needs are changing, so marketing must change with them. People
want to feel as though they are a part of something and are contributing to something that they
believe in (E. Brangan Mell, Personal Communication, November 8, 2019). Since nonprofit
organizations cannot provide any financial compensation to donors, volunteers, or participants,
they must elicit an emotional response to convince consumers to contribute to their cause and
build a relationship (Sheth, 2017). This emotional reward, the feeling that the donor has made a
positive contribution, serves in place of the product or service a business would provide. To
produce the emotional reward, an organization can tell stories and use metaphors, but overall, the
organization, and its brand, must be relatable (Sheth, 2017; L. Beaulieu, Personal
Communication, November 8, 2019). “Communications is all about the people,” which is why
“[yJour brand is only as strong as the emotions that are evoked when people consider you.” (E.
Brangan Mell, Personal Communication, November 8, 2019; Levinson, Forbes, & Adkins,
2011).

2.4.3 Social Media Marketing

Social media is an effective tool for increasing the visibility of a brand. In order to be
successful in social media marketing, an organization must have a strategy and a story (Lua,
2019). Within this strategy, the organization must consider its target audience, its content, and
the platform it is using (Lua, 2019). Organizations should focus on the relatability of their posts
and how they contribute to audience engagement of their accounts (S. O’Brien, Personal
Communication, November 8, 2019). In order to increase engagement on posts, the organization
should post frequently, allow people to like, comment, and share, tell stories, use photos, and
provide a “human aspect” to their posts (L. Beaulieu & S. O’Brien, Personal Communication,
November 8, 2019). Additionally, each social media account should tell a cohesive story that
focuses on the big picture to convey the organization’s mission, its brand, and its image to
promote their goals and beliefs (L. Beaulieu & S. O’Brien, Personal Communication, November
8, 2019; Lua, 2019). This will allow individuals to relate to the organization. When someone
believes in what an organization stands for, they will follow and engage with their content, and

support the organization in doing so.



Creating a target audience is crucial because different audiences will want different
returns on their “investment” in supporting an organization. Once an organization defines a
target audience, they can begin creating content that will be most influential amongst that group.
This content is then positioned where the target audience will see it. Social media platforms are
excellent for this because they can support a plethora of mediums, which can be distributed
among paid, owned, or earned capacities. Owned social media pages are a free way to support
content on a platform (Grimes, Personal Communication, November 12, 2019). While there is no
guarantee that the target audience will view this content, anyone who has access to that platform
will be able to view the content. An organization can boost the viewership of its pages through
paid promotion or through earned partnerships with other people and organizations on social
media (E. Brangan Mell, Personal Communication, November 8, 2019). Partnering with other
individuals, like social media influencers and organizations, can allow businesses to reach new
audiences. Social media influencers have access to large audiences and can influence others by
taking advantage of their credibility. People can only donate, volunteer, and support your work

if they know the organization exists (Gauss, 2016).

2.5 Fundraising and Marketing in Morocco

Overall, funding in Morocco comes from two sources: international grants and
community individuals, but approximately 80% of all funds donated to nonprofits come from
individuals (N. Benhima, Personal Communication, January 21, 2020; Marino, 2014). In the
past, many of the grants given in Morocco were service-based, but that has changed since the
Arab Spring uprisings in 2012 (N. Benhima, Personal Communication, January 21, 2020). The
Arab Spring uprisings initiated decentralization reforms in several Arab states to address the
protestors’ deep grievances and demands for more efficient public services and participative
governance (Houdret & Harnisch, 2018). Because of this, grants are given to organizations that
are focused on building skills and teaching people how to work in a trade (N. Benhima, Personal
Communication, January 21, 2020). International funders will give grants after they trust the
Association and understand their mission (N. Benhima, Personal Communication, January 21,
2020). This can be done through an organization’s owned media, like their website and social

media accounts.



Marketing in Morocco provides a bit more of a challenge due to the national split of
population between the wealthy urban community and the poor rural community (Export.gov,
2019). Additionally, with a 68.5% adult literacy rate, there can be issues with publishing word-
heavy material (Export.gov, 2019). In order to combat this, marketing and fundraising material
needs to use images and videos to convey information to the target audience. Images can be
especially powerful and effective when appealing to the emotions of potential donors (L.
Beaulieu & S. O’Brien, Personal Communication, November 8, 2019). Making an emotional
connection with individuals will encourage them to give, and continue to give, to an organization
(Sanders & Tamma, 2015). Additionally, United States Embassy ambassadors from export.gov
have found that direct marketing and the use of social media is growing due to the rise in the
number of young people in Morocco (Export.gov, 2019).

As of now, Association Jannat has a minimal online and social media presence. Since
grants are geared towards skill building associations, it may be difficult for Association Jannat to
secure grants because they provide a service for their residents (N. Benhima, Personal
Communication, January 21, 2020). Consequently, Association Jannat needs to focus on
community-level marketing first before they can begin to apply for grants. Marketing to
community individuals will make way for a strong sense of visibility that will aid in acquiring
grants in the future. The methodology chapter will detail the steps we took to create a social

media marketing guide and fundraising plan for Association Jannat.



Chapter 3:
Methodology

3.1 Introduction

The goal of our project was to create an instructional marketing guide and fundraising
plan, as shown in Appendix A, in order to help Association Jannat overcome some of the
visibility and funding challenges they were facing. From preliminary research, we found that
following strong marketing and fundraising strategies would increase income for the
organization by encouraging more donations. Establishing a strong, informative social media
presence would increase the visibility of the Association, and foster brand recognition amongst
potential donors. This would open the door for consistent donations, which the organization
could use to grow and reach future goals. During our project, we established a strategy for
Association Jannat to create and use social media accounts in order to increase their visibility.

Our objectives were as follows:

Objective 1: Developed an understanding of marketing and fundraising in the
Moroccan context.
Objective 2: Assessed Association Jannat’s current state of marketing, fundraising,
and community presence.
Objective 3: Created a social media marketing guide and fundraising plan for
Association Jannat
In the next sections, we explain each objective in more detail and provide justifications for all of

our methods and what was gained from completing each objective.

3.2 Objective 1: Developed an Understanding of Marketing and Fundraising in the

Moroccan Context

During this initial phase, we facilitated interviews with experts in NGO marketing and
communication. This information helped us gain an understanding of our project and gave us
direction within the project. We prepared baseline sets of questions for these interviews, which
can be viewed in Appendix B, however these questions were slightly tailored to suit the

interviewee’s expertise and background. When given consent by our interviewees, we took

10



written notes and used a tape recorder to document information. A facilitator and scribe were
assigned before each interview in order to keep the interview organized and ensure all
information was recorded. We worked with a translator when the interviewee was most

comfortable speaking Arabic.

3.2.1 Understanding How Other NGOs Market and Fund Their Organizations

This step in our research helped us understand how NGOs function in Morocco and how
to apply their methods to Association Jannat. In order to identify NGOs in the area, we did
research using online sources and word of mouth using the snowball interview method (Johnson,
2016). Morocco accommodates many cultural influences, so Moroccans’ actions will often
imitate these cultures. We believed that because of this, some US fundraising and advertising
strategies would be applicable in Morocco. However, we found that marketing and fundraising
methods differed in Morocco from those in the United States, so we connected with Moroccan
experts in the fields of marketing and fundraising and conducted semi-structured interviews.
Marketing and fundraising strategy information from these interviews was compiled and

compared to Association Jannat’s current strategies to generate a plan.

3.3 Objective 2: Assessed Association Jannat’s Current State of Marketing,

Fundraising, and Community Presence

This objective acted as an initial audit of Association Jannat’s current activity. We
needed to assess the baseline operations in fundraising, marketing, and community presence that
Jannat has been working with. From this, we could better understand what areas to focus on

advancing and establishing.

3.3.1 Interview our Sponsor

Upon our arrival in Morocco, we needed to connect with our sponsor, Abdellah Sassioui.
We conducted semi-structured interviews with Mr. Sassioui to gain insight on questions that we
are struggling to answer on our own (Johnson 2016). These interview questions can be viewed in
Appendix C. These conversations defined our sponsors’ goals for our project and the work we
did during our time in Morocco. Their answers also served as an audit of the progress

Association Jannat has made in regards to marketing and fundraising. We inquired about the
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organization’s current fundraising endeavors, budget, and any connections they have established
with past donors. With these data points, we were able to present the Association with

compelling data that displays why the guide we have created should be adopted.

3.3.2 Interviews with Association Jannat Residents

Within this objective, we conducted informal, semi-structured interviews with four of the
residents of Association Jannat to understand their stories and what Association Jannat means to
them. This allowed us to gage the emotional ties we would focus on in our marketing guide. We
conducted these interviews in an informal manner to maintain the patient’s comfort. The
questions we prepared for these interviews can be viewed in Appendix D. We assigned a
facilitator and scribe before each interview in order to keep the interview organized and
document the information that the interviewees shared with us, after we were given consent.
Additionally, there was always a translator present so our conversations were as effective as
possible.

In addition to learning more about their stories, we wanted to learn more about their
experience with Association Jannat. This included how they first heard about it, and their
opinions about the facilities and the services that they offer. We hoped to use this information to

understand how Association Jannat is perceived and how they can continue to improve.

3.4 Objective 3: Created a Social Media Marketing Guide and a Fundraising Plan

for Association Jannat

Based on the information that we gathered in objectives one and two and the extensive
research we did on marketing and fundraising techniques, we created a marketing guide and
fundraising plan for Association Jannat. All of this data was collected and presented in a final
proposal, seen in Appendix A, that detailed the techniques and results of marketing and

fundraising.
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3.4.1 Data Collection and Sorting

The data collected for this project is qualitative data obtained through interviews with
individuals from NGOs and other areas of expertise in the Rabat area. To keep track of the
interview data for further analysis and synthesis, we used Google Sheets to create a Data
Collection and Sorting file, found in Appendix E. This file contained seven sheets: Contact
Information, Interviewees, Residents, Association Jannat, Brand Development, Social Media,
and Future Work. The first tab kept track of every person that our group interviewed for our
project. Information such as date of interview, organization, department, name, contact,
permission and suppression data, and appendix location of the interview questions were
tabulated. This page was utilized for our own organizational purposes. The Interviewee Data will
be presented to our sponsor in our final deliverable. Data in this sheet provides the justification
for our meetings with everyone we talked with by noting the interviewee’s name, organization,
position, purpose of interview, background, and experience. These first two data sets do not
apply directly to our deliverable, but were essential in ensuring orderly data collection.

The next two sheets, Residents and Association Jannat, collected and sorted information
used to accomplish Objective 2. We interviewed four residents to understand their stories and
what Association Jannat means to those it serves. The interview questions were tracked
alongside each other to find commonalities and quotes. Information from Abdellah Sissaoui was
used in the Association Jannat tab where we tracked the impact, struggles, online presence, past
promotions and how people hear about Association Jannat. This information acted as an initial
audit to assess their current marketing and fundraising operations at the beginning of the project.

The final three sheets correlated to the three major sections of the final deliverable: Brand
Development, Utilize and Maximize Social Media Presence, and Future Work. Data in these
sheets were obtained from our interviews with employees of local NGOs. The interview
questions we asked them were placed in one of the three tabs depending on which claims would
be supported. This setup allowed for the maximum amount of relevant information to be

analyzed and synthesized in an organized and effective manner.

3.4.2 Data Analysis
Once we gathered this information, we analyzed the data to create a basic outline of our

deliverable and presented a few basic recommendations to our sponsor to determine the
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feasibility and sustainability of these various techniques. We decided that Association Jannat
first needed to target a community audience before they could begin to market globally. After we
presented the data to our sponsor, we created example marketing materials and a fundraising
plan which utilized storytelling and online strategies that were ready for implementation into

Association Jannat.

3.4.3 Created the Deliverable

In order to best present our findings and recommendations to Association Jannat, we
created an instructive marketing guide that included three steps to improve their marketing
efforts and increase their intake of monetary donations. The steps in this marketing guide were
(1) develop arelatable brand, (2) create informative and appealing social media accounts for the
organization, and (3) future steps. This deliverable was created using the data and suggestions
obtained from interviews with local experts from NGOs in the Rabat area. These experts were
asked similar core questions with additional tailored questions to best suit the interviewee and
their background. These questions and answers were analyzed and three commonalities were
drawn out and associated with the three steps of our marketing guide.

In step one of the marketing guide, we wanted Association Jannat to be able to identify
who they are as an organization and where they want to go. These conclusions were primarily
formed from the information we learned from IES staff and our background research. In step two
of the marketing guide, we detailed instructions on running social media accounts for nonprofits.
These strategies were adopted from the knowledge we gained from our interviews with local
experts. The final step supplied resources and contacts for our sponsor so they can begin
networking and eventually apply for grant funding. We created this deliverable after many
communications with our sponsors and a full understanding of their current state and what
marketing steps would be feasible to them. It was extremely important that all of our
recommendations would easily be applied to Association Jannat and that these solutions were
sustainable for the organization. The next chapter will detail the information that we included in

our recommendations for our sponsor.
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3.5 Challenges

After arriving in Morocco, some unexpected challenges emerged as we progressed with
our project. We found it difficult to contact local experts for potential interviews and meetings. It
took our contacts at least a few days to respond, that is if they ever responded. We later decided
to get in contact with people and experts that were known by our advisors and IES staff in hopes
to set a meeting time for our many questions. After our trials, we concluded that it was a real
challenge getting in contact with people if there was no pre-established connection.

Creating content for our guide was a constantly changing effort as we understood more
and more information about Moroccan culture and social norms. Moroccan culture has also
inhibited the general population from understanding the value of cancer treatment, so it may be
arduous to convince a Moroccan target audience to understand the urgency and importance of the
funds Association Jannat needs. An international audience would be more likely to donate, but
would come with the aforementioned additional logistical issues (Brangen Mell, Personal
Communication, 2019)

3.6 Ethical Considerations

During our project, we interviewed residents of Association Jannat, who are cancer
patients. With an effective translator, we gained access to go into deeper conversations with the
residents creating strong relationships and bonds. These deeper conversations came with certain
risks of emotional harm. According to the World Health Organization’s Ethics Research
Committee, potential harms include breach of privacy, psychological trauma, and increasing
vulnerability (Erisnosho, 2008). This is why we were cautious during our interviews in order to
protect their privacy and confidentiality.

In order to protect our interviewees from any harm, we practiced transparency by letting
the interviewee know what our goal was before the interview began and emphasized their right
to disclose only what they feel comfortable sharing and to discontinue their participation at any
time. Before every interview, we presented the interviewee with a modified Informed Consent
Preamble that fits the Moroccan context. This modified Preamble informed the interviewees of
the purpose of the interview as well as their right to choose the extent of their participation in the
study. We gave the interviewees the option to stay anonymous and the option of only using their

first name. To assure that the interviewees were informed about our intentions, and that we
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always understood their limits, we also always had a translator present with us to avoid anything
being lost in translation or misunderstood.

To ensure the ethicality of our interviews, we submitted our prepared interview
documents, as well as our methodology to be reviewed by the Worcester Polytechnic Institute
Institutional Review Board. They ensured that our project does not pose a risk to the individuals
involved in our research. In the next chapter, we will detail the findings of our project as well as

the deliverable that we presented to our sponsor.
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Chapter 4.

Results and Recommendations

Using the information that we collected from our objectives, we developed a marketing
and fundraising plan for Association Jannat. This plan was split into three steps that Association
Jannat staff can follow to achieve their marketing and fundraising needs. The first step provided
instructions on how to develop an identity and develop a brand for the organization. The second
step explained the purpose and necessity of using social media to promote an organization. The
final step included a list of networking connections and information about grants. We hope that
after our time in Morocco and the completion of our deliverable, Association Jannat will be able

to develop a sustainable marketing and fundraising network for their organization to grow.

4.1 Recommendation 1: Develop a Brand

Strategy 1: Establish Your Identity

From our background research, we amassed information from online resources about the
importance of an established brand. An established brand allows an organization’s target
audience to comprehensively understand the values and goals of an organization. Our interview
with WPI marketing specialists Lindsey Beaulieu and Stacey O’Brien, in Appendix F, confirmed
that understanding what your target audience wants and resonates with them is how you stay
connected to the community (L. Beaulieu & S. O’Brien, Personal Communication, November 8,
2019). They stressed that incorporating a human aspect and a relatability into your brand is what
creates connections with an organization’s audience (L. Beaulieu & S. O’Brien, Personal
Communication, November 8, 2019). In order for our sponsors to better understand their own
identity, we completed a worksheet, found in our deliverable, with our sponsor. We asked them
to identify specific words that represent Association Jannat as well as a few sentences that
explain the Association’s values and services. These answers were used to create an efficient and

cohesive mission statement for the organization.
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Strategy 2: Perform a SWOT Analysis

From our research, we realized that Association Jannat first needed to better understand

themselves before they could establish a brand that their target audience could understand. In

order to do this, we recommend that our
sponsor perform a SWOT analysis, as seen in
Figure 8, for Association Jannat so they can
better understand their strengths (S),
weaknesses (W), opportunities (O), and
threats (T). We review the SWOT analysis
with them in order to better explain in person
the importance of this step in the marketing
plan, but he chose to complete it at a later
time. Through story-telling and identifying
their struggles as an organization, we were
able to complete this SWOT analysis with
our sponsor. An established brand is essential
to have before Association Jannat can

identify their target audience.

Strategy 3: Determine an Audience

SWOT Analysis
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Figure 9: SWOT Analysis

After our interview with Bouchra Rabeh of Enactus Morocco, found in Appendix G, we

understood that Association Jannat could not move forward in their marketing without deciding

on an audience that they want to appeal to. Ms. Rabeh graduated with a degree in information

science and has worked as both the communications manager and the vice president of

communications for Enactus since she started at Enactus in 2013. She has strong experience in

marketing and networking for NGOs from her work, and she was able to explain to us how

marketing strategies change based on the audience the organization is marketing to. Some of the

factors an organization must consider include their economic class, their access to the internet

and social media, their education level, and their gender (B. Rabeh, Personal Communication,

February 5, 2020).
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Strategy 4: Compile a Portfolio

We are also recommending that our sponsor compile a portfolio of records of events and
accomplishments for the Association. These events could include their recent visit from the
Prime Minister of Morocco, visits from WPI students to complete projects, like us, or when they
attend or host large events. Each event report should include the date of the event, the name of
the event, the significance of the event, and how the event was set up. These records will be a
helpful reference when they want to repeat events, post on social media, or when they start
applying for grants. Once our sponsor can create a written and documented portfolio of
Association Jannat’s identity, it will be much easier to market and advertise this identity on

social media and to their community.

4.2 Recommendation 2: Utilize and Maximize Social Media Presence

Strategy 1: Content

During our second objective, we collected data and information about the current state of
Association Jannat. After we analyzed this data, we realized that Association Jannat is
significantly lacking in any social media presence or knowledge. Currently, Association Jannat
owns both a Facebook account and an Instagram account, but they are rarely active on either of
these, and their posts are lacking in informational content, frequent content, and quality images.
They also do not reach a large audience since their posts are only written in Arabic. With the
exception of those two accounts, Association Jannat does not have any additional online
references for individuals trying to learn more about them. Our interviews with IES staff
members were helpful in our understanding of Moroccan culture and how NGOs are perceived in
Morocco. This understanding was crucial for creating a successful Moroccan marketing
approach.

One staff member, Oussama EI Addouli, (Appendix H) informed us about the cancer
epidemic in Morocco and the general lack of understanding around the disease. Mr. Addouli has
worked with NGOs and has a lot of experience in fundraising, specifically. He compared the
disease to the AIDS/HIV epidemic in America in the 1970s, saying that cancer is stigmatized in
a similar way. Another IES staff member, Rachid Touh-Touh (Appendix 1), explained to us the
depth of the cancer problem in Morocco. Mr. Touh-Touh has experience with this topic through

his career as a researcher in NGOs and Moroccan associations. He confirmed from our
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background research that the number of cancer diagnoses in Morocco is increasing, and that
receiving treatment can be a complicated situation for Moroccans because treatments are more
expensive than the average annual salary (R. Touh-Touh, Personal Communication, January 29,
2020). Association Jannat needs to educate their target audience on the need for their
organization, so we decided to incorporate cancer statistics and information should be
incorporated into Association Jannat’s marketing strategies to bring awareness and begin to
normalize the disease (O. El Addouli, Personal Communication, January 12, 2020).

Mr. Touh-Touh also informed us that there is a general lack of trust in NGOs among the
Moroccan population. We were first introduced to this idea by a regular NGO volunteer who has
had ample experience working with successful NGOs in Morocco, Nour-Sadate Benhima. He
confirmed the importance of Association Jannat’s audience understanding the importance of the
organization, which can be found in Appendix J. Our interview with Mr. Benhima helped us
switch into the mindset we needed to understand in order to better help Association Jannat. Adil
Errami (Appendix K), another IES staff member, reiterated the Moroccan population’s lack of
trust of NGOs, but was able to suggest that Association Jannat should use transparency in their
brand and online presence to gain trust from their target audience.

From our analysis of our interview data, we recommend to Association Jannat that their
social media accounts include all of the brand information that they created in step one of this
marketing plan. If Association Jannat is able to express their values and identity through their
posts, and emphasize that donated funds are reaching those in need, their target audience will be
able to trust them. Additionally, we recommend that the Association post about the daily goings
on at the Association. The Association can post images of the residents having group dinners,
participating in group Quran readings, and participating in group painting sessions. These posts
will aid in their audience’s understanding of who they are as an organization and what types of
services they provide for their residents. Posting about significant achievements for the
Association is also important. Days like their founding, a resident’s remissions, or a visit from
the Prime Minister of Morocco should be reported to their community through their social
media.

Lastly, Association Jannat should post resident’s stories, with their permission. All of the
residents at Association Jannat are so inspirational and can aid in breaking down the stigma of

cancer. Additionally, these stories will touch individuals' emotional side. Our interview with Ms.
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Beaulieu and Ms. O’Brien revealed that the use in pathos in marketing can lend itself well to
creating a strong connection with an organization’s target audience. These stories represent
recommendations in and of themselves, as they are stories of how Association Jannat is able to
help those in need. They also explained to us that when posting these stories on social media,
they should all have one common thread. This common thread should connect to Association
Jannat’s message and mission statement (L. Beaulieu & S. O’Brien, Personal Communication,

November 8, 2019).

Strategy 2: Social Media Strategies and Platforms

After all of our interviews regarding Moroccan culture, it was our understanding that
Moroccans use Facebook mostly frequently compared to all other social media platforms, but
after our interviews with Enactus and MCISE, we realized that Instagram, Twitter, and LinkedIn
accounts are also valuable for specific purposes. MCISE is an NGO in Morocco that focuses on
using social entrepreneurship and innovation to face Morocco’s social problems. We spoke with
their Communications and Community Development Manager, Hind Azelmat, and their
Incubation Manager, Nihale Mougaddar, who each have extensive experience in marketing
NGOs and building brand presence in the Moroccan community. This interview can be found in
Appendix L. Ms. Azelmat, who ran MSCISE’s social media account full-time for 18 months,
explained that she maintained Facebook and Instagram accounts for the organization to reach a
wide audience and young people, mostly through posting videos and photos. She maintained a
Twitter account for the NGO to post updates and promote events they were hosting, and she
maintained a LinkedIn account to network with other organizations and people in their

community.
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Figure 10: Example of an Informative NGO Facebook Post

Ms. Azelmat claimed that the organization’s LinkedIn account aided in establishing their
professionalism and legitimacy as an association. Both she and Ms. Mougaddar emphasized the
importance of developing Association Jannat’s professionalism on social media. In order to
establish professionalism, the Association will need to start writing their posts in English
primarily, then in French and Arabic. Figure 9 shows an example of an informative post that we
supplied in our deliverable. All of this information was confirmed and reiterated by Ms. Rabeh
from Enactus.

Our Enactus and MCISE interviewees also informed us of some techniques to be
successful in marketing on social media. Based on this data, we recommend that Association
Jannat post on Facebook and Instagram 2-4 times per week, create both a Twitter and LinkedIn
account, and post on these platforms when necessary, i.e. when an accomplishment occurs, or
preceding a planned event. We are also recommending that Association Jannat use photos and
videos to relay information to their followers, and that they write informative captions for these
posts that include hashtags, their location, and tagging when necessary. Lastly, we recommend
that Association Jannat hire a full-time employee, volunteer, or intern to manage their social
media accounts successfully. Our marketing guide also provides Association Jannat with

examples of accounts and posts from other NGOs that they can use as a guide to follow when
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they start posting on their own. Ms. Azelmat’s and Ms. Mougaddar’s biggest piece of advice for
Association Jannat was that they start small, but think big. This is why we recommend that
Association Jannat first establish a community presence in steps one and two of our marketing
guide, and then begin to target global audiences through grants in step three.

4.3 Recommendation 3: Future Steps

Strategy 1: Networking

The third step in the deliverable details all the actions Association Jannat should take
beyond brand and social media marketing. This is the step that will lead to funding, which is
their ultimate goal. Mr. Touh-Touh shared with us that he feels that “networking is a practical,
solid solution to the problem” (R. Touh-Touh, Personal Communication, January 29, 2020). This
point was further emphasized to us by the experts from the SimSim Association and MCISE. The
SimSim Association’s Executive Director, Mr. Ismail Ilsouk, emphasized the importance of open
communications amongst organizations and focused on being relatable to other organizations
and their target audience, as seen in Appendix M. Ms. Azelmat and Ms. Mougaddar explained
that one of the reasons MCISE has been so successful was the connections their president has
made with international organizations while he travels. They explained that Moroccan culture is
all about relationships, and that networking is the only way to discover possible grants, donors,
or contributors. From all our snowball interviews in Rabat, we assembled a list of networking
opportunities and individuals that our sponsor can contact and connect with. In our deliverable,
we also explained the significance of networking, and defined information our sponsors should
share with each contact. This list of contacts includes NGOs that do similar work to Association
Jannat, particularly successful NGOs in Morocco, the Ministry of Health, embassies of various
countries, and initiatives that will provide aid for their cause. Mr. Addouli explained that when
making these connections, our sponsors should try to find common ground with these individuals
in order to create a mutually beneficial situation. This is similar to what Ms. Mougaddar
explained, in that an organization should always have representatives sharing the organization’s
goals, values, events, ideas, and expertise with others. For Association Jannat, we recommend

initially that these representatives be our sponsors, but also the residents.
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Strategy 2: Earned Media and Using Your Own Resources

During our background research, we discovered that earned media is the most compelling
advertisement because people trust the opinions of individuals that have had experience with an
organization. It would be beneficial if the current and past residents of Association Jannat share
their experiences with other cancer patients at the hospitals, their families and friends at home,
and with anyone in their community. Word-of-mouth is a prominent means to learn news in
Morocco; news would spread widely, as the women who stay at Association Jannat travel from
all over the country to receive treatment in Rabat that cannot receive in the home city (H.
Azelmat & N. Mougaddar, Personal Communication, February 6, 2020; Resident 1, Resident 2,
& Resident 3, Personal Communication, January 27, 2020). After we spoke with some of the
current residents, we saw the impact of their testimonials of Association Jannat. Some of the
residents shared that Association Jannat has provided them the support and care that their
families could not afford to give them (Resident 1, Personal Communication, January 27, 2020).
One resident put it simply: “I wish more places like this existed” (Resident 2, Personal
Communication, January 27, 2020). Every resident we spoke with was thankful to God for Mrs.
El Qorti and could not express greater gratitude for Association Jannat. Testimonials like these
would stick in others’ hearts and would demonstrate how important Association Jannat is to so
many families and individuals.

Our sponsors could also use the residents’ skills to raise the Association’s visibility and
create extra income. Ms. Mougaddar shared that one of the primary ways that MCISE makes
money is to sell their expertise to others. While certainly in different areas, Association Jannat
residents have expertise in weaving, sewing, knitting, painting, embroidery, and other
handicrafts. It might make sense for our sponsors to host a craft sale of goods created by the
residents. The residents of Association Jannat already participate in group crafting activities to
keep their spirits up, using the pieces that they create to give back to the Association is practical
(A. Sissaoui, Personal Communication, January 15, 2020). However, in order to reach beyond
the small sums of money that Association Jannat could collect from these events, our sponsor

needs to begin applying for grants.
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Strategy 3: Applying to Grants

Many successful NGOs in Morocco are funded by foreign organizations; these
international funds can be obtained through applying for and receiving grants (N. Benhima,
Personal Communication, January 21, 2020). In order to learn more about the process of
applying for grants, we conducted a semi-structured interview with Mrs. Julia Adams, Appendix
N, who works as an Assistant Program Director for grant writing in the social work sector. She
has spent five years writing grants for Catholic Charities of Boston, so she was able to share
information and techniques about grant writing. She informed us that in order to apply for a
grant, an organization must present a program that they are requesting money for. This program
must target a need and have a purpose that provides a solution for that need (J. Adams, Personal
Communication, February 6, 2020). She also explained that organizations should apply to many
grants and be applying all the time; the goal for an organization should be to have a variety of
different types of donors (J. Adams, Personal Communication, February 6, 2020). We gained
additional information about grant writing for NGOs in Morocco from Mr. Benhima. He shared
that oftentimes funds are only granted to NGOs that provide a service that educates its
participants, which revealed that Association Jannat may struggle to receive grant money.

In our deliverable, we are providing Association Jannat with all of the insight that Ms.
Adams provided to us regarding grants and grant writing. We are suggesting possible
organizations to target first that we discovered through online research and some suggestions we
received from our interviews. These organizations include USAID, WHO, the Moroccan
government, the European Union, the Ministry of Health, and the Initiative for Human
Development, among others. We also provided examples of grant portfolios and grant
applications. Lastly, we recommend that our sponsors hire an employee, intern, or volunteer that
specifically works on grant writing and compiling their portfolio for grants because it requires a

lot of time and effort to be successful.
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Chapter 5:

Conclusions

This project’s goal was to provide a feasible solution for Association Jannat’s marketing
and fundraising challenges that will be sustainable for the future. Our instructional guide
provides information to our sponsor on how to increase Association Jannat’s visibility and funds.
This guide should help our sponsor create a structure of marketing and fundraising operations for
the Association.

Our sponsors should start by developing their identity and brand so that they can share it
with others. Once they understand who they are as an organization, our sponsors can begin to
build that brand on Facebook, Twitter, Instagram, and LinkedIn. Additionally, it is extremely
important that our sponsor begins to develop a network. Between networking and social media,
Association Jannat can build their reputation as a professional and legitimate NGO in Morocco.
Once Association Jannat has increased their visibility and name recognition, our sponsors should
begin to apply to grants. At this point, we highly recommend that our sponsor expands the
management of the Association in order to more successfully maintain social media accounts and
apply for grants. Beyond our project, we also recommend that our sponsor create a website for
the organization and increase the number of staff for Association Jannat so that they can have
individuals available to focus their efforts and expertise on every segment of the Association.
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Appendix A

Final Deliverable

STEP 1: BRAND DEVELOPMENT

Goals for this step: Develop your identity, your message, and your mission.

Your identity: 4-5 words that represent Association Jannat. These will be your buzzwords that you use in
all of your posts on social media. At least one of these words should be in every post. This will allow your
audience to easily relate to you if they see words that they believe in.

Your message: This message should include at least 2 of your buzzwords.

Why you do what you do: Explain the cancer problems in Morocco

Where do you want to go? Who do you want to be? What are your goals?

Your mission: A mission statement is a statement that encompasses all of the above. It includes why
your organization exists, what your goals are, and what you do.
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Appendix A (cont.)

SWOT Analysis
Internal External
Internal Strengths Weaknesses
e What are your strengths as an organization? e What are your weaknesses as an organization?
e What do you do well? e What can you improve on?
e What do you provide? e What makes you most frustrated about working
e \What makes you unique? at this organization?
External Opportunities Threats
e What opportunities can you take advantage of e What can threaten your organization because of
because of your strengths? your weakness?
SWOT Analysis - Association Jannat
Internal External
Internal Strengths Weaknesses
External Opportunities Threats
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Appendix A (cont.)

Create a portfolio of all the important things that happen for the Association:
— This will be good to reference when posting on social media or applying for grants
— The portfolio should include:
Dates
Names of events
Details of what the event was about/what happened
Significance of the event
How the event was set up/created
e Qutcome of the event
— Each event should have their own page(s)
— The portfolio should also include important milestones for the Association
e Statistics
e Number of patients helped
e Amount of money raised

Examples to include in the portfolio:

e WPI visits

e Brahimi fundraising

e Prime Minister Visiting

e Sending some women on a religious retreat



Appendix A (cont.)

EXAMPLE EVENT CATALOG PAGE FOR PORTFOLIO

Event Name: Visit from WPI students

Event Date(s): 11/01/2020 - 08/03/2020

Event Details:

A group of four WPI students came here for two months to complete a project concerning our marketing
and fundraising practices. We had multiple meetings during their time in Morocco. This was a
collaborative project between the students and the Association.

How the Event was Set up/Created:
We were in contact with the advisors of the project from WPI. Additionally, this contact was made a lot
easier due to other partnership with some students from WPI that worked with us last year.

Outcome of Event:
The WPI students provided us with an instructional marketing quide and some plans for us to execute in
the future regarding networking and fundraising.

Significance of Event:
The WPI students were able to teach us how to create our brand and identity as an organization. They also
helped us improve our social media accounts and provided with some contacts to begin networking.
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Appendix A (cont.)

BLANK EVENT CATALOG PAGE FOR PORTFOLIO

Event Name:

Event Date(s):

Event Details:

How the Event was Set up/Created:

Outcome of Event:

Significance of Event:
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Appendix A (cont.)
STEP 2: SOCIAL MEDIA

Goals for this step: Create an online presence for the organization. People cannot give to your
organization if they do not know you exist.

Content

Tips

Example

Post about the patients’ stories

Resident A has been undergoing treatment for
breast cancer for 3 years, but it is getting worse.
Subsequently, she needed to travel to Rabat to
receive a mastectomy that wasn’t available for her
at her local hospital. She has been recovering with
us for 4 months now.

Large moments in the patients' lives

- Patient A was able to celebrate her son’s 5th
birthday because of AJ

-Patient B who has been with us for 3 years is
finally in remission

-Patient C attended an event for XYZ

Testimonials from residents, former residents, and
their families

What AJ means to them and what AJ has done for
them

Information about cancer in Morocco

-Lack of care for cancer, especially in the more
rural areas where these residents travel from
-Moroccan healthcare system

-Statistics about cancer in Morocco

Statistics about AJ

-How many people AJ has helped

-% of certain types of cancers of AJ residents
-Kilometers that residents travel to receive care
-Number of former residents of AJ that have gone
into remission

Big Events for Association Jannat

-WPI visits/Brahimi fundraising
-Prime Minister Visiting
-Sending some women on a religious retreat

Things You Do Daily at the Association

-Dinners with the women
-Their paintings
-Group Quran readings
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Appendix A (cont.)

Strategies & General Tips

Include your name, contact information, address, association name, location
Captions are extremely important to explain what the picture says

Write captions in English, French, and Arabic

o This will reach a more global audience for the future when we start to apply for grants
Post at least 2 times per week. People will unfollow inactive accounts. Plus posting more
frequency will constantly remind your followers that you exist

Use hashtags on your posts

Short videos are more effective than long ones
Contact other similar pages for free advertising

Facebook Tips:

Optimize the About section

>

X 0@ E® ®¢

About

Q

31.9483342,35.8541420
Amman, Jordan

Get Directions

+962 6 593 3211

Typically replies within a day
Send Message

www.jordanriver.jo

Nonprofit Organization - Community Service
- Investing Service

Price Range $$

Hours 8:00 AM - 4:00 PM

Suggest Edits

See All

a

a

a

a

A

Organization’s Location

Organization’s Phone Number

Organization’s Website

Organization’s Category

Organization’s Hours

Follow similar pages and write comments including the link to your page

SimSim Association
MCISE

Enactus

Jordan River Foundation
Orbis International

O O O O O

37



Appendix A (cont.)

Posting videos and pictures with better quality and meaning
Post informative pictures or brochures

Jordan River Foundation (JRF)
Yesterday at 7:44 AM - &
slall allall o)l dabiing ¥5SS6S go Oolaill o3 H 105 dwwwde Ciold . . . .
ewc Caption in Arabic that explains the
Ganl Luesill Jlre (B Granasis Girue Jual olsiny coyad dale Suain G .
27 ssuaam bole (B sleall Lle Aadlall £ oyt aud slal] Wdlgiwl sudiys p|ctures
Gag sl sl Slass Lmazs Ll bole Glaww Lsas (e Basdius
o081 (B aluall aud )T dusnl e el gaizall elipY dgesi wila> audiis
. Tr_aining 27 female b.eneficiaries from severz_:l clf]aritakfrle < Capt|0n |n Eng“sh
associations in water conservation awareness and facilitation skills
.under the Coca Cola-funded Water Conservation in Madaba project
#CocaCola #GWC #JRF < Hashtags related to the post
See Translation
< Multiple quality pictures
<

QO 78 10 Comments

38



Appendix A (cont.)

Orbis International
February 4 at 1:00 PM - §

©

rbis
*

Popular hashtag

a

On #TransformationTuesday here's a great story of a little girl who'd
be facing a lifetime of vision problems if it wasn't for the Orbis
family. so . L &

Our colleagues in India have been working hard to establish the
National Childhood Blindness Initiative which has helped open 32
children's eye centers across the country.

One of those centers was opened by our CEO, Bob Ranck, in April
last year in Bihar - one of India's poorest regions.This is where our
teams met the amazing Vaishnavi. Read her story below.

4

Informative caption

a

Caption in English

A huge thank you to our partners, supporters and expert Volunteer
Faculty who make this all possible. Ji, J, .,

- Informative/Quality Article/Story

ORBIS.ORG
India: Vaishnavi can smile again now she can see | Orbis

Vaishnavi's father feared the worst when she lost her vision to a...

Oo 59 2 Comments 7 Shares

e Have a donate section on main page
The donate section on your Facebook

- will be connected to the organization’s
Donate -
bank account.

Community See All

2L Invite your friends to like this Page
s 42,599 people like this
=\ 43,052 people follow this

© 100 check-ins

L

About See All
({0 +1646-674-5500

www.orbis.org

Charity Organization - Nonprofit
Organization

® @&

Price Range $

Y

Suggest Edits
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Appendix A (cont.)

e Create an events section

Past Events

| Baithak | 4th Edition from Goonj
2 a an 21 71 quest

Baithak | Goonj
Nav 29, 2018 2019 - 117 gue:
Saturday Walks With Goanj

n 1, 2019 - Oct 19, 2018 - 507 gu

Disaster - Myths and Realities: An Exhibiti...

Oct 11, 2019 - 103 guests

Joy of Giving Week {Daan Utsav)
Oct 2, 2019 - Det B, 2019 - 159 guest

Volunteers Meet
s a0

Kitaab- A Book Fair of Books people loved
2 Sat 10 AM UTC+08:30 - 271 guests

21

Menstruation Dialogue: Missing Voices an..

Until Apr 18

Chaupal 2020

ONJ

FE2 Sun10:30 AM FE2 Sat2PM
16 UTC+05:30 29 UTC+05:30

13

A

% Interested

GOONJ
New Delhi

GOONI

India Habitat Centre

A

GOONJ
New Delhi
GOONJ
GOONJ

Indian Institute of Mass Ca.

The event page is meant to share
events that an organization is hosting
with all their Facebook friends. It
includes the event’s name, date(s), and
a description of the event.

This feature also allows individuals to
show their interest in the event, save
the event in their calendar, and share
the event with others.

This will also create a calendar of your
events for anyone who visits your
page and for yourselves.

40



Appendix A (cont.)

Instagram Tips:
e Post quality videos and photos
e Tell the stories of residents which will be captivating

Quality
Photo

@ mercycorps & « Follow

@ mercycorps & This week, we're
celebrating young people who are
building climate resilience in their

communities.

Meet Gabriel, the first person to join ——

our AgriJoven program in Guatemala.

Through the program, he learned how Moving

to increase crop production and yields

—plus, how to save and invest back Story

into his family's farm and build a better

future for himself. #AidDelivers C—
Qv N Related

hashtag

99 likes

Add a comment...

e Follow similar accounts and write comments describing your page

o O O

o

Mercycorps

Doctors without Borders
MCISE

Enactus

SimSim Association

The Lalla Salma Foundation

e Follow individual accounts (40-50 a day) and remove them from following a week later.

o

This is random people that you follow to let them know that you exist on Instagram. It is
likely that they will see your cause, relate with it, and continue to follow you.

41



—

Quality/
Moving
Photo

Appendix A (cont.)

&

doctorswithoutborders « Follow
Port-au-Prince, Haiti

Photos: Frederic Sautereau, Julie Remy,
Mashid Mohadjerin, Bruno Stevens,
Tristan Pfund, @williamodaniels, Chip
Somodevilla

#doctorswithoutborders #Haiti
#Haitiearthquake #PortauPrince
#earthquake #naturaldisaster
#emergency #MSFarchive #archive
#patients #Haitian #surgery #fracture
#amputations

© Qv N

3,844 likes

A

a

% doctorswithoutborders « Follow
Port-au-Prince, Haiti —
Location
% doctorswithoutborders @ #OnThisDay —
10 years ago today: Haiti Earthquake
tragedy. Remembering January 12, HaShtag
2010 - Over 200,000 lives lost. Millions
suddenly left homeless. Two of our
three medical facilities collapsed. 12 Se——
staff members killed. Within minutes, L.
people came seeking help for their Statistics/
injuries. Within hours, hundreds .
needed surgeries. In ten months, we Eng | ISh
had treated over 385.000 neonle .
©Qv 0 caption
3,844 likes
Location

Have an informative profile

enactusmorocco BB -

1,336 posts

‘ Enactus Morocco

Seeing opportunity. Taking action. Enabling progress.
www.enactus-morocco.org

12.2k followers

a

Tagging other accounts can attract
their followers and build a network on
social media

Hashtags
< Name
- Slogan
G Website
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Appendix A (cont.)

Twitter Tips:

Tweet updates and about events

Tweet frequently.

Post visual content.

Utilize hashtags.

Engage with replies, retweets and tags.
Create an inviting profile.

Identify followers within your network.
Draw in followers outside of Twitter.

Doctors w/o Borders &
24 9K Tweets

SN

a

Quality Profile and
Background Images

Doctors w/o Borders &
@MSF_USA

a

Description
Location and Website Link

Providing medical aid where it's needed most.

®© New York, NY (& doctorswith lers.org [ Joined May 2008

a

1,505 Following 899.9K Followers

11 Doctors w/o Borders Retweeted

> MSF Western & Central Africa @VISF WestAfrica - Feb 10 v
4',' #Liberia - #EpilepsyDay -One of the world's most common neurological

diseases, epilepsy affects nearly 50 million people. < Hashtags
In Liberia, @MSF works in collaboration with five local health facilities to .
treat more than 1,300 epilepsy patients. G Tagglng
£ bit.ly/2HbLSQk — Statistics
< Informational Video
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Appendix A (cont.)

Celebrating

a

45 years
of Learning & Caring

Childin.Needlnstitute
@cini_india

ChildinNeedInstitute-Malnutrition-Underprivileged-Save a child-NGO-India-NPO-

a

NationalAwardWinner-Kolkata-Health-Education-Nutrition-Protection

®© Kolkata, West Bengal (& cinindia.org Joined February 2012

a

323 Following 933 Followers

) ChildinNeedinstitute @cini_india - Jul 25, 2019 v
f' As part of 1000 days project, with support from @Oracle Oracle and in
collaboration with @CAFIndia, a meeting was held with the CDPO of
Siliguri for conducting Nutritional Counselling and Child Care Session
(NCCS) jointly with ICDS department in the slums of Siliguri.

Q1 01 Q 5 &

a

Informative and Moving
Background Photo

Informative Description

Location and Website Link

a

Tagging

a

English Tweet

Informative Photo
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Appendix A (cont.)

LinkedIn Tips:
e NETWORK

o Connect with any individuals and organizations that you meet
o Connect with organizations that are similar to yours

Make Your Profile Public.

Update Your Location.
Be Strategic About Your Endorsed Skills.

LinkedIn gives your organization validity and professional status

o Your skills should be reflective of what you do as an organization and what your values

are
Create a Customized URL.

Add a Background.

Update Your Profile Picture.

Add (or Update) Contact Information.
Improve Your Headline.

oo T o
Bill & Melinda Gates Foundation

Philanthropy - Seattle, WA - 670,335 followers

All lives have equal value.

+ Follow Visit website 2

Partners In Health + Follow ===

29,013 followers

6d+ @
For #WorldCancerDay, we spoke with Dr. Cyprien Shyirambere, oncology
program director for Partners In Health Rwanda. Shyirambere leads the Butaro
Cancer Center of Excellence and shared what’s new at the center:  ...see more

On this World Cancer Day 2020, | stand with
thousands of cancer patients around the world
and their families. | salute efforts to address this
growing burden and | urge the global community
to reduce the disparities in cancer care, in order

to achieve universal health coverage.
[——
Dr. Cyprien Shyirambere, director of

oncology, Butaro District Hospital
Partners

in Health
O 15
N Like =] comment = Share

P

Background Photo
Represents
Organization

-
«

Profile Picture = Logo

1 person from your school was hired here

See all 2,281 employ on LinkedIn -

Description and Link
to Website

Popular Hashtags (you
should also post on
World Cancer Day)

a

a

Moving Testimonial
and Story
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Appendix A (cont.)

e Create an informative About Section

Overview

The Moroccan Center for Innovation and Social Entrepreneurship is a not-for-profit

Detailed description of

dedicated to finding entrepreneurial and innovative solutions to every social <
challenge in Morocco. It was founded in 2012 by a group of 17 people enthusiastic the organ|zat|on
about social change in Merocco.
re that supporting social entrepreneurs with system-changing ideas can
provide benefits for Morocco and the wider global community.
< Description in Arabic
] Jiius ‘_,.:“_A.U_I Jasl il
wd.dzlsg ._,,_Q_:J cleil Ruoz a8 e LaizAl
il )...\bJ| ._l)s_c_||_r_ ._1‘-5}‘_:‘_” Er_-:" daclaizll dlglaall
P Y- PRI Lo J5% pdgo _-L‘AJL..'L ,_,5_: .;l.:,gl';-d g
Wehbsite http://www.mcise.org - Website Link
Industry Civic & Social Organization
Company size 2-10 employees
32 on Linkedin @
Headquarters Rabat, Rabat & LOC&tion
Type Nonprofit
Founded 2012
- o I Skills/Specialties that
Specialties Social Business, Human Centric Design, Strategy
Consulting, Innovation training, Startup Accelerator, < would be hEIPfUI to

Developing Programs, and Design Thinking

include for a Nonprofit
Organization
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Appendix A (cont.)

STEP 3: FUTURE STEPS

Goals for this step: Build relationships in the Moroccan community and increase funding for the
Association.

Networking and Partnerships: Networking, as you know, is what Moroccan culture is centered around.
The more relationships that you build with others in the Moroccan community, the more trust there will
be in Association Jannat. Networking will open doors to meeting possible donors and volunteers and an
opportunity to learn from others. Additionally, this will make Association Jannat a more credible
organization to donate to and partner with.

Contact in other NGOs that met with us:
e Enactus Morocco: Connections for Funding, Marketing Volunteer for the Association

o morocco@enactus.org

o International NGO working in the field of student social entrepreneurship and sustainable
development.

o Vision: “A world where young people, leaders of the academic and economic world
engage in entrepreneurial action to promote societal progress and shape a better and
sustainable world”

o Mission: “Support students in the implementation of their social entrepreneurship
projects, through events, training and national and international competitions”

— Bouchra Rabeh,
Director of Digital Management and Communications
- Met with WPI team on February 5th, 2020 to better understand how a
successful and sustainable NGO has capitalized on digital marketing

e MCISE:
o Not-for-profit dedicated to finding entrepreneurial and innovative solutions to every
social challenge in Morocco.
o Vision: a world where innovative ideas and opportunities are at the service of the
common good
o Mission: Find innovative and entrepreneurial solutions for every social challenge in
Morocco
— Hind Azelmat,
Chief Happiness Officer, Formerly Director of Community Management
— Nihale Mougaddar,
Incubation Program Coordinator
- Both met with WPI team on February 6th, 2020 to share insight on
Moroccan NGO communication channels and networking
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e SimSim Association
o “Aims to use information and communication technologies to support and facilitate the
participation of citizens in the management of public matters, in accordance with best
practices of good governance”
o Mission: Constructive, engaging dialogue between citizens and their government
— Khalil Dekiki
Program Manager, Innovation for Change
— Ismail llsouk,
Director Executive

Additional contacts:

e Ministry of Health
o contact@sante.gov.ma
o +21253776 1025
o +212537761403
o +21253776 36 62

e National Coordination Office of the National Initiative for Human Development
o +212537215562
o +212537215577

48


mailto:contact@sante.gov.ma

Appendix A (cont.)

Using your own resources: the women!
Marketing through the women:
e Earned media is the most valuable marketing there is.

o Earned media is free media or promotions by people how have experienced a business’
product or service. Earned media is typically the honest opinion of the individual’s
experience with the product or service. Great reviews and stories from the women will
build others trust in Association Jannat and the overall visibility of the organization.

e Have them share their experience with AJ to everyone they know at home when they return
e Have them tell other patients at the hospital

Fundraising through the women:
e Sell some of their handicrafts
o Paintings
Knitting/Crochet
o Embroidery
o Weaving
o Etc
e Host events to sell these handicrafts
o These events will not only make some money, but they will also raise awareness of the
Association

o

Additional Future Steps

e Create a website
o Contact Information
Address
Donation Link
Events
Pictures
Stories of the Residents
Founding Story for Association Jannat
e Post on Tanmia.ma for job postings, event postings, and general visibility

O O O O O O
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Appendix A (cont.)

Grants:

Grant Process
e Determine “the project”
e complete/ draft project description and information
o Mission statement
o Statement of objective (include timeframe)
o Project description = “need statement”
m  “Need” defined
Access: “Who will it serve?”
Description of services to be delivered/methods
Leadership (organization's capacity to complete)
Accountability practices and expected outcomes
Budget

You may:
e Submit “Letter of Intent” (LOI)
o 2-3 page summary of project description
m Include alignment with funder’s goals/ priorities
o Isarequest to submit a grant application, NOT a request for funding
And/or:
e Submit a “Letter Proposal”
o 3-4 pages of project description
o Isarequest for funding
And/ or:
e Submit a “long proposal” or formal application document
o Can be 20-25 pages, including 7-10 page appendices
o Should include a cover letter
o Should include a proposal summary and funding request
o Should include page numbers, table of contents, an abstract or summary, appendices for
resumes, relevant data

Project/ Information
e Mission statement
e Statement of objectives (how?)
e Program description
o Define “need” that program addresses
m context/ history (cite sources if possible)
m Audience/ client demographics (who do you serve?)
m  Alignment with government’s objectives
m expected/ achieved outcomes (cite sources/ data)
o Access: who is eligible?
o Description of services currently provided
e Leadership= organization’s capacity to make an impact
o ldentify key people, their roles, and their qualifications
m Include job descriptions
m Include resumes/ CVs
e Accountability Practices
o Data/ information systems in place
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Appendix A (cont.)

o How are expenditures determined and tracked?
o How are you tracking outcomes?
m l.e. How do you know you are making the impact(s) defined by your objectives?

Budget (externally audited)
Funders- typically breakdown of all non-profit funding

o Corporations 5%

o Foundations 10%

o Government 15%

o Individuals 70% <« direct mail, social media, events
Categories of support

o Operating funding
o Special projects, i.e. new/ expanded program, equipment
o Capacity- building, i.e. hiring, training staff

o capital/ equipment purchase
o Endowments- long-term planned giving
Information on Foundations, corporations, governments
o Foundation Center and Foundation Directory online
m Foundationcenter.org for Foundation Directory online
o Corporation websites
m Look for links to corporate giving programs
o Government departments

The aim: a diversity of funding sources

Places to look for grants/funding first:

Moroccan government

WHO

EU

USAID

Agakhan Foundation

Saudi Arabia, Brunei

Ministry of Health

Initiative for Human Development

Examples of Nonprofit Mission Statements: https://www.thebalancesmb.com/mission-statements-for-
todays-donors-2502283

Example Thank You Letters for Donations: https://www.thebalancesmb.com/thank-you-letters-donors-
will-love-2501851

Example Thank You Email for Donations: https://www.thebalancesmb.com/how-to-thank-a-donor-by-
email-5-best-practices-2502624

Example Letter of Inquiry: https://www.thebalancesmb.com/how-to-write-a-letter-of-inquiry-loi-to-a-
foundation-2501958
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Appendix A (cont.)

Example Evaluation Section for Grant Proposal: https://www.thebalancesmb.com/grant-proposal-
evaluation-section-2501961

Example Executive Summary for Grant Proposal: https://www.thebalancesmb.com/how-to-write-the-
executive-summary-of-your-grant-proposal-2501963

Example Methods Section for Grant Proposal: https://www.thebalancesmb.com/how-to-write-the-
methods-section-of-your-grant-proposal-2501962

Example Cover Letter for Grant Proposal: https://www.thebalancesmb.com/how-to-write-a-cover-letter-
for-your-grant-proposal-2501949
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Appendix B

Semi- Structured Interview Questions Template:

Interviewee, Organization
Position in Organization
Facilitator(s):

Scribe (s):

Recorder:

Question 1: Please tell us about your background and experiences.
Question 2: How did your organization get started? How did you establish an audience?
Question 3: How do people learn about your organization and what you do?

Question 4: What would you say is the reputation you are trying to create? And how did you create
that? How do you promote your organization?

Question 5: How is your organization supported? And how are they support sustained?
Question 6: Do you have any advice for how to get started?

Question 7: Can you tell us a bit about your online presence? How frequently do you post? What
platforms do you primarily use? What do you primarily use it for?

Question 8: How costly have these endeavors been? How do you keep track of these expenses?
Question 9: What are some effective techniques for digital marketing?

Question 10: What motivates you to share your cause? What motivates others to also care about
your cause?

Question 11: Of the training methods you’ve used, which have you found to be the most effective?
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Appendix C

Semi- Structured Interview Questions and Answers:

Abdellah Sassioui, Association Jannat
Manager and Coordinator

Facilitator(s): F. Atahan, S. Yeaw
Scribe (s): R. Adams, K. Amrein

Recorder: F. Atahan

Question 1: What has been the impact you’ve seen in the lives of those who come through the doors
of AJ?

The residents are all very grateful for our help. They’re particularly grateful for Khadija’s generosity,
opening her house to us purely out of kindness. Many of the people that stay here would not otherwise be
able to get their treatment. Also, AJ (Khadija especially) provides spiritual guidance through reading the
Quran that help the women immensely, and has a noticeable effect on the mood and spirit of the women.

Question 2: What struggles is AJ currently facing?

Al receives “In kind donations” (spur of the moment, often in supplies rather than money). These are
appreciated and have helped run the Association for 9 years, but we struggle to consistently make ends
meet with money. Rent and other expenses need to be met, and we never know if we’re going to have

enough money.

Question 3: Can you tell us a bit about your online presence? How frequently do you post? What
platforms do you primarily use? What do you primarily use it for?

AJ has a Facebook page that Abdullah posts occasionally on when there are important events. Abdellah
does most of the posting on Instagram too, which he uses his own page for. They do not have a full-time

volunteer or employee for this task.
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Appendix C cont.

Question 4: What has Association Jannat done in the past to fundraise or promote the
organization?

They’ve allowed some press to cover them by doing written articles and a few televised interviews of
residents. This gave them enough exposure to be visited by the prime minister of Morocco. They have

also worked with WPI’s professor Brahimi to raise money using Launchgood.

Question 5: How successful have these strategies been?
They have been successful at promoting the organization. Doctors now know about AJ, and so can send

patients here who need help. However, they have not led to consistent donations

Question 6: How do people hear about Association Jannat?
The majority of them hear by word of mouth, whether from friends or relatives, or from the doctors

they’re being treated by.
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Appendix D

Informal, Semi-Structured Interview Questions and Answers:

Residents, Association Jannat
Facilitator(s): F. Atahan, S. Yeaw

Scribe (s): R. Adams, K. Amrein

For anonymity, the four women we talked with are referred to as Residents 1-4 from this point on.
Question 1: How did you hear about AJ?

e 1:surgery back home. What to do? Desperate, crying. Someone gave her AJ phone # for help.
Where to stay? AJ provides all. Stayed w/ family for a while then kicked her out.

e 2: Private place, doctor told her to go to Rabat to see female doctor who told her about AJ. She
doesn't have family here.

e 3: one breast had mass, ER was crowded, someone told her of AJ (security guy at the hospital
told her).

o 4: met some of the AJ residents @ the hospital during treatments.

Question 2: If you’re willing to, could you share your story with us? (Where do you live? What is
your lifestyle like? Career? Family?)

e 1: BC. 7th day after newborn. Sit somewhere and gave her seat to a lady who needed to sit
because she had breast masses. Do | have that too? No screenings, no working mammograms @
public hospital. So, had to go to private hospital and someone in the family paid for that.

e 2: BC. chemotherapy, $500 per session, 17 sessions. There is no health insurance to help with
that. Treatment was at a hospital near her hometown. Sent to rabat for mastectomy

e 3: BC. widowed, hushand past 11 years ago. Had 4-5 operations before the cancer (had to pay for
all of them). used to go to another hospital near hometown they gave medication, cancer went
away and came back worse, so came to rabat. Didn't want mastectomy. MD convinced her to
have the operation by explaining cancer to her. Had the operation 9 mo. ago. 74 yrs. old. When
people say ugly disease, she responds, “I have it, but look at me, I’m ok”. This is a test from
God (Jacob’s story).

e Her doctor experience: been great. Especially here. Her son is busy with his kids.
Daughter is sick too. It has been hard to go from treatment to home; grateful to have this
place.

e Cancer services: public does biopsy, gives it to patient to bring to a private lab, brings
back to doctor to explain.
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Appendix D (cont.)

e 4: Throat and cervical. been at AJ for 13 days, but have been coming to rabat since 2015. (didn't
really need to stay when she had throat cancer, then needed to when w/ cervical). She is doing
radiation now, follow up with chemo and check the size of the tumor. No preventative care, never
ahead, always behind (now she has eye problems).

Question 3: What is your general experience with AJ?

® 1: despair in her heart, AJ helped. They have great support. L’hamdullah!!

e 2: been at AJ for 15 days, they are kept busy (painting). Favorite part of AJ: growing fond of
Khadija and the receptionist (thought of them when she was visiting her kids). Wishes there were
more places like this.

Question 4: How would you describe AJ in 5 words?

e 1: good place where people are fed, provide shelter, treated well.

Question 5: Is your family here with you? Can you speak of the impact having your family here has
made for your treatment?

® 1: husband is here, staying in the men’s annex.
e 2:no family here (visited family on weekend)
e 3:no, widowed.

Question 6: Can you speak of your cancer treatment experience?

- see Q2

Additional notes:

e Screen grabs of successful social medias of other organizations
e All the residents go to the same hospital for treatments
e Who would do their social media?
e \We can suggest people (social clubs).
e Abdellah is on board with is :)
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Data Collection and Sorting

Appendix E1: Contact Information

Appendix Department! Permission and
Date Category Questions | Organization Position Hame Suppression Data
14 Jan 20{NGD G IES Center Director Jussama El Addouli |Mone
15 Jan 20| Sponsor B Al General Secratary | Albdellah Sissaow Mone
Nour- Sadate
21 Jan 20| NG0D | WA, Translatar Benhima Mone
28 Jan 20| Residents [ Al Resident Resident 1 re- family (surpress)
28 Jan 20| Residents cC Al Resident Resident 2 Mone
28 Jan 20| Residents C A Resident Resident 2 Mone
28 Jan 20| Residents C A Resident Resident 4 Mone
Professor of gender
studies. society.
Research in
nonprofits and
28 Jan 20| NGD H IES sss0cistions Rachid Touh Touh Mone
Mg {cutture IES steff member,
03 Feb 20| of giving) J IES translator Adil Errarni Mone
Director of Digital
Management and
05 Feb 20| NGO F Enactus Comrmunications Bauchra Rabeh Mons
Cheif Happinass
Officer, formerly
Director of
Comrunity
08 Feb 20{ NGO K MCISE Management Dr. Hind Az=lrmat Mone
Incubation Pragram
08 Feb 20{ NGO K MCISE Coordinator Nihale Mougaddar Mone
Education Social
Worker, assists
Catholic program directar in
08 Feb 20| N4 (grants) M Charities writing grants Julia Adams Mone
17 Feb 20| NGD L BimSim Director Executive | lsmail llsoulk Mons
Pragram Manager.
Inncwation for
17 Feb 20{ NGO L SimSim Change Fhalil Dekik Mone
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Appendix E2: Interviewees

INTERVIEWEE S
NAME |ORGH|NIZF|TION |PDSITIDN |P|.IRFGSE OF INTERVIEW BACKGROUND AND EXPERIENCES
Qussama El Insight on how NGOs operate in Worked in fundraising and setfing up grants, strong background in it. Was the Outreach and Program Director at the Filbright
Adidouti IES Center Dirsctor Morozeo Comnnission in Morooca.
Abdellah first encountered the associated as a director of a visiting youth group. During the visit. the group got to mest the people
of the orpanization: khadija, har san, daughter, and brother. They azked him what he does and when explaining he had a degres
Akbdeliah Association General Secretary (our | Assesment of cument funding and in business management. They decided he could be an asset in petitioning and communicating with the gowemment in order to
Siszaoul Jannat Sponsor) marketing operations start getting funds. ion, and legal framework.
Mour- Sadsta Elaborate on grants and how they can | Worked with ThinkTanks adn advocacy NGOs, cormmunity not interests. Research Fellow: "The Maghreb in Transition, Media,
E=nhima Translator Ni& be utilized by Moroczan NGOs Knawledge and Power”. Member of a collective of consultants for MG0s around Morocco
Residents 1, 2, | Association Understand their stories and what
3 and 4 Jannat Residents Association Jannat means to them ‘See "Residents” tab
Professor of gender
studies, society. Confirmation of backporund research Gurrently works at the social sciences, langusges and communication, Mational Institute of Statistics and Applied Economics.
Rachid Touh Research in non profits |and potential organizations to contact, | Rachid does research in Socisl Movements, Human Rights, gender, Migration, Quslitative Social Research and Social Palicy.
Touh IES and associations importance of networking Their current project is 'social movements in post Arab Spring in Morococo
|ES Staff member, Percaption of the culiure of giving from a | Professar of Arabic as a Foreign Langage at Mohammed W University. Staff memste as IES. Works with us during intervisws for
Adil Emsmi IES translatar Moroccan citizen's perspective translations.
Community Managerment: Managernant of an online community on social netwarks with more than 70,000 subscribers and an
annual reach of 2 million Internst usars.
- Production of cornmunication medis: Presentation brochure, Enactus in brief, Ensctus Shop catalog, ete.
-P jing andr of advertising igns on social networks.
- Planning and assistance in filming and editing videos for Enactus companies.
- Development and execution of the comrmunication plan for the two editions of the Unilever Young Enfrepreneur Prize.
- Design of the graphic charer, devsloprmant & exscution of the cormmunication plan for the two editions of the Samsung Solve for
Tomarrow Frize.
- Manapgement and development of mailing campaigns distributed to mare than 10,000 professionals.
- Training of enfreprensurs members of the network fo establish their communication plans.
- Content management and creation for the Enactus website: Blog, opporiunities space for job ar internship offers, ete.
Director of Digital Understand haw a succassful and - Devalopment of the "Enactus Shop” platform, an online store of products and services from Enactus companies.
Eouchrs Management and inable NGD has capitalized on - Press relations management for 3 years (2013-2016)
Rabeh Enactus Communications digital i - Management of relations with communication partners: Audiowisusl production agency, & agency & Web agency
Cheif Happiness Officar,
formerty Director of
Dr. Hind Comrmunity Insight on Maorocean NGO started with MCISE 2018, a5 communications manager fior & year and a half. Changed position cornmunity's development
Azsimat MCISE Management comrmunication channels and networking | manager. Different programs, different stakeholder. Mission is to develop the community and i i
MCISE since may 2018, undergrad in industrial engineering. Exchange program with US embassy in WCOMN, entreprenewrship,
Mihale Incubation Program Siratepies for growing a praject through | leadership, history. Involve with entrepransurship with Enactus. Started to really like social entrepraneurship. Knew she wantad o
Mougsddsr MCISE Coordinator ffactive netwarking and communication | change careers when she came back from the US.
Education Social
Worker, assists program | How grants typically wark and the steps
Julia Adams | Catholic Chariies | director in writing grants | Association Jannat should start taking
Has worked at SimSim for 5 years. 10 people are currently in that office. Started in 2013 and finished thisr first project in April
Recommended by Nihal from MCISE. | 2014, Partnered with peoplz in other coundries. Projects used to benefit parliament and the people, helping citizens and creating
Anather perspective of 3 successful discussions. Also assist the institutions, they then created discussions betwesn the citizens and the politicians. They hawe to help
NGO that is relatively young yethasa | people have more knowldge about civic society, they have trainings for pariment people for social media. Inforn people on how fo
ismail Nsowk | SimSim Director Exacutive large network. wvote. Mission: Increase civic participation.
Recommeanded by Mihal from MCISE.
Anather perspective of a successful
Program Manager, NGO that is relatively young yethas a
Khali Dekid | BmSim Innowation for Change | lange network.
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Appendix E3: Residents

[ RESIDENTS
DO YOU HAVE
FAMILY STAYING (EMOTIONS DURING
REEZIDENT (HOW DID YOU HEAR ABOUT AJ? (YOUR STORY EXPERIENCE AT AJ HERE? INTERVIEW
surgery back home. What to do? Tth day after newbom. Sit somewhere and gave her seat nervous at first, emational
Desperate, crying. Someone gave 1o a lady who needed fo sit because she had breast when talking about
her AJ phone # for help. Whers to masses. Do i have that too? Mo screenings, noworking  despsir in her heart, AJ helped. | husband is here, husband and her
stay? A provides all. Stayed w' mammagrams (@ public hospital. So had to po to private | They have grest support. staying in the men's | appreciation for a place to
Resident 1 | family far 3 while then kicked her out. | hospital and someons in the family paid for that. L'harndullzht! Snnex. stay after being kicked out
b=en st AJ for 15 days, they
are kept busy (painting).
Faworite part of AJ- growing
fond of Khadija and the
Private place. doctor told her to go to receplionist (thought of them
rabart to see female doctor who told | chemotherapy, 5500 per session, 17 sessions. There is no|when she was visiting her kads). | no family hers emotional when talking
her shout AJ. She doesn't hawve h=alth insurance to help with that. Treatment was at a Wishes there were more places | {visited family on | abaut Khadija and
ResidentZ |family here hospital near her hometown. Sent to rabst for masteciomy (ke this weskend) recpefionist.
widowed, hushand passed 11 years ago. Had 4-5
operations before the cancer [had to pay for 3l of them).
used ta go ta another hospital nesr hometown they gavs
medication, cancer went away and came back worse, so
zame to rabat Didn't want masiectormy. MD convinced her
1o hawe the aperation by explaining cancer to her. Had the
operation & ma ago. 74 yrs ald. When people say uygly
disease, she respands, *| have i, but look at me, i’'m ok”.
This is 3 test from God (Jacob's stony).
- Her doctor expenencs: been great. Especially hers. Her Proud of who she is. "Yea i
s0n is busy with his kids. Daughter is sick tao. [t has besn have cancer, but look at
hard 10 go from trestment te home; grateful to have this me, i'm going to be ok Test
one breast had mass, ER was place. from gaod”. Inspirational and
crowded, someone told her of AJ - Cancer senvices: pultlic does bopsy, gives it fo patient to seemed to have a strong
Resident 3 | {security guy st the hospital told her). |bring 1o 3 private [ab, brings back to doctor to sxplain. X no, widowsd. soul.
b=en 5t AJ for 12 days, but have been coming to rabat
since 2015 (didn't reslly need to stay when she had throat
cancer, then needed to when w cervical). She is doing timid. Dispair when talking
radiation now, followr up with chemo and check the size of abaut the next speration
met some of the AJ residents (@ the | tumor. Mo prevenistive care, never ahead, always behind and how she nesds to
Resident 4 | hospital during treatments {now she has eye problems). X

check in with her eyes
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Appendix E4: Association Jannat

ASSOCIATION JANNAT

HOW PECPLE
IMPACT STRUGGLES OHLINE PRESENCE PAST PROMOTIONS SUCCESSFUL? HEAR ABOUT AJ
The residents are all very grateful for our help. They're [AJ recieves “In kind donations™ (spur of the | AJ has a facebook pape that They've slowed sorme press to cover | They hawe been successful
particularty grateful for Khadija's gensrosity, opening | moment. often in supplies rather than Abdullah posts occasionally on them by doing written articles and 3 5t promating the The rajarity of

her house to us purley out of kindness. Many of the
people that stay hers would not otherwiss be able to
get their treatment. Also, AJ (khadija especially)
provides spinitual guidance through reading the Quran
that help the women immensely, and has 3 noticeable
=ffact on the mood and spirit of the women.

helped run the ass

money). THese are appreciated and have

wihen there are important svents.

ociation for 9 years, but [ Akdellah does most of the pasting

few televisad interviews of residents.
This gave them enowgh exposure to be

organization. Doctors now
know about AJ, and so can

them hear by word
of mouth, whether

we strupgle to consistently make ends mest | on instagram too, which he uses
with money. Rent and other expenses need |his own page for. They do not

1o be met. and we never know if we're going | have a ful-time volunteer or

o have encugh monsy.

employes for this task.

wisited by the prime minister of
Worozco. They have also warked with
WPI's profezsor Brshimi to raise
money using Launchgood.

nead halp.

daonations

send patients hera wha

haws not led to consistent

from friends or
refatives. or from
the doctors they're
being freated by

Hawsawer, they

Appendix E5: Brand Development

BRAND DEVELOPMENT

|ESTABIJ SHING A TARGET AUDIENCE

ADVICE FOR GETTING STARTED

'WHAT MOTIVATE S YOU TO SHARE? |

Contact big! intemational comanies (socisl responsibility project) ; but can be more
complication because tax requlations. Advacaing 15t (about cancer) and that can lead to
fundraising.

Community, 15t step, assotiaton naeds Visibiny. more fecopnAion nmematonal than
national. Fublic shoukd recognize the importance of Jannat, Teach people how to fundraise
could be 3 good start. Increasing their social media presance and this wil lead 1
opportunities for marksting and fundraising

MEISE s = succassful NGO, can scue a ot fo
funding from intemational donors becauss they
tarpet social entreprenewrship.

NETWORKING—> 3 practical. solid. solution to the problem. Exanding network as = form of
senice provision. Hosgitaiity s 2 morocesn value, but not donations. Thers is no sense of
trust (based on res=anch). They trust militayr most and social society least. Understand the
civil society and polifical context

ihy peaple give: persanal expsreince

Stanad with education. As they knew more about
ind ons, they

social a \
began 1o better understand their own projects

Start target audisnce. Know your audience 5o you can figure out what that audience wants
from them. Does this augience use sovial media? Do they have acoess to a website? sic

Personal: impasting young people that need
it. Others: sustainabiz impact, itis an
oopartunity for you to devslop yoursel as 3
youth.

Start small, tink big. MCISE start=d smafl and dreamed of national. Now that they have
accompiishiad that. they are dreaming of intermiational competiton. Peopie in Maroczo need
1o think about the good work you 9o but pasting about it zan have 3 bad connotation. Sut t
reach otners, you don't nead to show faces of who donates. But you definitaly nesd to talk
about it Mention your achievements. No one will knove what you are doing if you don't have
it out there Volunteers who work with the NGO, do their job and share. Wiite revisws.

What grabs people to want 1o be invoived in
this cause? Differant programs for different
tarpets and different audiences, they will find
that on the DARE space. Also, there is an
employment crisis in moroco {slso
mofivated). fts human connections— this s
how NGOs get partners, know about you

Having some form of visibiity. Need to establish these communicaton channsis. Emaiing 3
Fist of partners and colabarating with other NGOs and organizations that fund. Websit,
gzscription of what they do. send (peopt= don't really check email). Once you have
your first big sponsor. that's how you get another, and another. There are a kot of events
2nd sshibitions whers you ean o and network and gt to meet peogle who know people
who can help you. You need to network a kot and tak to 3 lot of peogle: You nesd to be and
book professional. Have achisvements lists, look appealing. NGOs that are trustworthy.
transparent, official i

INTER\ [HOW ASSOCIATION GOT STARTED

Oussams EI

Addoulf

MNour- Sadste

EBenhims

FRachid Tauh

Touh
Enactus started in 2008, mainly PR adverbsement. no global communicaton
or social media or website. She started on the digitsl communications for them
and 3l the social media presence. When enactus joined facebook, 1 wias
gradual. 5o then they did bwitter. then instagram. i viasn't 3 t once. Added
an Enactus Shop to gat more sudiance. 1 took them 2 years 1o rzally pet their
audience. We organized 2vents 1o showesse work instea of panticipating in
ones that already existed and that workd better Videos worked really well
showcase what they were doing and they wers informative. Mareso through
word of mouth a1 the beginning and then marksting tansitioned into social

Bouchrs Rabeh | media and now aimost 100% of their information comes from social media.
Foundzd in 2012 by 2 group of young peopiz who balieve in =l sacial impact.
At the beginning, they didn't know themselues and each ather. They met
2ach other at diflerent innovation and entreprensurship events. Creste
something that can have some impact in merceo. They shared the same
missicn in Morooeo, social impact. Organized some different svants to just
start taking. You can find mnovative solutions to problems in morocco and fo
creste your own projects. Worked this program in partnership with different

Dr. Hind tocal NGOs in morocco. Associations which we work with, parents, students

Azelmat 3l fee! the impact

Hihale Events encompass many things— 2 vents perweek: fra2 so itis available

fougsddsr |10 avaryone
Started of an idea of training for gaining information, 3 people attended
Needed entry point to warking with pariament. |t took them 4 years o get into

fsmail Nsouk | the first level of pariiement though making

Communications and Netwarking. Make sure you are always cpen for emmunicatan for an
zudience and shways trying 10 create communication. 1t wil not be difficult for p=aple to
relate to and et behind this cause. People would essily support the government helping
pecple with cancer. Tell Khadis's story as a purpose. A lot of potential for AJL Online
fundraising and local websites as vl as intemational websites. Networking is extremely
important. It is an advantage that AJ is based in Rabat. We've had grants in the past onfy
because of a connection that we had with semeane elss, we would not of had the grant
othenviise. Start with telling the story of the organization and sharing what the orpanization
dozs and what they want to do in the future. Have the organiztion figure out what growth
they want? Craste 3 rosdmap for the orgsnization. UWhat s the direstion of the organization?
What does the future look like? Undsrstanding what that prowth means as wel is important
and trying to contain your messaging to the amount of people that you have the capacity to
senve.

They are just passionate sbout the cause and
they wiant others to be educated and they
want 1o help others as well by providing them
with the knowiedge that they have. Itis
frustrating when you are working with other
organization be things might not move as fast
35 you shvays want them to. You also have to
mike sure the poiifics of sverything is stil in
fine 5 well I you want to work with an
insfitution in Maraozo, you have 2
responsibility to make & work. There is
problem with trusting insttutions in Maracoo
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Appendix E6: Social Media
[

SOCIAL MEDIA
HOW DO PEOPLE HEAR ABOUT THE HOW DO YOU PROMOTE THIS EFFECTIVE DIGITAL MARKETING
INT ASSOCIATION? REPUTATION REFUTATION? ONLINE PRESENCE TECHNIQUES
Oussams El e need o adopt the minst of *hel us help you”
i when trying to make big
Advice They shauld do folow Up
projects with the patiznts When they
%% cured, where do they go? Income
Rachid Touh generating aciivites, while of post | Morocca is @ more Facebook country, Youtube is having some: Integrate the patients themselves, highlight those:
Touh Zure (making bread, pairting, etc). | influencce. that are cured,
They share info 1o youth orgs and groups
They arganize kecal events to promate: Twitter {oover events), Facshaok (pitcures, posts on daily basis), specifically, hest job offerings. Target people
social entragreneurship amang the youth Instagram (pictures), Website, Linkadin (connact with entrpreneuers, | specifically that they know will have a lot of peaple:
Bouchrs Rabeh |\Word of maouth, social media of Moracco Active on social media, networking | partners, i) that vould be fior them.
Social media pages for every program —> Facebook, Instagram, twitter,
Linkedin {depanding on what the channel he channel is defined for
the right audiencz. MCISE is more professional, so they nead 1o be on
the proper channels. Linked in and twitier are very important fo
communicate about the activities for the NGO in general. The two
channels of the peofessional instibutes. Facebook and Instagram: for
young people. The language that we use is very important. MCISE has
an intemational audience so they use English and French, But i
ing is publishad ing about thair achi they want
\fery open that if people have all people to know about t, =0 English. French and Arabiz). Fraquency of
somathing to share and speak with | posts: Facebook 2 per waek: Linkad in or bwitier, whan svents of big
the pubic, they make it haggen (tells | schisvements happen at the organization. The websits helps toa, for
facilitstors). Peogle start not knowing |institutional communications. Partnars want o ook for you on Facebook.
much about sacial entrepraneurship , | They can receive emails from the website to receive messages from
connect with pogle here, learn from | people.
Dr. Hind others, and pet their idea going
Azelmat
Wain role is bo inspire thern and get out of
the tradifional jobs. Entrepreneurshipis a | Share about upsoming svents,
different vant to be social and contribute to| events already hosted. When
the community business. Maroczans don't | someons comes to events, they can
have the courage fotake risks and this | bring more peopie — that's how they
fostars the idea that they can  Education, |grow. Same people ar= not aotive on
Mihale trained trainers, incubation. Morocean social media. so they created 3
Mougsddsr | Word of mouth, very acfive on social media sacial entrprenuership summit. Marketing |whatsapp group
‘Speaking to political parties. networking, making
connections. sharing what they do They had a
base of 20.000-30.000. SimSim poes ontv_its
3mang youth who ara interestad in the work that
they do. Thair sudiencs is very dferant 1o that
of AJ. "We've never worried about people
interacting or applying far cur programe”. They
connect with other, similar platforms. Use
websits to hire and g=t word out about
association: $85-570 to post on the website.
The fundraising call was put onfine for free.
thars are 3 lot of resourcas 25 well —
Tanmia.ma. They have a ot of netvorks and
connections with paopie in Moroceo. 30 They have a wabstte, but facehook is the hipgsst platiarm that they uze
organizations that connact with the work that Als0 have twitter and instagram. They recognae that their visibity and
ismail souk  |they do s osmething that they too want to work on.
[ FUTURE WORK
HOW THE ASS0CIATION 15 ADVICE FOR TEACAHING METHOD & HOW THIS

‘CGST OF THESE ENDEAVORS

INTERVIEWEE | SUPPORTED BECAME SUSTAINABLE GRANTS
Dutch embassy, 30.000 euros, building skills, youth.
Bwiss embassy, Simpsaon association, anling
advocacy platform. MIFI (US), Simpson aszociation,
Mour- Sadsfe right to access information. EED, building skills young
Eenhims morgecan researcher. NED, to build 3 trust index
They need one person full fime (staff, emails, funding). | Intermation funding= luewry for of management. Grants
FRachid Towh “oluntary a= an asset will eventually stop. Might need |provide 3-G years max of funding and training (grant
Touh 3 professional. wiriting, finance, marketing, =tc).
‘Wordpress for website. Do fraining progran on how to
Mewver invested in ads on social media.  |use all the platforms for whaever will be doing it 3t A
pariners, sponsors, tustees, these | Cost of website is $120 USD per year. | Using students to use for their final project in school,
partners focus on cartain areas or External companies do videas fro them: | see if they will work with Jannat. For this project,
regions, so they pet big donors, na | they cover thier events for thern and students need to work with a company of association
Bowchrs Rabeh | fived donars make 3 doc (Heartlight) 35 3 requirement.

The training (you nesd to pay to be
trained). Parinered with the Mational
Initiative for Human Dewelopment
trained people for 3 daysin 12
regions. Saold their expertisa to these
people.Invested in other programs
that they wiark on, partnered with

he program is only for people who want to be cenified
trainers. This fraining is not avaiable elsewhans.
Certified frainers in social Ent. They don't get
theorstical knowledgs. Work in the format of
workshops, learning by doing. Match trainers with
incubates, work together, the trainer’s responsibility to

Nihale Dutch embassy, private sponsors, jguide the incubate. You rust pay to be cartified. This
Iougsddar mainfy dutch companies. is one of the ways MCISE gets money.
Juiia Adams See interview file for details
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Appendix F

Semi-Structured Interview:

Lindsey Beaulieu // Stacy O’Brien
WPI Marketing Staff Members

Facilitator: S. Yeaw
Scribe: F. Atahan

Question #1: What is your background, both related to WPI and before?

Beaulieu:

Started in July 2019 at WPI, came from ad agency RI, digital ads, google ads, social ads, fb, twitter.

How to better improve searches.

Commercial shoots, PR stuff

Social campaigns with O’Brien.

O ’Brien:
Writing, content creation, video editing, social media focused. Announcements, calendar events

Before- administrative assistant marketing assistant director at Chartwells. Sales and marketing.

Question #2: How can social media be used to generate visibility for nonprofits?

Have a business page, that’s a start. Engagement from people. Attract people to comment share
like. No need for money for ads. More visibility in ads but more money needed. Posting more,
content to get engagement will get more visibility. Organic shots of people, people like to see
people our age. Emotional aspect is important. Getting deep is important. Human aspect will be
important.

If you make it relatable people will share. Business vs personal thinking. Asking questions, we
need to get them involved, emotional involvement, and react respond. Other people tagging them
is important. Community focused, doing good.

Emotional marketing success? Use a link if we create 5 different times 5 different ways to tell the
stories. Notes in Facebook. Come to marketing to tell the story, sometimes they add the human
element and pitch.

We’ve reached this percent of our goal, deadlines, help us contribute more, we’re almost at our goal

phrases could be beneficial. You got to show why they should help.
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Appendix F (cont.)

Question #3: What is the best way to establish a nonprofit brand?

- Initial research, insight, strategy, drives next step for the brand

- Tryto get a focus group, ideas of other people what people are doing, understanding the audience
and understand what people want. We need a mission, got to be able to tell and sell it. The logo,
visual brand comes later on. Re asses, don’t say alright this is it! What resonates with the
audience, how it is connected to the culture?

- Customer spotlight seems to do very well, branding someone who has used the product does very
well, if the person was affected use them as a voice. Use Khadija in this case, we got to show that
this really makes a difference. Some people want to be anonymous.

Question #4: Currently, we are focusing on using pathos and storytelling in our marketing to make an
emotional connection with possible contributors. What are some techniques and methods to achieve this
style of marketing? Is this the best technique? Do you have other suggestions?

- Try to connect the story and the goal. Good mix of letting people know what you want. (No
contribution is too small). How their money will affect others. People want to know what happens
with their money. That should be clear.

- Mix of long and short captions. Quick update, short captions. Photo and video on every post do
much better. Focusing on the patients and getting their perspective and stories should be visible.
Happy and sad stories.

- How would you tell their stories? Individual. You got to hear it first. Constants in the stories,
commonalities to make a bigger story. Website will have the long story, posts have bit by bit.

- Outline the site map, home page, section with meet the people who we have helped, donation
page, contacts page. Free website hosts in Morocco?? Location on Google! Making her place
appear on google. Search terms and getting her listed on google maps.

- Community events, table events outside of a grocery store etc.

- Any other organizations that do similar work? (Princess cancer organization)

- Fundraisers on Facebook, go fund me, free way to having a fundraiser.

- Providing incentive through people would help, we need this if you donate xyz you make this
kind of difference.
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Appendix F (cont.)

Question #5: Do you have any suggested resources? Online or professional associations? Places we can
go and read and learn more about marketing?

- Alumni relations are good at getting donations. They could help. The Advancement Department
could provide further help. Plan; Instagram could be a platform. Uber suggests; free keyword
tools, google ads has a free keyword tool.

- Give Khadija examples to get it started with.
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Appendix G
Structured Interview Questions and Answers:

Bouchra Rabeh, Enactus
Partners and Digital Communications Manager

Facilitator(s): K. Amrein
Scribe (s): R. Adams, S. Yeaw

Recorder: F. Atahan

Question 1: Please tell us about your background and experiences.

Graduated in 2013 (Bachelor’s) information science school in Rabat, Masters in 2018 from ___. Joined
Enactus in 2013 and is the communications manager, communications vp for 5 years somewhere
Responsible for digital communication and partner programs, in charge of developing the communication
strategy and plan.

Main responsibilities:

- Community Management: Management of an online community on social networks with more than
70,000 subscribers and an annual reach of 8 million Internet users.

- Production of communication media: Presentation brochure, Enactus in brief, Enactus Shop catalog, etc.
- Programming and management of advertising campaigns on social networks.

- Planning and assistance in filming and editing videos for Enactus companies.

- Development and execution of the communication plan for the two editions of the Unilever Young
Entrepreneur Prize.

- Design of the graphic charter, development & execution of the communication plan for the two editions
of the Samsung Solve for Tomorrow Prize.

- Management and development of mailing campaigns distributed to more than 10,000 professionals.

- Training of entrepreneur’s members of the network to establish their communication plans.

- Content management and creation for the Enactus website: Blog, opportunities space for job or
internship offers, etc.

- Development of the "Enactus Shop™" platform, an online store of products and services from Enactus
companies.

- Press relations management for 3 years (2013-2016)

- Management of relations with communication partners: Audiovisual production agency,
Communication agency & Web agency

Question 2: How did Enactus get started? How did you establish an audience?

Enactus started in 2003, mainly PR advertisement, no global communication or social media or website.
She started on the digital communications for them and all the social media presence. When Enactus
joined Facebook, it was gradual, so then they did twitter, then Instagram. It wasn't all at once. Added an
Enactus Shop to get more audience. It took them 2 years to really get their audience. We organized events
to showcase work instead of participating in ones that already existed and that worked better. Videos
worked really well to showcase what they were doing and they were informative. More so through word
of mouth at the beginning and then marketing transitioned into social media and now almost 100% of
their information comes from social media.
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Appendix G (cont.)

Question 3: How do people learn about Enactus and what you do?
Look above

Question 4: What would you say is the reputation you are trying to create? And how did you create
that? How do you promote your organization?
They organize local events to promote social entrepreneurship among the youth of Morocco

Question 5: How is Enactus supported? And how are they support sustained?
partners, sponsors, trustees, these partners focus on certain areas or regions, so they get big donors, no
fixed donors

Question 6: Do you have any advice for how to get started?
Start: target audience. Know your audience so you can figure out what that audience wants from them
Does this audience use social media? Do they have access to a website? etc.

Question 7: Can you tell us a bit about your online presence? How frequently do you post? What
platforms do you primarily use? What do you primarily use it for?

Twitter, Facebook, Instagram, Website, LinkedIn

Fb and Instagram for pictures

Twitter to cover events

LinkedIn to connect with entrepreneurs, partners, etc.

Daily basis on Facebook > this is hard so in reality its 4-6 times per week, minimum is 3 times per week.

Question 8: How costly have these endeavors been? How do you keep track of these expenses?
Never invested in ads on social media

Stop-by money and begging

The cost of the website is $120 USD per year

External companies do videos for them: they cover their events for them and they made a doc (Heartlight)
Video people contact: will email us

Question 9: What are some effective techniques for digital marketing?
They share info to youth orgs and groups specifically, host job offerings
Target people specifically that they know will have a lot of people that would be for them

Question 10: What motivates you to share your cause? What motivates others to also care about
your cause?

Personal: impacting young people that need it.

Others: sustainable impact, it is an opportunity for you to develop yourself as a youth
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Appendix G (cont.)

Question 11: Of the teaching methods you’ve used, which have you found to be the most effective?
WordPress for website

Do a training program on how to use all the platforms for whoever will be do it at AJ

Using students to use of their final project in school, see if they will work with Jannat, for this project,
students need to work with a company or association as a requirement

Question 12: How did you hear about Association Jannat?
She’s known about the Association for five years. Her mom lived near the association. Seen it through tv
also
Additional notes:

e Has a contact for the video creations (will send to us)

e Additional contacts from other NGOs in Rabat

e \We should send a thank you note tomorrow to remind her and inform her of other people/
organizations we would want to speak with
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Appendix H

Informal Interview Conversation:
Oussama EIl Addouli, IES
Director of IES Abroad Rabat
Facilitator(s): Everyone

Scribe (s): K. Amrein

e Worked in fundraising and set up a grant. Background in it. Grant was in the King’s
name

e We need to adopt the mindset of “help us help you” when trying to make big
connections = use WPI marketing contacts to say we can give visibility in the US
Samira: contact who works with children with cancer
Dr. Rachid Touh-Touh: a professor in gender/ society. Very open to talk. Works w/ IES
Contact big/ international companies (social responsibility project)

e But can be more complicated because tax regulations
e Advocating 1st (about cancer) and that can lead to fundraising
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Appendix |

Informal Interview Conversation:
Dr. Rachid Touh-Touh, IES

Professor of Gender Studies and Society, research in nonprofits and Associations

Facilitator(s): Everyone

Scribe (s): R. Adams, K. Amrein

Recorder: F. Atahan

Rachid Touh-Touh: Professor of gender studies/society

Research in nonprofits and associations
e Service, provision associations
Most patients are from north morocco (because Spanish was in 20s and 30s
e Public hospitals cannot provide shelter
e Cost cancer and low income
Alarming situation right now regarding cancer: 30,000 diagnosed
Link between association and ministry of health
e Some form of funding
INDH-> national initiative for human development
e Funded by world bank, USD etc.
They need one person full time (staff, emails, funding)
e Voluntary as an asset will eventually stop
e Might need a professional
e All Moroccan associations suffer from this
Ministry of health: funding and visibility
e They should have connections
Tribal party affiliation allows for connections (but ministry of health is a bit corrupt in this way)
o INDH less corrupt
Or join a network of small association with similar goals— tetouan city, 3 or 4 in Rabat
Possible networks?
e Will be shared with us
e Sonteportuse? (help for everybody)
There is a new petition: 50,000 signatures presented to prime minister
e Demand is to give free cancer cure for kids
e Big network of activists/ university teachers
Expanding network as form of service provision
International funding= luxury for of management
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Appendix | (cont.)

NIHD: cannot pay salaries, only the $ that will be put into the project
Why people give: personal experience
Cancer problem is new
Al is technically known a bit
Good partner: Lalla Salma Foundation
e In the oncology institution of Rabat
e Funding from Qatar Foundation (very generous), hospital in named after her
Morocco is more Facebook country
YouTube is having some influence
Integrate the patients themselves
e Highlight those that are cured
Hospitality is a Moroccan value, but not donations. There is no sense of trust (based on research)
e They trust military and least trust the social society
Understand the civil society and political context
Moroccan standard for innovation and enterprise
e Successful NGO, can skew a lot of funding from international donors (b/c target social
entrepreneurship)
They should do a follow-up project with the patients
e When they get cured, where do they go?
e Income generating activities, while or post cure
e Making bread paintings, etc.
What form of income can they generate?
Grants provide 3-6 years max of funding and training (grant writing, finance, marketing, etc.)
UK embassy funds civil society initiatives (research based so they need stats about the problem)
Networks of voluntary doctors that can sympathize with them
-> Dr. Sarah Naciri:
e Oncologist institute, use for a snowball interview
People who know cancer or doctors who understand how patients suffer
Ramed: help for health (like Obama care)
e Gave 1000s of these, but hospitals have same capacity
Networking is a practical, solid, solution to the problem
Better to stay within the NGO sector
- MCISE contact: Hind Azelmat: 212611312894
e Network of young people
Can also write an article to Moroccan World News
e CEO: Adnane Bennis:
e Allows for international access
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Appendix J

Semi- Structured Interview Questions and Answers:

Nour-Sadate Benhima
Research Fellow: “The Maghreb in Transition, Media, Knowledge and Power’
Member of a collective of consultants for NGOs around Morocco
Facilitator(s): Everyone

Scribe: F. Atahan
Recorder: F. Atahan

9

Question 1: What is your experience with NGOs?

Worked with think tanks and advocacy NGOs, community not interested

Foreign donors are not interested in Jannat, no skills building

Grants by USAID building skills, not about building facility, improve skills of employees.
Jannat not about building skills, international donors will not be interested

I give money, you provide service, 1 year later what happens? Perspective of donors

Question 2: Can you further describe the international funding?

a. Tell us about embassies/ grants
Dutch embassy, 30.000 euros, building skills, youth

Swiss embassy, Simpson association, online advocacy platform
MIPI (US), Simpson association, right to access information
EED, building skills young Moroccan researchers,

NED, to build a trust index

b. Which ones are known to do this kind of work?
Community, 1st step, association needs visibility, more recognition international then

national.

Public should recognize the importance of Jannat

National initiative for human development (can the govnt help?)

Ministry of Health, NGO that works in that area

National initiative of family affairs

Lalla Salma grant schemes?

Check the foreign organizations that are active here for:

Teaching the skills for fundraising

Henrich Boell Schtifung?? German, program on environment sector and gender

—> creative about our entry into certain topics
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Appendix J (cont.)

Question 3: Where should we start?
Teach people how to fundraise could be a good start. Increasing their social media presence and this will
lead to opportunities for marketing and fundraising

Question 4: Why is community funding doomed to fail?

Not sustainable, good doer, for religious reasons people give money, If I go out of business I can’t help
anymore. Donors don’t want to see the association they donate closing. Issue of using the cause. Not a lot
of people giving unlike US.

Question 5: Which companies might be interested?
SimSim Association has been around for 2009, they might not feel comfortable sharing their techniques
but might share their approach.

Question 6: Do you have contacts that would be helpful for us?
Nour thinks they might not feel comfortable sharing their fundraising techniques.

Question 7: Would it be helpful for us to teach them how to use launchgood/ go fund me (online
platform)?

Online fundraisings, got to do research what’s legal and what is not.

Question 8: Our sponsor wants to stay more local; how do we deal with that?
Foreign donors need to know you prior applying to grant.
Jannat, never heard before working with Global Impacts

Additional notes:

Jannat is advertised on Abdellah personal account, it shouldn’t be that way
Instagram account is not strong, all posts are in Arabic (we need French, English)
Most organizations that get donations have social media that are in English.

With pictures they might be okay but no videotaping.
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Appendix K
Informal Interview Conversation:
Adil Errami, IES

IES staff member, translator

Facilitator(s): R. Adams, F. Atahan
Scribe(s): K. Amrein
Recorder: F. Atahan

Giving is much more informal. Helping people under the table and they don’t brag about it
Facebook videos
e Phone number, call this person to arrange about bank account or something
Moroccans are very willing to help (especially if they are rich), but prefer to so it secretly
Publicity is against their morals, help people as much as we can, don't need to brag, it is
something between you and God.
Set a good example.
e They should imitate me in something good, not bad. See that they are giving, but les so
how much. This will help them become even more trustworthy.
Make sure that when Association Jannat posts things, they get EXPLICIT approval from residents
and such to use their faces or words.
e This will help them become even more trustworthy.
With content producing, Association Jannat will need to be weary of this and walk a very fine
line.
It is not difficult to send money to Morocco through MoneyGram or Western Union. America,
Spain, France, Germany, Denmark. FACEBOOK, YOUTUBE. Interactions with the pages
Seeing the good that they are doing and they are only there to do good
Consider: Not all people trust NGOs. How do | make sure that all the money | send will be given
to the cause? There is a lot of corruption, so that is why people give money hand to hand.
How to make AJ look trustworthy?
e People who donate should be visible and talk directly. | sent $500 to Association Jannat.
You need to see Association Jannat get the money and put it to good use.
Youssef Zerouali
e To prove transparency, keeps all the receipts of MoneyGram and western union. NEED
TRANSPARENCY
People are building more solidarity between each other
e They are more and more aware that they feel the government is working against them
People believe that cancer is caused by the government through food. There isn't supervision of
the Ministry of Health over what they import
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Appendix L
Semi-Structured Interview Questions and Answers:
Hind Azelmat // Nihale Mougaddar, MCISE

Chief Happiness Officer // Incubation Program Coordinator

Facilitator(s): F. Atahan, S. Yeaw
Scribe(s): R. Adams, K. Amrein

Recorder: F. Atahan

Question 1: Please tell us about your background and experiences.
Nihale:

- MCISE since May 2019, undergrad in industrial engineering. Exchange program with US
embassy in UCONN, entrepreneurship, leadership, history. Involve with entrepreneurship with
Enactus. Started to really like social entrepreneurship. Knew she wanted to change careers when
she came back from the US.

- Mandatory internship for last year at UCONN with MCISE

- Incubation coordinator. 2 mo. ago, promoted to manager position. Now has some project
management experience.

- Managing different programs (IUF, operates with universities and foundations that they
support.

Hind:

- started with MCISE 2018, as communications manager for a year and a half. Changed
position community’s development manager. Different programs, different stakeholder. Mission
is to develop the community and stakeholder .

Question 2: How did you get started? How did you establish an audience?
Hind: Started

- founded in 2012 by a group of young people who believe in all social impact. At the
beginning, they didn’t know themselves and each other. They met each other at different
innovation and entrepreneurship events. Create something that can have some impact in
morocco. They shared the same mission in Morocco, social impact. -
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-Was very difficult at the beginning to talk about social entrepreneurship because Moroccan
people didn’t know about it at all. They know about entrepreneurship, but not social and
innovative entrepreneurship.

- Organized some different events to just start talking. You can find innovative solutions to
problems in morocco and to create your own projects.

1% problem: how can we make more impact? People are interested in education. How can we
create an impact of education in public schools? Works with high school students, training and
workshops to help them to innovative solutions to social issues.

- Worked this program in partnership with different local NGOs in morocco. Associations
which we work with, parents, students all feel the impact.

Audience

- Started with education. As they knew more about social entrepreneurship and observations,
they began to better understand their own projects.

- 1% incubator program: DARE SPACE and ____inc
0 Space for the incubators to start, but has now expanded to a work space. A hub
for innovation and a place where they can exchange thoughts, develop skills, meet
new people. Encourage people to share ideas and experience. That’s why they
organize different events and workshops in entrepreneurship, arts, sciences, etc.

Nihal:

- Events encompass many things—> 2 events per week, free so it is available to everyone
Question 3: How do people learn about MCISE and what you do?

Nihal:

- Word of mouth

- Very active on social media

Question 4: What would you say is your reputation you are trying to create? And how did you
create that? How do you promote your organization?

Nihal:

- Share about upcoming events, events already hosted. When someone comes to events, they
can bring more people - that’s how they grow
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- Email, WhatsApp
some people are not that active on social media, so they created a WhatsApp

group

- Facilitators and helpers at events are volunteers, bringing their expertise to share with the
group.

Hind:

- Very open that if people have something to share and speak with the pubic, they make it
happen (tells facilitators)

Nihal:

- Education, train trainers, incubation
three main pillars of MCISE

- Moroccan social entrepreneurship summit, every 2 years. Big event!
ogives awards, people can present the work they have done over the past two
years
helped get people to know about them even more

- Marketing
O Mulhouse? = entrepreneurship can have presales, people buy their products
§ Currently being rebuilt
0 1 mo. in Paris, export some of their own incubates products into the French
market
8 Showcase the Moroccan products into the French market. Business and
social.
Hind:

- People start not knowing much about social entrepreneurship, connect with people here, learn
from others, and get their idea going

Nihal:

- Main role is to inspire them and get out of the traditional jobs. Entrepreneurship is a different
want to be social and contribute to the community/ business. Moroccans don’t have the courage
to take risks and this fosters the idea that they can.
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Question 5: How is MCISE supported? And how is the support sustained?
Nihal:
- The training (you need to pay to be trained)

- Partnered with the National Initiative for Human Development; trained people for 3 days in 12
regions. Sold their expertise to these people.

- invested in other programs that they work on
- Partnered with Dutch embassy
- Private sponsors, mainly Dutch companies

- How did you make these partnerships and connections?

o0 Public call for education. Ex the govt needs them to write proposals and secure
partners. They have someone full time writing proposals to the govt.

§ Most proposals are in French or English
o President is very active and meets a lot of people, has connections. When he
goes to other events, he shares about MCISE. People are interested in this and
willing to invest in this kind of African cause.
0 International companies.

8§ Travel abroad, male these connections.

8 Otherwise, just apply

— Are you partnered with other NGOs?
o Yes, high schools. Work with underprivileged people who don’t have access to
education jobs, etc. Brings the trainers and their expertise, but MCISE is paid for
that (paid by foundation drosos (swiss), helped fund MCISE for 3 yrs. at the
beginning)
o Partnered with NGOs to make connections, network, share expertise, talk
about experience.
o Collectively, they are all trying to amp up the entr system in morocco.
Collaborate.

Question 6: Do you have any advice for how to get started?
Nihal:

- Having some form of visibility. Need to establish these communication channels.
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- Emailing a list of partners and collaborating with other NGOs and organizations that fund.
Website, description of what they do, send (people don’t really check emails)

- Once you have your first big sponsor, that’s how you get another, and another

- There are a lot of events and exhibitions where you can go and network and get to meet
people who know people who can help you.

- You need to network a lot and talk to a lot of people

- You need to be and look professional. Have achievements lists, look appealing.
- NGOs that are trustworthy, transparent, official communications.

Hind:

- Start small, think big.
0 MCISE started small and dreamed of national. Now that they have
accomplished that, they are dreaming of international competition.
o0 People in Morocco need to think about the good work you do but posting about
it can have a bad connotation.
8 But to reach others, you don’t need to show faces of who donates. But
you definitely need to talk about it. Mention your achievements. No one
will know what you are doing if you don’t have it out there.
Volunteers who work with the NGO, do their job and share.
Write reviews.

Question 7: Can you tell us a bit about your online presence? How frequently do you post? What
platforms do you primarily use? What do you primarily use it for?

Hind: (worked on community management online until a few days ago)

- Social media pages for every program
o Facebook, Instagram, twitter, LinkedIn (depending on what the channel is)

- The channel is defined for the right audience. MCISE is more professional, so they need to be
on the proper channels.
o Linked in and twitter are very important to communicate about the activities for
the NGO in general. The two channels of the professional institutes.
0 Facebook and Instagram: for young people
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- The language that we use
0 MCISE has an international audience so they use English and French. But if
something is published (something about their achievements, they want all people
to know about it, so English, French and Arabic)
0 __initiative main language is Arabic
0 DARE SPACE: dialect, English (rich people)

- Frequency of posts: Facebook 2 per week. Linked in or twitter, when events or big
achievements happen at the organization.

- The website helps too, for institutional communications. Partners want to look for you on
Facebook.

- They can receive emails from the website to receive messages from people.
- Responsive with messaging on social media

- Always have a follow up from the incubates. Helps them evaluate programs to see how they
are doing. Everyone feels like they belong to the community. Can mentor other incubates even if
they completed their projects years ago.

Question 8: What motivates you to share your cause? What motivates others to also care about
your cause?

- What grabs people to want to be involved in this cause?
o Different programs for different targets and different audiences, they will find
that on the DARE space.
0 Also, there is an employment crisis in morocco (also motivated)
0 Its human connections-> this is how NGOs get partners, know about you.
8§ One of MCISE values is empathy.

Question 9: Of the teaching methods you use, which have you found to be the most effective?
Nihal:

- The program is only for people who want to be certified trainers. This training is not available
elsewhere. Certified trainers in social Ent.

- They don’t get theoretical knowledge.
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- Work in the format of workshops, learning by doing. Match trainers with incubates, work
together, the trainer’s responsibility to guide the incubate.

- You must pay to be certified. This is one of the ways MCISE gets money.
Additional Notes:
- Drossos: interested in NGO work, funding
- SimSim: organizing a training about fundraising
0 Middle of march
o Contact from Hind:
8212641514847
§ Youseff

- Could benefit from funding from USAID, funds NGO if they are >10yrs old
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Semi-Structured Interview Questions:
Ismail llsouk // Dekiki Khalil, SimSim

Director Executive // Program Manager Innovation for Change

Facilitator(s): K. Amrein

Scribe (s): S. Yeaw

Recorder: A. Errami

Question 1: Please tell us about your background and experiences.

10 people who work at/with SimSim

Higher up man here for 5 years, which is the length of the association

Started in 2013 and finished their first project in April 2014

Partnered with people in other countries

Projects used to benefit parliament and the people, helping citizens and creating discussions
They also assist the institutions, they then created discussions between the citizens and the
politicians

The want to help people have more knowledge about civic society; they want to create
transparency in civic society

They have trainings for parliament people for social media

Inform people on how to vote; holding people in government accountable

It is difficult in morocco to practice their rights in terms of civil society

They work with companies to create proposals to change laws

They work in general to make Moroccan laws better

Access of information act (new recently): they train people on how to gain this information in the
new way

They also work with advocacy groups for civil society

Teaching people about digital things

They are doing fundraising this year - in march they are doing fundraising, crowdfunding
training

New regulation in morocco that regulates crowdfunding: apparently its bad

They are creating tools from their own experience and working with other organizations to work
with their finances

Mission: increase civic participation on etc.

Question 2: How did you get started? How did you establish an audience?

Started of an idea of a training for gaining information: 3 people attended
Needed an entry point to working with parliament
It took them 4 years to get into the first level of parliament through making connections

Appendix M (cont.)
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Question 3: How do people learn about SimSim and what you do?
e Speaking to political parties, networking, making connections, sharing what they do
They had a base of 20,000-30,000. SimSim goes on tv
Its among youth who are interested in the work that they do
Their audience is very different to that of AJ
“We’ve never worried about people interacting or applying for our programs”
They connect with other, similar platforms
Use website to hire and get word out about association: $65-$70 to post on the website. The

fundraising call was put online for free, there are a lot of resources as well - Tanmia.ma

e They have a lot of networks and connections with people in Morocco. 30 organizations that
connect with the work that they do

Question 4: Do you have any advice for how to get started?
e Communications and Networking
o Make sure you are always open for communication for an audience and always trying to create

communication

It will not be difficult for people to relate to and get behind this cause

People would easily support the government helping people with cancer

Tell Khadija’s story as a purpose

A lot of potential for AJ

Online fundraising and local websites as well as international websites

Networking is extremely important

It is an advantage that AJ is based in Rabat

We’ve had grants in the past only because of a connection that we had with someone else, we

would not of had the grant otherwise

e Start with telling the story of the organization and sharing what the organization does and what
they want to do in the future

e Have the organization figure out what growth they want? Create a roadmap for the organization.
What is the direction of the organization? What does the future look like?

e Understanding what that growth means as well is important and trying to contain your messaging
to the amount of people that you have the capacity to serve

Question 5: Can you tell us a bit about your online presence? How frequently do you post? What
platforms do you primarily use? What do you primarily use it for?

e They have a website, but Facebook is the biggest thing that we use

e Also have twitter and Instagram

Appendix M (cont.)
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Question 6: What motivates you to share your cause? What motivates others to also care about
your cause?

They are just passionate about the cause and they want others to be educated and they want to
help others as well by providing them with the knowledge that they have

It is frustrating when you are working with other organizations because things might not move as
fast as you always want them to. You also have to make sure the politics of everything is still in
line as well.

If you want to work with an institution in Morocco, you have a responsibility to make it work.
There is a problem with trusting institutions in Morocco

Additional Notes:

AJ is welcome to keep our contact and we can add their contact to our newsletters and things
They are willing to have a sit down individually with the organization for free to do trainings, but
the organization will need to set that up with SimSim

Make sure they have the right people available to learn this information. If you send someone
from AJ that will understand the training and will actually be able to know the knowledge from
the training.

Have AJ do a yearly assessment of what they want to accomplish, what the growth means to them
The fundraising person need to train with Global Giving (online training), pass a test where you
raise $4000, once passed you can be a part of their network and run campaigns on that platform.
Crowdfunding is not something you should do. But global giving sends it as a grant (to make it
legal) takes about 6 months (training and running campaign on the platform).

Appendix N
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Informal Interview Conversation:

Julia Adams
Education Social Worker, assists Program Director in grant writing

Facilitator(s): R. Adams
Scribe(s): K. Amrein
Recorder: R. Adams

Grant Process
e Determine “the project”
e complete/ draft project description and information
o Mission statement
o Statement of objective (include timeframe)
o Project description = “need statement”
m “Need” defined
Access: “Who will it serve?”
Description of services to be delivered/methods
Leadership (organization's capacity to complete)
Accountability practices and expected outcomes
Budget

You may:
e Submit “Letter of Intent” (LOI)
o 2-3 page summary of project description
m Include alignment with funder’s goals/ priorities
o Is arequest to submit a grant application, NOT a request for funding
And/or:
e Submit a “Letter Proposal”
o 3-4 pages of project description
o Is arequest for funding
And/ or:
e Submit a “long proposal” or formal application document
o Can be 20-25 pages, including 7-10 page appendices
o Should include a cover letter
o Should include a proposal summary and funding request
o Should include page numbers, table of contents, an abstract or summary,
appendices for resumes, relevant data
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Project/ Information
e Mission statement
e Statement of objectives (how?)
e Program description
e Define “need” that program addresses
e context/ history (cite sources if possible)
e Audience/ client demographics (who do you serve?)
e Alignment with government’s objectives
e expected/ achieved outcomes (cite sources/ data)
e Access: who is eligible?
e Description of services currently provided
e Lecadership= organization’s capacity to make an impact
e Identify key people, their roles, and their qualifications
e Include job descriptions
e Include resumes/ CVs
e Accountability Practices
e Data/ information systems in place
e How are expenditures determined and tracked?
e How are you tracking outcomes?
e |.e. How do you know you are making the impact(s) defined by your
objectives?
Budget (externally audited)
Funders- typically breakdown of all non-profit funding
e Corporations 5%
e Foundations 10%
e Government 15%
Individuals 70% & direct mail, social media, events
e (Categories of support
Operating funding
Special projects, i.e. new/ expanded program, equipment
Capacity- building, i.e. hiring, training staff
capital/ equipment purchase
e Endowments- long-term planned giving
e Information on Foundations, corporations, governments
e Foundation Center and Foundation Directory online
e Foundationcenter.org for Foundation Directory online
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e Corporation websites
e Look for links to corporate giving programs
e Government departments

The aim: a diversity of funding sources

Moroccan government
WHO, EU, USAID
Agakhan Foundation
Saudi Arabia, Brunei
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