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Executive Summary  

Corporate Social responsibility (CSR) is a topic that in the past years have gained 

attention and interest. More and more companies incorporate CSR in their business 

strategies, governments and institutions around the world discuss how to enforce social 

impacts and people are in general becoming more aware of issues related to 

sustainability, the environment and social causes. Homelessness is one topic that can be 

discussed in relation to social responsibility. Only in Barcelona, around 3.000 people are 

living on the streets, and in order to decrease this number, Andrew Funk founded the 

organization Homelessness Entrepreneur (HE). Instead of providing instant help such as 

shelter or food, the organization focuses on getting the homeless people back in the job 

market. 

The aim of the marketing plan is for HE to increase its revenue in order to help more 

homeless people get back in jobs. Through an internal analysis of HE it was found that 

the organization does a successful marketing effort in the B2B market consisting of 

companies, institutions and other organizations. On the other hand, the organization does 

not pay much attention to the segment of private donors. By conducting an external 

analysis it was found that the industry of humanitarian charity is growing, which indeed 

indicates a market opportunity. Nonetheless, the market consists of many organizations 

offering donors to support the same social cause. It is therefore needed for HE to promote 

its competitive advantage of securing long term stability for the homeless persons.  

It has not been possible to access financial information from HE. However, based on an 

agreement with the organization and UPF Barcelona School of Management, the prospect 

of conducting a thesis has been decided to be valid based on the adequate information 

given. From the organization it has furthermore been decided that the revenue generated 

from the marketing plan solely intends to cover the cost of getting 100 homeless people 

back in jobs. Fixed costs and regular expenses will not be considered, and the cost of the 

marketing plan will be covered by external funding. 

Keywords: Homelessness; NGO; Corporate Social Responsibility; Charity. 
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1. INTRODUCTION 

1.1 Justification and motivation 

The motivation and purpose of the master thesis was clear from the very beginning, as I 

already knew the approach when I started the application process for the master program. 

I want to transform society and make a better tomorrow by focusing on being socially 

committed and responsible. I desire to explore charity concepts that have a social impact, 

and figure out how to create meaningful value by affecting people to make right choices. 

This was just some of the key points I considered in the master application process, as 

visualized in a brainstorm map in appendix 1. All of these aspects were as well taken into 

consideration when I had to decide on an approach for the marketing plan in my thesis. 

It comes natural to me to help those who need it the most, and for this reason I get very 

touched by the many homeless people I meet everyday in Barcelona. When I lived in 

Copenhagen, I often bought the Hus Forbi newspaper, a newspaper written and sold by 

homeless people (Hus Forbi, 2019). The main purpose of Hus Forbi is to give those 

people who are socially excluded from the society a chance to be a part of a community 

and to make them take distance to criminality and begging. A concept like this does not 

exist in Barcelona. Yet HE and its president Andrew Funk, indeed likes the idea. It is 

seen as a new opportunity for growth, and therefore, for having a look on the viability of 

this project, a marketing plan will be carried out. Besides adding value to and supporting 

the organization’s current work, the perceived usefulness for the marketing plan is to 

create awareness of the general issues regarding homelessness and furthermore to 

decrease the amount of homeless people in Barcelona. 

1.2 Description of the organization and the current situation in the 

market 

1.2.1 Description of the organization  

As mentioned, the organization, which expectantly will be able to carry out the 

implementation of the thesis idea, is the organization HE. HE is of the opinion that 

having an entrepreneurial spirit is the best way to become an active citizen again, which 

is very well connected to their primary goal; to get homeless people back in the job 

market. To do so, the organization offers homeless individuals to participate in a program 
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which provide them with several resources, tools and knowledge. Moreover, the 

participants benefit from the loving and carrying network of HE. After accomplishing the 

program, the participants stand a better chance in getting back on the job market as 

professionals. In other words, “the main objective is to build a community of conscious 

citizens who truly empathize with homelessness so we can end the problem around the 

world and focus on prevention” (Funk, A., 2019). See appendix 2 for the full interview. 

HE is based in an entrepreneurial hub in Barcelona, and even though the organization is 

operating in other cities in Spain as well as outside Spain’s borders, the main focus is 

currently on the market in Barcelona. However, the organization plans to expand the 

concept to other big cities around the world in long term. In January 2020 the total 

amount of 14 people had succeeded the program, and the program had 14 active 

participants (Funk, A., 2020). See second interview with Andrew Funk in appendix 3. 

To reach the goal of getting homeless people back in work, HE depends on companies 

who want to hire the homeless individuals after they have completed the program. The 

organization’s network as well consists of volunteers, and moreover, HE depends 

financially on several stakeholders. In addition, HE is depending on their network in the 

media in order to get the message out. Figure 1 visualizes the key players for HE.  

Figure 1: Key Players for HE 

 
Source: Own creation based on second interview with Andrew (Funk, A., 2020) 
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1.2.2 Current situation in the market  

HE is operating in the field of non-governmental organizations (NGO) whose focus is on 

helping people. Since the organizations in this sector have a common goal of creating a 

better life for others and moreover share the same values, the line between collaborators 

and competitors is hard to define. Many of the organizations in Barcelona that do charity 

for homeless people are supporting each other. However, the threat can be found in which 

of the NGO people chose to donate to or volunteer for. 

Homelessness increases progressively in Spain and therefore the samplings get outdated 

instantly. In May 2017 thousands of people volunteered in order to quantify how many 

homeless people there actually are in Barcelona. The estimated number was in total 3.055 

whereas 2.099 slept in centres while 956 were sleeping in the streets (Bathgate, R., 2018). 

Even though there are many reasons why homeless people in the first place become 

homeless, the main reason is because of job loss or too low earnings to cover their living 

costs. It is estimated that as many as 50% end up as homeless due to this. See appendix 4. 

1.3 Goal of the marketing plan 

The long term plan for HE is to validate the business model in Barcelona and from there 

on expand to other big cities. Since the organization was founded only a few years ago, it 

is still very young, and for this reason they are in search of opportunities to develop. The 

proposal to create a marketing plan for HE is therefore very convenient and relevant. 

As mentioned, the original idea was to implement a newspaper similar to Hus Forbi but 

after a meeting with Andrew it was clear that some elements needed to be reconsidered. 

First of all, the organization is valuing sustainability very highly, so to start a project 

based on a printed newspaper would go against their morals and standards. Secondly, 

Andrew indeed liked the idea but expressed some doubts about whether the concept 

created job opportunities in the long term. He questioned if the concept provided 

development for the homeless person, or if it simply was just instant work (Funk, A., 

2019). Based on these factors, the decision has been made to create a marketing plan 

which will focus on implementing a similar concept in a subscription based, online 

platform that only will be accessible for subscribers. The content and possibilities for this 

online platform will be defined later.  
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HE’s main goal is to end homelessness by getting homeless individuals back in the job 

market, and to do so, the organization needs financial support. The primary goal of the 

marketing plan will therefore be to develop and launch a new business activity which can 

meet this need of HE. In figure 2, the objectives and KPIs are defined. 

Figure 2: Objectives and KPIs  

Objectives KPIs 

Increase number of  homeless people integrated 
in jobs 

Total number of homeless people successfully 
accomplished the program 

Increase in revenue for HE  
(The revenue needed to cover the cost of homeless 
people completing the program) 

Total revenue generated from subscriptions 

Source: Own creation 

1.4 Market size  

To justify the market opportunity it is necessary to calculate the estimated market size. 

The variables needed for the calculation are respectively the number of people who 

potentially are willing to subscribe (M), the average price of the product (P) and 

furthermore the times a year that the potential customer will buy the product (N). The 

potential market size is equal to M * P * N. 

M = size of the market filtered 

Studies show that the younger generation from 15 years old and up have an interest in 

donating to charity (Wheeler, J., 2018). The market size will be filtered by the relevance 

of age, which in this case will be 15-64 years old. The total number of citizens living and 

registered in Barcelona is 1.620.343 whereas 1.066.713 is between 15 and 64 years old 

(Institut d’Estadística de Catalunya, 2019). Both men and women will be considered as 

well as both students and people in jobs. However, unemployed people will not be taken 

into consideration since it is assumed that they do not have economic availability. 

Currently 70.774 people are registered as unemployed in Barcelona (Institut d’Estadística 

de Catalunya, 2019). The market size filtered by age and unemployment is thereby 

995.939 people.	   
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It is also relevant to filter by the willingness to donate to charity. In 2018, 7.566.000 

people in Spain donated to charities within areas such as famine relief, human rights, 

disability and other similar types of charities (Statista, n.d.a.). See appendix 5. Since the 

total population of Spain is 46.739.700 (World Population Review, 2019), it can be 

concluded that 16,19% of the Spanish population donates to charities of above mentioned 

types. 16,19% of 995.939 is 161.242 which will be the filtered market size, M. 

P = Average price of the product 

The estimation of the price is based on the average price for monthly donation plans with 

a minimum fixed amount chosen. The selection of organizations is made from the fact 

that they are either humanitarian organizations or organizations who strive to fight 

poverty. See figure 3.  

Figure 3: Table of average price for monthly donation plans 

Organization Monthly average price 

HogarSí 10 euros (HogarSí, n.d.a.) 

Open Arms 20 euros (Open Arms, 2020) 

Oxfam Intermon 5 euros (Oxfam Intermon, 2020) 

Unicef 10 euros (Unicef, 2020) 

Red Cross 6 euros (Cruz Roja, 2020) 

Save The Children 9 euros (Save The Children, 2020) 

Doctors Without Borders 20 euros (Médicos Sin Fronteras, 2020) 

Total average price 11,42 euros 

Source: Own creation based on secondary research 

To consider all aspects of the concept, it is necessary to look at how much people in 

general are willing to donate to charity. In Spain it is claimed by the Spanish Fundraising 

Association that the average individual donation to charity is 133 euros a year (Spainwide 

Business Service, 2015), which equals 11,08 euros a month. When the monthly average 

amount of money spent on charity is combined with the average price of monthly 

memberships in charity organizations, it can be concluded that the average price of the 

product can be estimated to be 11,25 euros a month. See appendix 6 for calculation. A 

further research of the price estimation will be carried out in order to make it as precise 

and accurate as possible. 
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N = Times a year that the client can buy the product 

Based on the interview conducted with Andrew Funk, the membership will be paid on a 

monthly basis (Funk, A., 2019). N will therefore equal to 12. 

Market size 

The potential market size measured in euro can be estimated to be 161.242 * 11,25 * 12 = 

21.767.670 euros per year. 

1.5 Theoretical framework, methodology and data sources  

1.5.1 Primary and secondary data sources 

The main data source within the primary research is exploratory interviews conducted 

with Andrew Funk. A focus group functions as a primary source of information which 

provides first-hand insights about the customers. The secondary research is mainly based 

on an exploratory approach. Statistics and information from previous conducted reports 

and studies relevant to the topic are used as data sources.  

1.5.2 Academic sources 

The value chain methodology by Michael Porter is used for the internal analysis (Porter, 

1985), while the theories of Porter’s Five Forces (Porter, 1979) and PESTEL (Law, J., 

2009) are valued as the key analyses in the external part. The SWOT methodology (Law, 

J., 2009; Humphrey, A., 1960) acts as a conclusion tool for both the internal and external 

analysis. Position strategies and a marketing mix (Kotler and Keller, 2011) is used for the 

completion of the marketing plan. 

1.6 Scope and limitations  

Due to the happening of Covid-19, it has not been possible to conduct a primary 

exploratory research as planned. Furthermore, the availability of updated reports on 

charity in Spain has been low which might affect the accuracy level. The information 

given from HE has been limited which has resulted in a use of average numbers. Since 

the cost of the marketing plan will be covered by external funding, and since it was asked 

of HE to not consider the organization’s fixed cost, it has not been possible to calculate 

the break-even point and conduct a propper income statement forecast. 
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2. INTERNAL ANALYSIS  

To be able to identify HE’s strengths and weaknesses, it is necessary to perform an 

internal analysis which in this case will cover areas such as the organization’s history, 

culture and identity. HE’s resources and value chain will be analyzed as well as the 

organization’s product portfolio, distribution channels, customers and communication.  

2.1 Mission, vision and values of the organization 

HE’s mission is to eliminate homelessness and more thoroughly to “eradicate and prevent 

the situation of vulnerability that affects the homeless whose general conditions, will and 

circumstances allow their full social reintegration” (Homeless Entrepreneur, n.d.b). What 

drives the organization is its vision of “changing the world one person at a time” 

(Homeless Entrepreneur, n.d.c). The functionality of the program is based on efficiency, 

expansion and performance. Furthermore, HE has clearly defined values which functions 

as a strong foundation for the organization (Homeless Entrepreneur, n.d.b). See figure 4.  

Figure 4: HE’s values  

 
Source: Own creation based on Homeless Entrepreneur, n.d.b 

2.2 Brief history of the company  

For some years ago, Andrew Funk was making 3.000 euros a month, and had just raised 

300.000 euros for a startup called Ideaction. Unfortunately, Andrew was not able to pay 

for his dept, and the economic situation did not allow him to have a healthy family 

lifestyle. Even though it was the hardest thing he ever had to do, he took a personal 

decision to become homeless. Andrew started to think of alternative solutions, and in 

2016 he started HE and became the first Homeless Entrepreneur. Andrew had the 

entrepreneurial spirit, the desire to change his situation, and also a very strong social 

online network consisting of 35.000 contacts (TEDxTalks, 2017). In the beginning he 

thought he could help every homeless person, even though they were drug addicts. Later 

he figured out that the homeless individual needs to be completely devoted to the 
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program (Jobse, H., 2018). Now HE is focusing on the 20% of the homeless population 

that are willing and able to work, and who has no serious drug- or mental health issues. In 

2019, HE moved into the hub in Barcelona and started to hire homeless people through 

the organization (Funk, A. 2020). 

2.3 Organizational culture: style and approach 

From the Hub, HE also runs the recycling projects Nozama and Aflote, and even though 

the projects have a connection to HE, they all are separate organizations. The hub 

consists of an open office area and some smaller office rooms for the management. 

The organization consists of fifteen advisory board members and moreover an executive 

team of four important figures where Andrew Funk is the president. In addition, the 

organization has nine managers, which includes business leaders, case workers, 

ambassadors, fundraising experts and psychologists. Andrew has the decision power 

together with coordinators, but otherwise the organizational structure is based on a 

horizontal approach. The organization grows or shrinks depending on the need of the 

organization, and as they have more funds, it is easier to have people dedicated in more 

time and in a more consistent matter. The flexible management approach is also 

expressed by how HE is working with its volunteers. They are never told what to do or 

how to do their work. HE is still a start-up and is therefore very open minded and highly 

solutions orientated. They welcome with open arms if something or someone can add 

value. “If someone wants to participate, we help by giving them the tools and the network 

to make it happen” (Funk, A., 2020).  

2.4 The organization’s resources and value chain 

In order to find HE’s competitive advantage and to understand how HE’s resources can 

help achieve the objectives for this marketing plan, it is essential to look at which of the 

internal activities create value for the organization, and how they contribute to the value 

creation. To do so, an analysis based on Michael Porter’s value chain methodology is 

conducted. Since HE is a NGO who does not manufacture, produce or sell a physical 

product, the business operations are carried out by mostly intangible resources. 
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2.4.1 Firm Infrastructure 

HE has one office located in Barcelona but is also working in Madrid, Reus, Tarragona, 

Islamabad and Seattle. In these cities HE has either helped or are currently helping 

homeless people to get back in jobs (Homeless Entrepreneur, n.d.g). HE is quite open 

minded when it comes to the system of financial management. Andrew has expressed that 

HE works with the approach that “you have an idea, you wanna carry it out, we help you 

with the resources, and to create the resources to make it sustainable [...] if your project 

makes sense and it is good, then we share the project with our community and we try to 

raise funding for that project.” (Funk, A., 2020). HE gets financing from stakeholders 

such as private funds, private- and corporate companies, NGOs and individual persons. 

2.4.2 Human Resources Management 

HE is using email, WhatsApp, Trello and Slack for internal communication. The internal 

communication is very fluid and tolerant, the environment is familiar and welcoming, and 

everybody is equally important. Due to a sustainable revenue, HE has employees working 

full time in HR. These employees and the 9 employed are paid salary. Furthermore the 

team consists of 250 volunteers. 

2.4.3 Technology Development 

The money transfer technologies PayPal, Donorbox and online bank transfer are used by 

customers to transfer donations to HE. Furthermore, HE is using blockchain technology 

to transmit the information about transactions to its customers. In November 2019 the 

organization created a mobile application developed by the company Somos Tu App. The 

app contains information about the organization, events, team members and the program. 

It can be downloaded from Google Play in all countries, but is only available in Spanish. 

HE does not have an app available in the Apple Store (Homeless Entrepreneur, n.d.i). 

2.4.4 Procurement 

The total cost of getting one homeless person through the program is 3.080 euros. For 

this amount of money, HE can make the primary activities work which is the program 

itself. The organization is very low-cost, and due to a strong network of companies and 

organizations who provide services and support HE financially, the procurement process 

is not very comprehensive. HE has no costs for the office and house rent since another 
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organization is paying for it (Funk, A., 2020). Also, Samsung provided new smartphones 

for all the participants in the program in March 2019 (Twitter, n.d.a). Otherwise HE has 

basic costs such as hosting of web domain, transportation, internet and salary for the 

managers and the full time employees.  

2.4.5 Inbound Logistics  

First and foremost, HE is depending on the homeless persons who want to be helped and 

change their lives. The activity to “receive” these “inputs” is basically to attract the 

homeless individuals by being present on street level. “Inbound marketing, if you will”, 

in Andrew Funk’s own words (Funk, A., 2020). To carry out this activity, HE is 

arranging monthly sleep-out events which go under the name TDELC, “Todo Durmiendo 

En La Calle”. Besides attracting potential candidates for the program, the aim of the 

sleep-outs is to arouse the curiosity of pedestrians and attract donors and volunteers. 

Everyone who wants to experience being homeless for a night can participate.  

HE is as well depending on collaborations with companies who want to employ the 

participants after they finish the program. It is essential for HE to maintain a good 

relation to these companies. Moreover, HE has around 40 partners and sponsors who 

assist HE within areas such as communication services, education, food for the events, 

healthcare and technology (Homeless Entrepreneur, n.d.j). Voluntary participation is as 

well key for HE to succeed and it is of high relevance to keep receiving and distributing 

the workforce. HE is attracting volunteers through the events, social media, WOM and 

published articles.  

2.4.6 Operations 

Since there is no product to be manufactured or service to be delivered to the customers, 

the operations are considered as the program and the sleep-outs. 

2.4.7 Outbound Logistics 

The outbound logistics are in HE’s case the transformation from being a homeless person 

to becoming an active citizen again. In January 2020, 14 persons in total have been 

“distributed” to companies as a new workforce.  
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2.4.8 Marketing and Sales  

Since all of HE’s revenue goes directly to ensure the sustainability of the program, HE 

does not have access to cash, nor have the organization any profit margin. For this reason, 

the marketing budget is based on an entrepreneurial proposal-first approach, which means 

that they find funding based on the budget that the marketing demands.  

The digital communication touchpoints are the organization’s social media profiles on 

Twitter, LinkedIn, Facebook, Instagram and Youtube, and moreover the website. HE is 

using content marketing to create relevance and attraction and to engage with its 

stakeholders. For instance, HE is inviting relevant persons and important figures to join 

events through Twitter (Twitter, n.d.b.). On Instagram the hashtag 

#HomelessEntrepreneur has been used 2.406 times (Instagram, n.d.a.). 

Additionally, Andrew Funk functions as HE’s face and front figure. His character is 

strongly connected to HE and for this reason many associate HE with him and the other 

way around. HE is therefore using him as a communication tool and as a part of  their 

image. 

The latest event that was covered on a global level was the sleep-out in Davos during the 

The World Economic Forum. Online newspapers such as Forbes, Washington Post and 

The New York Times wrote articles about the event. In February 2020, 46 articles were 

written about the event, and the total number of people who visited the websites where 

HE achieved coverage was 1,06 billion (Coverage Book, 2020). 

Another marketing resource which creates value for HE is Google Ad Grants. Google 

offers NGOs to use Google Ads for 10.000 dollars per month, equivalent to about 8.885 

euros, without any cost for the NGO. The marketing agency Rocketroi is managing HE 

Google Grants. 

HE is using direct marketing in the context of meeting its stakeholders face-to-face at 

conferences, events and the sleep-outs. Also, it is possible to buy merchandise such as 

hats, but it is not the main driver in HE’s communication and sales force. Since HE is still 

a young organization there is no budget to do R&D in order to discover the customer’s 

need of communication. A further analysis of HE’s communication will be performed in 

section “2.8 Communication Strategy”.  
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2.4.9 Service  

HE is very transparent to the stakeholders. For example, HE is willing to do blockchain 

in order for the stakeholders to understand how HE is using their money (Funk, A., 

2020). Moreover, Andrew is personally replying to messages and posts on the online 

platform (Facebook, n.d.a.). 

2.5 Product Portfolio 

2.5.1 The program 

It takes 30 people dedicating one hour a week to each individual (TEDxTalks, 2017) to 

make the program work. These people provide the homeless persons with the right tools 

and knowledge in order to develop their personal and professional potential. See figure 5.  

Figure 5: Methodology of the program 

 
Source: Own creation based on Homeless Entrepreneur, 2016 

After finishing the program, the participants can either start to work for HE,  in one of the 

organization’s associated companies or start up their own businesses (Homeless 

Entrepreneur, n.d.e). From this the name “Homeless Entrepreneur”. For instance, the 

homeless entrepreneur Paco is working as a web developer and he also released a CD 

(Jobse, H., 2018). It is about “ending homelessness for and with the homeless people. We 

focus on what they do well instead of what they don’t have” (Funk, A., 2020).  
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2.5.2 Other activities  

HE provides seminars, workshops and training for universities and schools within areas 

such as Social Entrepreneurship, Digital Transformation, Sustainable Development and 

Smart Connectivity (Homeless Entrepreneur, n.d.h). In the beginning of 2020, HE 

incorporated the activities “Solidary Products'' and “Solidary Projects”. HE wish to 

support entrepreneurial people and companies by selling their products or supporting 

their projects through HE’s website. An example is the book “Se Mezcla en Español'' by 

George Restrepo, who sells his book for 30 euros whereof 15 euros goes to HE 

(Homeless Entrepreneur, n.d.m.). 

2.6 Distribution Channels  

Since there is no direct good or service passed or exchanged between HE and its 

customers, the distribution channels for HE is quite different from the traditional model. 

For instance, there are no wholesalers and retailers included in HE’s distribution channel. 

However, it can be argued that financial institutions function as an intermediary, since the 

money will be transferred through them. The distribution channels can otherwise be 

defined as those channels from where HE gets donations. Estimated 80% of the donations 

are made directly through HE’s website and 20% is donated through personal bank 

transfers and cash (Funk, A., 2020). Direct email to Andrew as well functions as a 

distribution channel (Homeless Entrepreneur, n.d.i). Buengo, a marketplace platform 

where buyers and sellers by interaction support NGOs, acts as an intermediary for HE 

(Buengo, 2020). 

2.7 Current Customers   

The customers are those persons, companies and organizations who contribute to the HE 

community with voluntary workforce and financial support. 5% of the donations come 

from other NGOs, universities and public institutions, 80% comes from corporate 

companies, and 15% of the donors are private people and private companies. These are 

mostly people who have been homeless themselves or in some way have been affected by 

homelessness or poverty. However, private donors can be anyone from a homeless person 

on the street to a business owner (Funk, A., 2020). A normal, smaller amount is 20-30 

euros, but the organization has received amounts of 200-300 euros from corporate 

companies (Funk., A., 2020). 
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From going through HE’s followers on Instagram, it was found that common interests 

amongst the followers are travel, health and sport. Another pattern is as that the followers 

are creative people working as photographers, producers, journalists and similar. A trait 

is that they have a general interest for social work and the age range is between 20-35 

years old (Homeless Entrepreneur, n.d.o.). The followers on Twitter represent an older 

segment of 30-50 years old people. Here, the interaction between HE and the followers is 

more professional and appears in a more political context (Twitter (n.d.d.).  

To gain a deeper understanding of the customers and their motivation for supporting HE, 

four personal interviews has been conducted with people who in one way or another are 

interacting with HE. See full interviews in appendix 7. It was found that the customers 

are active in social causes and volunteer for several organizations. One of the informants 

are for instance studying a Master in Contemporary Design at UPC, and his project is 

about building emergency street shelters for homeless people made out of recyclable 

materials. Another of the informants is a photographer and is helping the organization by 

providing photos for social networks and the website. It is important to create awareness 

of the issues of homelessness, and the main driver for supporting HE is the importance 

and vitality of the organization’s work. More insights about the informants’ motivation 

and values can be viewed in figure 6.  

Figure 6: Motivation for supporting HE and extracted values 

Source: Own creation based on interviews with supporters  

2.8 Communication Strategy 

It is indeed a part of the organization’s activistic communication strategy to benefit from 

earned media and publicity on a local as well as global level. However, since HE is 

depending heavily on what others say about them, they are not always in control of what 

is being said. 
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By going through posts with the hashtag #HomelessEntrepreneur on Twitter (Twitter, 

n.d.c.), by checking the review section on HE’s Facebook (Facebook, 2020), and by 

looking at the comments on various youtube videos (Sergi Rufi REAL, 2018), it can be 

concluded that HE is perceived accordingly to the organization’s values. For instance, 

both transparency and responsibility is mentioned several times. HE using other’s words 

to co-create their image which can be seen on HE’s own website at the “Notas De 

Prensa” section (Homeless Entrepreneur, n.d.f).  

The hashtag #HomelessEntrepreneur is used to generate online WOM and to create user 

generated content. While HE posts daily on Facebook, Twitter and LinkedIn, the last post 

on Instagram was in July 2019. When an Instagram-follower of HE was asked if he 

would share posts and stories related to HE, he explained that “I don’t think so. Maybe 

because theirs are not too often, I don’t know, because I do like the ones from Arrels 

Foundation” (José Luis Arruti Lozano, appendix 7). Also, HE does not have a clear 

profile description nor a coherent content strategy on Instagram, and it can therefore be 

difficult to interpret what the organization actually does (Instagram, n.d.b.). 

To understand how people perceive the website, a semantic scale analysis was conducted. 

The main insight derived from the analysis is that people indeed are fond of the visuals, 

the website is attractive, engaging and the organization seems trustworthy. However, 

some informants found it a bit confusing and rigid because of the menu style and the long 

main page. This made it difficult for them to find information quick. Some of the 

informants as well asked for more pictures and more information about success stories. 

See appendix 8 for the full analysis. 

Visually, HE is using a dark blue and a yellow color to create consensus and 

recognizability for the brand. The colors are seen in all the communication channels and 

marketing elements and they are a fundamental part of the brand identity. HE is applying 

infographics to explain informational elements in a more relatable and understandable 

way. Verbally, HE appeals to its stakeholders by using pathos to stimulate emotions, 

sympathy and empathy which is very common for NGOs doing social marketing 

(Antevenio, 2019). Moreover, HE has a positive tone of voice instead of using guilt to 

convince people to donate. This positive approach is also expressed in the core message 

of the organization’s communication, which is that homelessness exists but we can end it 

all together. See appendix 9 for examples of visual and verbal communication. 
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3. EXTERNAL ANALYSIS 

To understand how potential factors in the external environment in which HE is operating can 

impact, benefit or harm the organization, it is necessary to conduct an analysis of the micro- 

and macroenvironment. By doing so, the possible threats and opportunities that exist due to 

the context of the organization will be determined. 

3.1 Macroenvironment    

The external forces that can influence the organization will be identified through an analysis 

of the demographic factors and the PESTEL methodology. With a primary focus on the 

Spanish market, the analysis will be performed focusing on social and cultural, technological, 

economic, environmental and political factors. The order will in this case be SEPLTE. 

3.1.1 Demographic Factors   

3.1.1.1 Gender, Language, Race/ethnicity 

The 1st of January 2019, the Spanish population consisted of 47.026.2008 people (Institut 

d’Estadística, 2020) with a slight overweight of females, see appendix 10, representing 50,9% 

in 2018 (Trading Economics, 2018). From 2017 to 2019 the population increased (Institut 

d’Estadística, 2020). However, a research carried out by the Population Reference Bureau 

forecasts that the population will decline reaching 2050 as shown in appendix 11 (Statista, 

n.d.c.). The reason for this decline can be related to the fact that Spain has the lowest fertility 

rate in Europe which is 1,34 children per woman. Moreover young, Spanish people migrate 

to other countries in search for better economy (Statista, n.d.d.). For this reason, and because 

Spain has the highest age when giving birth, estimated 45 years in 2020, the average age of 

Spaniards is increasing (Statista, n.d.e.). See appendix 12.  

In 2015, the immigration rate in Spain increased due to a bigger amount of foreigners moving 

to Spain than leaving (Statista, n.d.f.). See appendix 13 for distribution of foreign 

nationalities in Spain. Focusing on Barcelona, the city is multicultural attracting students as 

well as workers from around the world (Barcelona Global, 2014). 17,6% of the city’s total 

inhabitants are non-nationals (Council of Europe, 2020). In Spain, Castilian Spanish is 

spoken by 74% of the total population while 17% speaks Catalan (Central Intelligence 

Agency, 2020). 
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3.1.1.2 Income and Household Size 

In 2019, the total number of households in Spain was 18.535.900 which showed an increase 

of 0,3% from the previous year. The average household size increased as well (Instituto 

Nacional de Estadística, 2019). See appendix 14 for average household size per region in 

Spain. Since 2015, the annual average income per household in Spain has increased reaching 

28.417 euros per year in 2018. A distribution of the average income compared to household 

types is shown in appendix 15 (Instituto Nacional de Estadística, 2020). The monthly gross 

individual income in Catalonia has overall increased during the last decade, and was in 2017 

above the average represented by 1.992,9 euros (Nafría, I., 2018). See appendix 16. The age 

group with the largest average net income per person is 65 years and older (Statista, n.d.g.). 

See appendix 17. The reason why retired people have a higher income than the national 

average can be because of the steady pensions in Spain (Maqueda, A., 2018). 

3.1.1.3 Bussinesses  

An analysis made in 2019 by “Barcelona & Catalonia Startup Hub” shows that Barcelona is 

the third most popular city for startups in Europe with an increase of 38% over the last three 

years. Barcelona is continuously strengthening the promotion of being an international and 

open city (Ajuntament Barcelona, 2020) and in 2019, 2.800 million euros of private 

investment was made in Catalonia (Catalonia Trade and Investment, 2019).  

3.1.2 Social and Cultural Factors 

3.1.2.1 Greater interest in donating to charity 

Over the past 6 years charity giving has been growing, and in 2019 the overall giving growth 

rate was 4,1%. On a global level, 45% of donors were enrolled in a monthly program (Double 

the Donation, 2019). According to a study conducted by Charities Aid Foundation, 97% of 

donors donate because of the relation between the individual’s values and the cause of the 

charity. 96% donate because of their own sense of morality and ethics. The same research 

shows that 81% agree that it is more likely for charity to grow if organizations showed more 

hard evidence for the impact of the charity’s work (Charities Aid Foundation, 2014). The 

infographics are shown in appendix 18. Behavioural science as well proves that people are 

influenced by others when it comes to charitable givings. To give is contagious, and the 

decision process can especially be affected by celebrities or important role figures (Sanders, 

M.,  Tamma, F., 2015). 
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3.1.2.2 Online communities 

Belongingness is an underlying need for humans. People want to feel connected to their 

surroundings and benefit from the togetherness that communities provide (Lacy, L., 2016). 

Due to development in technological devices and the opportunities of the internet, it is 

possible to connect with others online. To create a community around a company can provide 

a better understanding of the customers and hereby improve the business. Also, the more time 

a customer devotes to a company, the more the customer will start to value it. A community 

can therefore potentially build brand loyalty from the community (Karpis, P., 2018). 

3.1.2.3 Search for information 

Due to a general increase in media usage and in educational level, and because of the 

entrance of digital communication technologies, the search for information has boosted in the 

last two decades and it has become more convenient. Information networks as well play a big 

role and is related to the possibilities of real-time communication and mobility despite 

distance (Oxford Reference, 2020). 

3.1.3 Economic Factors 

Spain’s GDP has been solidly recovering since the crisis in 2008 (Statista (n.d.h.). See 

appendix 19. In 2019, the GDP had a growth rate of 2% (Country Economy, 2019), and in 

correlation with this, the unemployment rate has been declining. However, Spain has the 

second highest rate of unemployment compared to other European countries (Statista, n.d.i.). 

See appendix 20. Nonetheless, the decline in unemployment and the growth in the GDP 

indicates that the health of Spain’s economy is improving. What supports this development is 

the increase in consumer spendings (J. P. Morgan, 2019). See appendix 21. The higher level 

of purchase power amongst Spaniards can as well be related to the increase in the household 

income in Spain analyzed in the section “3.1.1.2 Income and Household Size”.  

3.1.4 Political and Legal Factors 

There are several political and legal factors that influence both organizations as well as the 

behavior of consumers. A relevant factor is the financial investments that the Spanish 

government put into the work of NGOs. These governmental investments promote the 

business activities of NGOs (Progressive Spain, 2017). Regarding legislations for 

homelessness, the Spanish government has implemented the Housing First concept. The 
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model is based on the approach that in order to be fully stabilized in society, the homeless 

persons first get a home offered by the government (Ajuntament Barcelona, 2015). Also, in 

2015, the European Social Policy Network (ESPN) published the report “Spain’s First 

comprehensive National Homelessness Strategy”, with the objective to “prevent 

homelessness as well as to reduce the number of persons living on the street and foster their 

social inclusion” (Cabrero, G. R., Marbán, V. G., 2016). Another essential factor is the 

possibilities for individuals in Spain to benefit from the fiscal reductions of a 75% tax credit 

of the first 150 euros donated. Hereafter the tax credit will be 30%, and if the donation is a 

gift, the tax credit will raise to 35% (PBS, 2016). 

3.1.5 Technological Factors 

The fact that the internet is eliminating the physical borders combined with an internet 

penetration of 87% (J. P. Morgan, 2019) indicates a potential growth rate for e-commerce in 

Spain. With 63% of the total population shopping online in 2018, Spain was the biggest 

online market in Southern Europe, even after taking the political situation in Catalonia into 

consideration. 43,2% of online transactions are made by card, however, there is an increasing 

trend in the use of digital wallet and PayPal (Ecommerce News, 2019). With a market share 

of 19,5%, Samsung is the most common mobile device in Spain, and the Android operating 

system is the most used with a market share of 88,2% (J. P. Morgan, 2019). Research as well 

shows that 85,5% of Spaniards between 16-65 years old use social media (Be On Worldwide, 

2019). In addition, 70% of middle-aged and older adults are online (World Economic Forum, 

2019). In 2017, the share of smartphone users who was 55 years and older in Spain was as 

high as 67%. This shows an increase of 46% from 2012 to 2017 which indicates that this 

segment is adapting and embracing technology (Statista, n.d.j.).  

3.1.6 Environmental Factors 

The Spanish Strategy for CSR was approved in 2014 and ongoing to 2020. The aim is for 

Spanish companies, public administrations and public- and private organizations to 

incorporate CSR initiatives as a part of their business plans (Ministerio de Empleo y 

Seguridad Social, 2015). In 2011, 9 out of 10 large and medium sized companies in Spain 

had incorporated CSR policies (Foretica., Marca España, 2020). It is essential for companies 

to incorporate CSR in the business strategy in order to increase customer retainment and 

engagement and hereby increase profit (Murphy, C. B., 2019). As shown in appendix 22, 

70% of customers either totally agree or rather agree that they are more loyal to a product of a 
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company with a CSR policy (Statista, n.d.k.). Studies as well show that companies who deal 

with sustainability and environmental causes has an average ROA 19 times higher than those 

companies who do not consider CSR (Financier Worldwide Magazine, 2015). 

3.2 Microenvironment  

In this section, an analysis focusing on the general industry will be conducted. Afterwards, 

the Porter’s Five Forces methodology will be used followed by a more throughout benchmark 

analysis of the competitive situation. Lastly, a distribution analysis and an investigation of the 

customers and segment criteria will be carried out.  

3.2.1 General Analysis of the Industry  

The fact that 69% of foundations in Spain were under 18 years old in 2015 indicates a growth 

in the industry during the last decades. The total amount of individual charity reached 24,4 

billion euros in 2015 (Observatoire de la Fondation de France, CERPhi, 2015).  

Furthermore, the European philanthropic capital is very concentrated due to the big amounts 

of corporate donations. However, it is estimated that 72% of charity donations are made by 

individuals (Jarvis, A., 2020). Today in Spain, 18% of the adult population contributing to an 

NGO either regularly or by monetary donations (Carreras, 2020). On the other hand, 

individual household giving in Spain has decreased by 47% over the last 8 years and it is 

hereby one of the lowest compared to other European countries (Milner, A., 2017). 

Many organizations offer to make a one-time donation but also donations through a recurring 

payment form where an automatic transfer will be done on a monthly, quarterly or yearly 

basis. Some organizations chose to set a standard amount while others let the donor decide 

the amount. Another structure of raising donations is through intermediaries. The 

intermediary accepts donations and afterwards sends them collectively to the charity 

(Coffman, C. L., 2016). An example of this is when a customer buys a product from a 

company who donates a given percentage of the price or profit to an organization. 

A research done by Statista shows that the e-commerce revenue from the sale of association 

and charity services in Spain in general is at highest in the Q2 and Q3 periods from 2014 to 

2018 (Statista, n.d.l.). See appendix 23. Moreover, about 50% of charity gifts are donated in 

December. The reason might first of all be due to the benefits of tax regulations, but also 

because people in general are more generous in the Christmas season (Swiftney, M., 2017). 
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3.2.2 Porter’s Five Forces Analysis 

To get a deeper understanding of the competitive situation of HE, the Five Forces analysis of 

Michael Porter will be conducted. Figure 7 shows an overview of the forces which afterwards 

will be described more thoroughly.  

Figure 7: Porter’s Five Forces  

Source: Own creation  

3.2.2.1 Supply Power 

The supply power for NGOs is somehow reduced compared to traditional product-based 

companies, since the activities in this sector primarily are services which do not demand 

material resources. The resources needed for an organization to carry out its mission can be 

understood as the financial support. For this reason, the donors can be seen as suppliers. As in 

return of the funding, the donor takes part in the social cause and the positive impact that the 

NGO has through its activities. The power of the suppliers will in most cases increase in 

correlation with the size of the donation. A large supplier might have more power to impact 

the autonomy of an organization (Thorin's Think Space, 2011). 

3.2.2.2 Buyer Power 

In the case of NGOs, the donors can be understood as the suppliers as well as the buyers. The 

buyer power is respectively high, since donors in most cases can choose for themselves how 

much money they wish to give. The buyer can as well decide to support the social cause 

without including the organization. Moreover, the threat can be found in which NGO the 
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donor chose to donate to. The balance of power is within the trade of tangible, measurable 

and traceable money for the intangible social impact. It can be argued that organizations 

somehow need to demonstrate the social impact as clear and measurable as the donors prove 

with their money. By being able to do so, an organization can gain a competitive advantage 

for the buyers to choose them over other organizations. In other words, buyers have the 

power to choose the organization they get the most value from. Also, there is no cost of 

changing organization which gives the buyer more power in the decision making process.  

3.2.2.3 Threat of New Entry 

The threat of new entries can for NGOs be understood as organizations who addresses the 

same target needs by offering a similar social impact (Missoni, E., Alesani, D., 2013). It is 

quite easy to enter the market of charitable NGOs, since there in Spain are no barriers for an 

NGO to be established (A4ID, 2017). Also, it has become easier to start fundraising programs 

on social media platforms (Campbell, J. C., 2020). In this perspective, the barrier for new 

entries can be defined as low, and the threat becomes high. On the other hand, it takes time to 

build up a solid donation program (Chisholm, S., 2020). A new organization will need a clear 

mission and vision in alignment with the needs of the donor to gain loyalty. 

3.2.2.4 Threats of Substitution 

There exist a large amount of charity organizations and intermediaries who offer 

substitutional alternatives. The most popular types of charity in Spain are first and foremost 

cancer, followed by third world assistance and famine relief (Statista, n.d.a.). As mentioned 

in the industry analysis, there has been a global rise in charity organization the past years. 

This information combined with the fact that it is possible to make donations internationally, 

makes the threat of substitution even higher. The high level of substitutional NGOs allows for 

donors to be critical. If the donor finds an organization that is more in line with the donors 

needs, the process of changing organization is simple and easy. In addition, a complete 

functional government delivering a social service would be the ultimate substitute product 

(Thorin's Think Space, 2011). 

3.2.2.5 Competitive Rivalry 

The intensity of rivalry is high since there are several organizations in Barcelona with the 

same cause of ending homelessness as HE. However, most of the organizations are 

supporting each other, and for this reason, the line between being competitors and friends are 



23 

hard to define. This fine line makes the level of unpredictability in the charitable 

contributions high and the force of competitive rivalry increases. The key success factor is to 

be able to differentiate from other competitors by adding value for the donor. Secondly, it is 

essential to be convenient in distribution channels, and thirdly, a focus on communication is 

needed in order to create awareness.  

3.2.3 Competition Analysis   

In this section, the closest competitors will be identified and compared through a benchmark 

valuation in order to determine their strong and weak points in relation to HE.  

Competitors within the sector can be defined as humanitarian organizations whose general 

focus is on helping people but not necessarily with a focus on homelessness. On a global 

level, sector orientated competitors can be defined as the bigger and more well known 

organizations. However, several direct competitors in Barcelona have the same goals as HE; 

to end homelessness. A visualization of the competitive situation can be viewed in figure 8.  

Figure 8: Competition circle 

 

Source: Own creation 

A benchmark of HE and its main competitors can be found in figure 9. Relevant factors and 

attributes will be researched in order to interpret the key differences and similarities between 

the organizations.  
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Figure 9: Table containing benchmark analysis of HE and its competitors  

 
Source: Own creation based on secondary research
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Since all of the organizations have the same goals and missions, many of the organizations 

are collaborating with each other to stand a better chance in ending homelessness (Funk. A., 

2020). The threat can therefore be found in the competitive advantages of the organizations. 

While HE strives to end homelessness by focusing on a long term strategy of getting 

homeless people back in jobs, the goals of the competitors are more short term focusing on 

securing shelter and clothes or fighting poverty by instant solutions. 

HE did not exist for a long time compared to the competitors. The competitors are therefore 

more established in the market which also can be seen in relation to the fact that HE has a 

lower amount of followers on social media.  

HE just recently, in the beginning of 2020, made it possible to make recurring donations. HE 

only offers private donors to donate on a monthly basis, whereas the competitors provide 

more variety in frequency and amounts.  

Another essential area in which the competitors have a significant advantage is from whom 

they get donations and fundings. The other organizations have discovered the financial 

benefits of the segment of private donors, whereas HE mainly are focusing on the corporate 

companies as a target. From the benchmark analysis, it can be concluded that there is a 

potential in the segment of private people, and it seems that HE is missing out on this.  

3.2.4 Distribution Analysis 

As mentioned previously in section “2.6 Distribution Channels”, the distribution structure for 

NGOs is quite different from traditional companies. The exchange between the donor and the 

NGO is based on a money-for-social-impact approach, where no physical product exists.  

To make an online transfer is the most common distribution channel. This gives organizations 

the opportunity of bringing value to the customer in the form of convenience, effectiveness 

and efficiency. The other way around, this adds value for the organization, since the chance 

of people donating increases due to the ease and rapidity of the process. To use online 

distribution channels also makes it possible for the customers to choose automatic recurring 

payments which results in a higher customer retention and loyalty. 

Event fundraising, pledges and donations as gifts are as well common distribution channels. 

Other distribution channels can for companies be grants and payroll deductions, which makes 

it possible for employees to donate through their paycheck. Also, companies can make non-
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financial contributions such as offering services or goods (Jarvis, A., 2020). Another form of 

partnerships that organizations can benefit from are bloggers or influencers who make social 

media fundraising campaigns. As mentioned in the general analysis of the industry, 

companies can also function as intermediaries by giving a certain percentage of the price of a 

sold product to an organization. The movement GivingTuesday is another concept which 

organizations can use as intermediary (GivingTuesday, 2020). 

3.2.5 Market Analysis: Segmentation Criteria  

The identification of the market segments will both be focusing on private people as well as 

companies, since both segments include potential customers. Currently, 80% of HE’s 

customers are corporate companies. However, it is relevant to keep in mind that individuals 

present 72% of all charitable contributions in general (Jarvis, A., 2020). The segmentation 

will be based on the geographic, demographic, behavioral and psychographic criteria. 

3.2.5.1 Geographic 

Since HE mainly operates in Barcelona and first and foremost strives to end homelessness in 

this city, a segmentation criteria will be for the customers to be located in Barcelona. 

3.2.5.2 Demographic 

In 2018, the bank Barclays stated in the report “Future of Giving” that people in the age 

group 35-54 years old give the most to charity. However, instead of only focusing on the 

older segment, which is the most common segment to target for fundraising, the report 

recommends organizations to focus on younger people (Cooney, R., 2018). Other studies as 

well show that millennials are more likely to donate than other generations (Wheeler, J., 

2018).  

On the other hand, it can be argued that seniors have more purchase power. They are 

wealthier than younger people and also the retirement age is getting higher. This indicates are 

higher level of activeness, and for this reason, they should be considered as a potential 

segment (Future Fundraising Now, 2020). Furthermore, there is a general trend stating that 

people with less money tend to be more charitable than the rich (Mellor, J., 2018). It can 

hereby be concluded that all income levels and all age groups are equally relevant. Regarding 

companies, all sizes will be taken into consideration as a part of the segment. The amount of 

employees or profit does not affect the segmentation since all contributions will be valid.  
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3.2.5.3 Behavioral 

When giving to charity, the decision making demands a certain level of cognition and 

consideration. People choose the destination for their givings based on the mission of the 

organization (Charities Aid Foundation, 2014), and therefore the research process requires 

some time and effort. In general, customers are getting more conscious, and transparency is 

therefore an important factor in the decision making process (Baker, J., 2015).  

Moreover, the individual donors desire a high level of involvement in the cause of the 

organization, and it is very common amongst donors to participate as a member of the 

organization. The 2018 Global Giving Report shows that 52% of donors in Europe are 

enrolled in a monthly giving program (Nonprofit Tech For Good, 2018). Customers also have 

a positive attitude towards organizations who offer convenience. This is expressed well by 

the fact that 46% of European donors prefer to donate online (Nonprofit Tech For 

Good,2018).  

3.2.5.4 Psychographic 

What the customers seek is first of all to help others and to have a social impact. Science has 

proved that it is human altruistic nature to want to help others and that charitable giving 

makes you feel happier. However, the reason for donating can also be based on an less 

altruistic approach where the consumers feel better about themselves when giving to charity. 

In this scenario, the customer gets value from simply knowing that he or she contributes to a 

good cause. Some people donate just to look better in others eyes by showing how much 

money they have available to give. Moreover, to give is a social act and to see or hear about 

other donating will encourage people to do the same (Sanders, M., Tamma, F., 2015). In case 

of companies, donating or partnering up with a NGO, and thereby having a social impact, can 

have a very positive repercussion to the company and therefore be competitive advantage. 

3.2.6 Customer Analysis  

As a supplement to a secondary research of potential customers, a focus group has been 

conducted with the main purpose to gather primary, qualitative data. The explorative research 

has led to relevant insights about the customers’ motives for donating, their preferences and 

their general behaviour related to charity, social media and engagement in society. See full 

transcription of the focus group in appendix 24. 
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3.2.6.1 A desire to give and help 

The customers choose charity based on their own values and interests in alignment with the 

organization’s social impact. The level of loyalty will as a natural result increase when the 

customers values are coherent with the organization’s mission. Spaniards indeed care about 

the most vulnerable people in the society and they strive to fight poverty (Milner, A., 2017). 

They wish to help homeless people but what often holds them back from giving money is the 

fact that they are not sure what the money is spent on. One of the informants explained; “You 

don’t know the other person, so you don’t know what they will do or what they need. If they 

spend the money on something that is not appropriate, you cannot control it” (Carlos Roura 

Galan, appendix 24). 

Customers are indeed familiar with the bigger, global organizations such as Save The 

Children and Doctors Without Borders but the focus group revealed that the knowledge of 

smaller, local organizations is not remarkable. However, a participants mentioned that “when 

I was in need of a dentist, I talked to some friends who told me about a dentist in Gracia who 

did charity work. So that’s why I chose that dentist” (Sanne Dilling-Hansen, appendix 24).  

3.2.6.2 Environmental and social awareness 

The customers are aware of the environment and are critical in their search for responsible 

products which is supported by the fact that in 2018, 41% of the Spaniards had environmental 

concerns when purchasing (Santander Trade Markets, 2020). All of the five participants in 

the focus agreed that they strive to consider ecology, sustainability and the environment in 

purchase and decision makings. 

3.2.6.3 Social media and general engagement in society 

It is important for the customers to be updated on what happens in society, both on a global 

and local level. Especially they have an interest in politics and human rights and they check 

the news on a daily basis. Besides subscribing to newspapers such as El País and Medium, 

they are also present on social media platforms such as Instagram, Facebook and Twitter, 

where they read posts and follow news profiles. Moreover, a research shows that 68% of 

Spanish users on social media follow influencer profiles (Be On Worldwide, 2019). 
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3.2.6.4 Relationship between customer and organization 

A fundamental characteristic of the customers is that they wish to extract some kind of value 

from donating and participating. As one of the informants from the previous conducted 

interview of current customers explains; “I used to attend some events, but had to step back 

[...] I couldn’t figure out how I could drive value for them” (Alex Krøger, Appendix 7). 

Traceability and transparency about what their donations goes to are important attributes that 

can lead to a trustful relation. As many as 58% of the European donors are more likely to 

keep donating to an organization, if the organization upholds a good communication about 

their work on a regular basis (Nonprofit Tech For Good, 2018). A factor that as well is valued 

highly is to see the faces of the persons that they are helping. This creates a stronger 

relationship, and moreover, the emotional bond confirms that they should keep donating.  

The convenience that the customer experiences through a recurring membership can 

positively ensure a higher customer retention. All informants in the focus group replied that 

memberships with an automatic recurring billing makes them keep donating. 

3.2.6.5 Companies 

Companies is first and foremost driven by supporting the community. As a second force, the 

charitable giving of the company has a positive impact on the working environment, and 

moreover on the loyalty of the employees and the companies’ reputations (Moreno, V., 

2013). The companies strive to support the local community and wish not only to provide 

financial funding. They desire to participate by offering workforce and expertise, and 

moreover to support with services and products.  
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4. SWOT MATRIX 

The key findings from the internal and external analysis will by using the SWOT 

methodology be categorized as strengths, weaknesses, opportunities and threats. Moreover, 

this diagnosis of the current situation will make it possible to determine how threats can be 

transformed into strengths and weaknesses into opportunities in order to plan the future 

strategy. Figure 10 contains the SWOT analysis.  

Figure 10: SWOT 

STRENGTHS  WEAKNESSES 

The president of HE, Andrew Funk, is a strong front figure 
of the organization. 
 
The program itself is differentiated from what other 
competitors offer. 
 
The sleep-outs give a great amount of publicity. 
 
Strong network of financial partners and individuals who 
add value for the organization through knowledge and 
expertise. 

HE does not focus much on the segments of private 
donors. 
 
The organization is still in the startup phase and relatively 
new in the market.  
 
A big part of the communication strategy is to depend on 
what others are saying about them, which can cause a lack 
of control. 

OPPORTUNITIES THREATS 

Charitable giving is growing - companies focus on CSR 
and individuals present 72% of all charitable contributions. 
 
The internet penetration and share of the total population 
shopping online is increasing - mobile- and web browsing 
has become a dominant source for information search and 
purchasing. 
 
Content marketing at social media and blogs makes it 
possible to engage with communities and grow online 
visibility. 
 
Increasing trend for people to engage in online 
communities. 
 
Spanish economy is rising and so is the individual 
spending due to an increase in the average income per 
household. Catalonia is above the average. 
 
The senior segment is getting bigger, wealthier and is 
using technology now more than ever.  
 
Barcelona is indeed an international and multicultural 
city. 

High level of competition. 
 
High threat of substitutional products and of new entries. 
 
People have the opportunity to donate internationally 
across borders which makes the competition expand to not 
only Barcelona but all around the world. 
 
Donors can easily change organization. 
 
The individual household giving in Spain has decreased 
by 47%. 
 
The direct competitors are more established in the market 
of Barcelona. 
 
Low awareness and brand recognition of smaller, local 
organizations compared to bigger, global ones. 
 
 

Source: Own creation based on analysis 
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HE has the network and internal strength to take the needed actions to become a bigger player 

in the market of NGOs in Barcelona. They are indeed prepared for the marketing proposal, 

since the program is already established and functioning well. 

Moreover, the Spanish economy is rising, the Spaniards have more money to spend, and HE 

can benefit from this development. Additionally, the Spanish population gets older and at the 

same time wealthier and healthier which can indicate a financial surplus as well as a surplus 

in hearts and minds. Also, the older segment is welcoming technology.  

Even though there is a general growth in the industry of charity, the giving of Spaniards is 

decreasing. The challenge is therefore for HE to make people want to donate, and to donate to 

them. 

HE needs to take a stand in the market and meet the high level of competition by starting to 

focus on the segment of private donors. Also, the organization needs to take control of their 

own communication, and make sure the customers are retained.  

By implementing the online platform, HE will meet these demands. With the new business 

activity, HE will as well take advantage of the opportunities in online communities, and the 

fact that the development in technology opens up for many possibilities. 
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5. REVISITED GOALS OF THE MARKETING PLAN  

In the very beginning, the decision was made to create a marketing plan with focus on 

implementing a subscription based, online platform that only will be accessible for 

subscribers. After considerations of HE, the commercial objective for the marketing plan is to 

get 100 homeless people in jobs. The cost of getting one person through the program is 3.080 

euros. The definitions of the commercial objectives and KPIs are explained in figure 11. 

Figure 11: Commercial objectives and KPIs 

Commercial objectives KPIs 

Increase number of homeless people in jobs 100 people who completed the program  

Increase in revenue for HE 
(for reaching the 308.000 euros which would be the cost of 
100 homeless people completing the program) 

Interannual variation (in %) of revenue 

Increase in subscriptions sold Number of conversions 

Source: Own creation 

5.1 Confirmation of potential market size 

Since some of the variables have changed, it is needed to re-calculate the potential market 

size. See figure 12. 

Figure 12: Confirmation of market size 

 Estimated potential 
market size (old) 

Confirmed potential 
market size (new) 

M: Number of people who 
potentially are willing to subscribe 

161.242 people 161.242 people 

P: Price of the product 11,25 euros 8 euros 

N: Times a year that the potential 
customer will buy the product 

12 times a year 12 times a year  

Potential market size (M * P * N) 21.767.670 euros per year 15.479.232 euros per year 

Source: Own creation 
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6. TARGETING AND POSITIONING 

6.1 Targeting 

The determination of the target audience for the marketing plan will be based on the 

segments identified in the previous conducted analysis. As previously analyzed, both younger 

and older people are the potential target market. Therefore the target will include people from 

15 to 65 years old. Geographically, the target will be located in Barcelona.  

The target strive to make a difference and to help others in need. They have an interest in 

creating a better world and what motivates them to donate especially to HE, is the 

organization’s mission. Their main concern is other people’s wellbeing and they are the first 

to lend out a helping hand to friends, family and strangers who needs it. With a positive 

mindset they believe that a small help as well as a generous contribution can make a change. 

Three specific targets are defined as “Helping Hand Humans”, “Philanthropic Professionals” 

and “Conscious Companies”. 

6.1.1 Philanthropic Professionals 

This target is highly engaged in society and they are not afraid to express their opinions and 

concerns. They are mostly active on LinkedIn and Twitter where they share interesting 

articles, discuss relevant and current topics and engage and participating in debates. The 

Philanthropic Professionals strives to make a change by taking real actions in their private as 

well as professional life, and therefore they often participate in events to show support to 

local organizations. This target represents the age group from 35 to 65 years old.  

6.1.2 Helping Hand Humans 

Helping Hand Humans wish to make a difference by donating and engaging in the 

organization’s work. They read the news on a daily basis and are active on Facebook and 

Instagram. They share personal posts and stories with their network, and when they feel a 

social cause is worth creating awareness of, they are not afraid to do it. They can be 

categorized as conscious consumers as they prefer to research thoroughly before purchasing 

products and services. This target represents the segment of 15-35 year old people.  
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6.1.3 Conscious Companies 

The Conscious Companies are in seek to make a social impact by starting collaborations and 

incorporate CSR in their business strategy. They value a strong connection to their partners 

and are always ready to support the local community. 

6.1.4 Buyer Personas 

The targeted segments, characterized by both the private persons and the companies, are 

described in the buyer personas in figure 14, 15 and 16. The aim is to give an ideal 

representation of the customers. More personas can be found in appendix 25. Figure 13 

shows an overall picture of the target market.  

Figure 13: Target Market 

 
Source: Own creation 
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Figure 14: B2C persona 1 - Helping Hand Humans 
 

	  
Source: Own creation, photo of Fouad (Instagram - fouvd.em, 2020)	  

BACKGROUND & DEMOGRAPHICS

Aryn, 26 years old.

Born and raised in Barcelona.

Been in a relationship for  2 years.

Works for a clothing shop

earning 1.600 euros/month.

PSYCHOGRAPHICS &

BEHAVIORAL

Sundays are spent in company with

an espresso para llevar and good friends

around him. 

Sees himself as the funny guy of the group.

Likes to capture moments on his iPhone 10 and share

them on Instagram with his 674 followers.

Very positive of nature and his glass is always half full.

A shirt from Zara is as good as one from Lacoste.

NEEDS & MOTIVATION

Wants to make a difference and if he had more time he would do volunteering work.

Buys water and food for the homeless instead of giving money, he wants to make sure that 

the money is spent correctly. 

For some years ago he travelled 3 months to Kenya to work for a local organization

supporting education for children.
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Figure 15: B2C persona 2 - Philanthropic Professionals 
 

	  
	  
Source: Own creation, photo from Pixabay (Pixabay, n.d.a.).	  

BACKGROUND & DEMOGRAPHICS

Trine, 35 years old.

Born and raised in Denmark, moved

to Barcelona for 8 years ago.

Works as a freelance

photographer and copywriter.

Lives with her husband and 9

year old daughter in Sabadell. 

PSYCHOGRAPHICS &

BEHAVIORAL

Every morning she wakes up

thinking of three good things that

the day will bring. 

Sees herself as a “professional player”.

Mostly active on Twitter and LinkedIn. 

Shares her own posts and reposts when she sees

another post of relevance and related to important

topics and issues such as homelessness.

NEEDS & MOTIVATION

Everybody has a voice, and through her photos and articles she wants to make sure 

everybody is being heard.

To create awareness of what is going on in society, she joins protests, demonstrations and 

other political events to take photos. An example is the “BlackLiveMatters” protest at Placa 

Catalunya. 
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Figure 16: B2B persona 1 - Conscious Companies 
 

	  
	  
Source: Own creation with inspiration from Maravillas with moderations (LinkedIn, 
n.d.e.). Photo from Pixabay (https://cutt.ly/ahLNEEc)	  

BACKGROUND & DEMOGRAPHICS

Montse, 45 years old. 

CSR & Sustainability Manager

at Desigual.

Living in Barcelona.

More than 12 years of experience 

in CSR and sustainability.

PSYCHOGRAPHICS &

BEHAVIORAL

Has the mind of a problem solver and

with a strategic yet hands-on approach she

aims to develop Desigual to become a better company. 

Feels comfortable in the leading role of a manager but in

her opinion teamwork is the key to succeed. 

Always up for a challenge and seeks to reach the goal with

a smile on her face, and on her colleagues’.

Every morning when waking up she feels lucky

that she is in a position where she can help many people

through her work.

NEEDS & MOTIVATION

Strives to make the world a better place, and the best way to achieve this is by being social 

responsible, both in private life and through her work.

Wants to use her ideas and knowledge to affect brands to become more orientated towards 

CSR.
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6.2 Positioning  

All charity organizations are driven by goodwill, so for HE to succeed, they cannot 

undermine the importance of being competitive on quality of content and communication. HE 

needs to demonstrate the social impact as clear and measurable as the donors prove with their 

money. By being able to do so, HE can gain a competitive advantage for the buyers to choose 

them over other organizations. Therefore it is necessary to develop the business activity for 

HE in order to meet the challenges defined in the SWOT by turning them into opportunities, 

and moreover to gain competitive advantage and reach the main goal of ending homelessness. 

Many of the competitors have existed longer and this factor can be used in their positioning 

as a source of trustworthiness and recognition. Also, the competitors have a larger focus on 

positioning themselves towards the private donor. After conducting the analyses, it was found 

that HE is missing out on this opportunity, and HE should therefore consider this target 

audience in the positioning process. In figure 17, relevant attributes are compared in a 

positioning map in order to visualize where HE stands in relation to its competitors. Figure 18 

shows an overview of the general positioning situation of HE.  

Figure 17: Positioning map 

 

Source: Own creation based on the benchmark analysis of HE and its competitors 
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Figure 18: Positioning of HE 

 
Source: Own creation  

HE’s overall positioning statement can be expressed as followed; HE provides citizens and 

companies in Barcelona with a better opportunity to help homeless persons than other 

organizations. By giving access to an online platform with relevant and interesting content, 

HE invites the citizens and companies to participate and engage in the social cause of ending 

homelessness. HE differs by offering long-term stability for homeless people through jobs, 

compared to the short-term support offered by the competitors. 

Figure 19 explains the specific positioning statements towards each of the targets.  

Figure 19: Target Positioning 

Helping Hand Humans Philanthropic Professionals Conscious Companies 

HE helps you help others in an 
interactional way. 

HE gives you an opportunity to 
make an actual change by 
taking actions. 

HE provides you an alternative 
CSR solution based on 
bidirectional support.  

Source: Own creation 

HE is already focusing its B2B marketing effort, and in addition, to attract both the target of 

private people and companies will demand two marketing plans with different actions. 

Therefore the main targets of the marketing plan are decided to be Philanthropic 

Professionals and Helping Hand Humans. However, the marketing plan might result in an 

increase of Conscious Companies who want to collaborate.   
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7. MARKETING MIX 

After conducting the analysis and defining the main strategies of targeting and positioning, it 

is now possible to determine the specific actions that are needed in order to achieve the 

commercial goal of the marketing plan. The marketing actions will be developed through the 

4 P’s approach focusing on Product, Price, Placement, Promotion.  

Each action will be evaluated in relation to their feasibility and to HE’s reality and resources. 

HE is a NGO, and for this reason, the financial resources are few. The marketing plan will 

therefore rely upon humanitarian goodwill, and the actions will depend heavily on volunteers, 

free of charge workforce and the already existing network and community of HE. 

7.1 Product 

7.1.1 Online community platform through membership subscription 

The fact of implementing the new product will transform the intangible value of having a 

social impact into something tangible; a product from where the donors actually can see, read 

and understand the impact that they have. In exchange for a monthly donation, the donor will 

become a member of the community and get unlimited access to the online platform. This 

secures a long term relation between the donor and the organization. As a result, HE secures a 

continuous payment process, which means a higher and more constant revenue stream which 

is the main goal of the marketing plan. Moreover, the platform fosters loyalty and engages 

the donor to participate actively in the cause.  

By creating a platform with the purpose of gathering all key partners in one place, HE does 

not only meet the customer’s need of taking responsibility and desire to help the unfortunate. 

The organization as well provides value by inviting people to access information, to share, to 

communicate with each other and to be involved in the community. Furthermore, the product 

creates a direct link between the donors and the homeless persons and the donors can thereby 

clearly see what and to who their money goes to.  

After filling out a donation form on the website, the subscription will start. With the 

subscription the donor gets access to the platform which contains different elements, features 

and relevant content. See figure 20 for an in depth description. 
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Figure 20: Features in community platform 

Feature / content Description Example 

Blog with news, 
articles and stories. 

Success stories of homeless people who completed 
the program and are back in jobs - from both the 
side of the companies and the homeless persons.  
 
Homeless people are given a voice to tell their story. 
 
Volunteers and partners write about how they 
support and inform about day-to-day work. 
 
General articles related to homelessness. 

A donor writing an article 
about his thesis related to 
building emergency street 
shelters for homeless 
people. 

A CSR manager writing a 
blog post about how the new 
employee coming from HE is 
doing a great job. 

Job Portal Companies post job offers. 
 
Homeless individuals post CVs.  
 
HE matches the two partners up. 

Restaurant hires a one of 
HE's homeless workers. 
 
If a donor needs help to 
freelance work or similar, 
they can post the job and the 
homeless person can offer 
help in exchange for a given 
amount of salary. 

Events Connect the community with global forums and 
events through monthly newsletters with specific 
focus on the next month’s events. 
 
Companies, event- and conference holders pay to 
have their event and activities promoted in the 
platform. 

World Economic Forum, 
World Congress. 

Market Place Without taking charge, customers can donate 
clothes and other things that can be useful in order 
for the homeless individuals to get a job or make 
their professional dream come true. 

Sewing machines, phones, 
computers, nice suits and 
bags for job interviews. 

Partners and solidary 
products 

A list of companies and partners who support HE 
and explanation on how they support.  
 
The customer can take this into consideration when 
choosing for instance a dentist or hairdresser. 
 
Companies and partners pay to be advertised and to 
get the approval of using a stamp/logo that certifies 
that the company is supporting HE.  
 
HE acts as a distributor for products made by 
creative freelancers and businesses that wish to 
support HE’s cause. 

Dentist, hairdresser, cafes, 
clothing shops. 

Source: Own creation 

7.1.2 Identity guidelines and structure of the new business activity  

With respect to HE, the online platform will be developed and launched as a separate 

business activity. This decision is grounded in the comprehensiveness of the product. It is not 

just a simple product but an entire forum that operates in parallel with HE. The 

implementation is permanent and therefore the platform demands its own identity and 
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strategy. The fact that the product is targeting a new audience of private customers is as well 

a reason for building up the new activity. The online platform will be implemented with its 

own visual identity, however, it will still have relation to HE in order to create coherence. 

The communication strategy will thereby be fully integrated. The identity is developed to 

ensure a visual and verbal consistency with the purpose of cultivating familiarity and 

recognition and hereby increase trust from the donors.  

7.1.2.1 Naming and tagline 

The name for the product is decided to be HEDEAL which comes from the combination of 

the organization's short name “HE” and the word “ideal”. The word is meant to give 

associations to dreams and perfection, which is what HE strives to help the homeless people 

to achieve. Since the name can be pronounced in any language and it is easy to read, it can be 

expanded to other countries without difficulties. The tagline will be “todos tenemos metas” 

(“We all have goals”). This refers to HE’s goal of ending homelessness, to the homeless 

individual’s goals of getting a job, and to the donor’s goal of helping. Furthermore, it 

establishes an equality amongst the community. 

7.1.2.2 Visuals 

The color palette will be the same in order to build a connection between HE and HEDEAL. 

However, to indicate that it is a seperate platform, a new color for HEDEAL is added. A 

green-turquoise color gives the identity a less conservative look and stands in contrast to 

HE’s already existing colors. The photo style is authentic, honest and sharp in color. HE’s 

logo will be used as a visual element for HEDEAL to create alignment. An example of the 

usage of visuals can be found in figure 23. 

7.1.2.3 Emotion and message 

To make the message as clear as possible and to avoid misunderstandings, the tone of voice 

should be simple and easy to understand. In addition, to make the brand relatable, the verbal 

identity will be friendly and personal. However, since homelessness is a serious matter, the 

brand should as well be talking as a professional. Furthermore, the style of communication is 

based on ESP. The communication of HEDEAL will focus on results and the positive work 

that can be done with the donations. The associations and emotions that HEDEAL intends to 

create is pride, enthusiasm, hope and sympathy. 
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7.2 Price 

7.2.1 Value based pricing approach 

As figure 21 shows, the organization provides value by inviting people to access information, 

to share knowledge, to participate and to be involved in the community. It is no longer just 

about financial support in the form of a simple donation process. 

figure 21: values provided through the product 

source: Own creation 

Value is an important input in the price setting since it can be explained as what the 

customers perceive and what they are willing to pay. To calculate the price for the new 

product it is therefore necessary to consider the added value. Currently, HE offers people to 

donate 8 euros a month. The price for accessing the online platform is determined to be 

higher than the 8 euros a month. In this relation, estimated to 10 euros a month.  

7.2.2 Competition based pricing approach 

In the competition based pricing approach, the estimation of the price is concluded from a 

calculation of the average price for competitor’s monthly donation plans with a minimum 

fixed amount chosen. To be as representative as possible, the selection of organizations are 

made from the fact that they are either humanitarian organizations or organizations who 

strive to fight poverty. The prices present both direct and indirect competitors. The average of 

monthly memberships for competitors is 14,88 euros a month, see calculation in appendix 26. 

7.2.3 Hybrid of approaches 

The average of the price estimations from the two approaches is as follows: (14,88 euros + 

10) / 2 = 12,44 ≈ 12 euros. 

A pricing of 12 euros a month for a monthly subscription with access to the online platform 

will be above the 8 euros for HE’s standard donation and hereby match the added value, and 

moreover, HE will still be competitive in comparison to the competitors. 



44 

Decoy is a particular case of mind mechanism used in pricing to guide the customer to choose 

a specific product. The basic donation of 8 euros is slightly inferior to the new 12 euro 

subscription. By offering both the basic subscription, which functions as the decoy, and the 

new subscription with access, the customer can be guided to choose the desired option; the 

new product. 

As shown in figure 22, the subscription with access is set to be 12 euros per month. For those 

donors who simply want to support financially without participating any further, the 8 euros 

basic subscription will still be available. It is also possible for the customer to choose a higher 

amount. In this way, there will be no limits for the customer if it is desired to donate more 

than 12 euros. This could for instance be that the customer chooses to pay 50 euros a month. 

Figure 22: Decoy of HE’s pricing 

Subscription type Price Strategy 

Basic subscription 8 euros decoy 

HEDEAL Subscription with access 12 euros initial choice 

HEDEAL Premium Subscription with access decide own amount 
higher than 12 euros 

 

Source: Own analysis 

7.3 Placement 

The Point of sale and distribution channels are understood as the actual places that the 

product will be available and presented for the customers to buy it and find information about 

it. Since the product is only functioning online, offline locations will not be considered. 

7.3.1 Website 

The community of HEDEAL will be accessible through HE’s website. A new page linking to 

HEDEAL will be added to the menu, and the customers will have to enter the community this 

way. At the homepage of HE’s website, a section will be dedicated to promote the platform 

containing information about the product and a subscription form. The reason for not creating 

a completely new website for HEDEAL is to keep a strong connection to HE. Also, 

HEDEAL can benefit from HE’s already existing presence on the internet. To meet the 

customer’s need for convenience and variety, several payment options will be offered. The 

customers can choose to pay through a simple donation form by Donorbox using credit card 
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information, through PayPal and bank transfer. The website will be available in both Spanish 

and English. It should be as simple and easy as possible for the donors to find information 

and to complete the donation, and therefore it is necessary to improve and update the website 

with focus on usability and navigation. HE is already developing within this area.  

7.3.2 Apple Store and Google Play 

The existing Google Play app will be updated with the new features and functions described 

previously, and the design and layout will be follow the identity guidelines of HEDEAL. The 

same counts for the app in Apple Store. To avoid any commision fees to Apple and thereby 

ensure that all generated revenue is going to HE, the app will be a “Reader App” (Apple, 

2020). Everybody can download the app and access basic information, but to access the 

membership content, the users will have to subscribe through HE’s website, and afterwards 

they can login on the app. The app will be available in both Spanish and English. 

7.4 Promotion 

With the objective of attracting people to subscribe, the promotion actions will target new 

potential customers. The actions will depend heavily on pro bono work and be based on a 

combination of earned and owned media. The product will be launched with a campaign 

focusing on creating awareness and generating conversions in form of subscriptions. 

7.4.1 Campaign Strategy 

The tagline for HEDEAL, “todos tenemos metas” (“We all have goals”), will be the slogan 

for the launching campaign. The content of the campaign will be following the guidelines as 

described in section “7.1.2 Identity guidelines and structure of the new business unit”. 

7.4.1.1 Concept  

The concept is built on the statement; “We all have goals. Some of us reached them... Some 

of us got lost on the way. Some of us are still trying”. The purpose is to indicate that we all 

somehow are the same but simply just have been through different life experiences that 

unfortunately has affected the way to reach our goal. The message is that everything is 

possible with the right resources, and by subscribing to HEDEAL, you can help provide 

homeless persons with the right tools to reach their goal. The concept is therefore as well 

based on the idea of showing the success stories of homeless people who now have reached 

their goal because of HE.  
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7.4.1.2 Content 

Photos in high quality resolution will be produced in different formats with a special focus on 

matching the screen format on mobile devices. In addition, 10 short videos will be produced.  

The duration will be set to 10 second to match the format on the story-feature on social 

media, and hereby make the videos more shareables. A longer video will be produced in 

order to explain more in depth what HE and HEDEAL is about. Moreover, the purpose of the 

long video is to create word of mouth due to its strong message, its emotional approach and 

its powerful pictures.  

A file package containing the content will be sent out by email to stakeholders such as 

collaboration companies, volunteers, journalists and other HE supporters with the purpose to 

increase their engagement in sharing the photos and videos. HE can hereby benefit from the 

content generated by the stakeholders. The content will be created in both Spanish and 

English and will be used in the forthcoming actions. See figure 23 for mockup of campaign 

content. 
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Figure 23: Concept mockup of campaign  

 
Source: Own creation based on Omar Oubali (Homeless Entrepreneur, n.d.p.) 
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7.4.1.3 Reach and conversions  

To estimate the needed amount of subscriptions and thereby the total reach of the marketing 

plan, it is necessary to perform a calculation based on the commercial objective and the price 

decided in section “7.2.3 Hybrid of approaches”.  

Figure 24: Reach and conversions 

Revenue needed to be generated for 100 
homeless persons 

308.000 euros 

Price for subscription 12 euros  

Total subscriptions needed 308.000 / (12*12) = 2.139 conversions 

Average conversion rate for the sector of 
nonprofit businesses 

2% (Chaffey, D., 2020) 

Total reach of campaign  106.950 people 

Source: Own creation 

By looking at figure 24, it can be understood that the 2.139 subscriptions represents the 2% of 

the 100% of people that the marketing plan aims to reach. By performing the calculation, it 

can be stated that the marketing plan has to reach 106.950 people in total through all of the 

marketing actions. However, if a person subscribe in the last month of the marketing plan, the 

revenue generated from that person will only be 12 euros and not 144 euros (12*12). 

Therefore, several of the marketing actions aims to generate the total amount of subscriptions 

as a safety for reaching the goal. A further explanation and sales forecast can be found in 

section “8.2 Sales Forecast”. 

The conversion rate for different media platforms is indeed higher than the industry average. 

For instance, the conversion rate for Facebook ads including all industries is on average 

9,21% (Irvine, M., 2020) whereas Google ads has a conversion rate of 4,40% (Bond, C., 

2019). However,  it has been decided to follow a conservative approach counting on the 2% 

conversion rate with the possibility to reach a more positive outcome. It is as well relevant to 

mention that the Click Through Rate is considered within the conversion rate. 

7.4.2 Influencer marketing 

Influencer marketing will be used to promote the new platform to the target of Helping Hand 

Humans. This action gives HE the opportunity to do a specific targeting and thereby increase 

awareness and generate leads and conversions. The action will be expected to have no cost, 
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since it is assumed that the influencers are willing to collaborate for free due to the solidarity 

of the cause. However, they will receive sponsor products in order to increase their 

willingness to collaborate. The products will be sponsored by companies in HE’s network 

and can for instance be gift cards to restaurants. Besides the content package, a referral link 

will be given to each influencer in order to track how many visitors come from which 

influencer. As found in the analysis, people tend to donate more in December and during the 

second and third quarter of the year. Therefore the effort will be higher in these periods. The 

scheduling is explained more thoroughly in section “8.5 Scheduling of Marketing Actions”. 

Common interests within the segment, besides supporting the unfortunate, are travel, food 

and creativity. The ideal influencers will be posting content related to these areas, and their 

audiences will therefore be relevant for HEDEAL. Another selection criteria is that they live 

in Barcelona. To ensure a certain reach, the influencers will have at least 15.000 followers. 

Based on Barcelona Navigator’s research of top Instagram accounts in Barcelona (Barcelona 

Navigator, 2020), 9 influencers have been selected as potential HEDEAL ambassadors. They 

all meet the criteria mentioned above. It is estimated that at least 4 of the suggested 

influencers are interested in being ambassadors. To achieve the desired conversions, each 

influencers will need to post a minimum of 7 post during the entire campaign. See appendix 

27.1 for estimation of monthly posts and conversions. Figure 25 shows examples of three 

influencer profiles while the full list of potential influencers can be found in appendix 28.   

Figure 25: Examples of influencer profiles 

Source: Own creation based on information from Tanke (Tanke, 2020), and the Instagram 

profiles (Instagram - xopet1969, 2020), (Instagram - lauraponts, 2020) and (Instagram - 

zuckerandspice, 2020) 

@lauraponts

travel & food

322.891 followers

5% engagement rate

@xopet1969

art & photography

18.239 followers

9% engagement rate

@zuckerandspice

travel, writing & photography

47.352 followers

4% engagement rate
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7.4.3 Google Ads 

Google Grants’ free budget of 10.000 dollars a month, equivalent to about 8.885 euros, will 

be used to promote the landing page of HEDEAL (Google Ad Grants, 2020). It is crucial to 

comply with the Ad Grants Policy which enforce a CTR (click-through rate) on minimum 5% 

(Google Ad Grants Help, 2020). Also, No single-word nor overly generic keyword can be 

used, and the quality score for the keywords needs to be 3 or above. The keywords will be 

related to homelessness, donation and charity and both Spanish and English keywords will be 

used. Google Trends has been used to test which keywords would be the most beneficial. 

However, the tool has no information on the desired keywords since the keywords are too 

specific. For the same reason it has not been possible to estimate the total reach through the 

Google Ad tool “Google Ad Manager”. However, by assigning all of the Google Grants 

budget to promoting the new platform, it is estimated that HE can obtain the total amount of 

2.139 conversions needed for the entire marketing plan. See calculation in appendix 27.2.  

The company Rocketroi will continue being responsible for managing the Google Ads. 

Appendix 29 contains ad settings, examples of an ad and suggestions for keywords. HE will 

have to test keywords continuously in order to know what keywords will generate most 

conversions. 

7.4.4 Social media advertising 

Research shows that Google, Bing, Facebook and Instagram has highest conversions 

potential (Chou, W., 2020), and moreover, the Global Digital Overview 2020 Report shows 

that Facebook is the most used social platform (Kemp, S., 2020). Taking all these factors into 

consideration, social media advertisement on Facebook is chosen as a promotional action. 

Since Instagram belongs to Facebook, Instagram will as well be used for advertisement. The 

objective is to promote the landing page of HEDEAL and hereby get people to subscribe. The 

action mainly aims to target the segment of Helping Hand Humans. 

The ad campaign will be active during the first two months of the marketing campaign which 

will help kick off the campaign and ensure an effective start. See figure 26 for deeper 

explanation of the ad set, appendix 27.3 for estimation of conversions and appendix 30 for 

Facebook advertising set up. 

 



51 

Figure 26: Facebook ad set  

Objective Conversions (subscriptions on website) 

Audience Location: Barcelona 
Demographics: 15-65 (split in segments 15-29, 30-49, 50-64) 
Language: Spanish and English 
Interests: Social responsibility, NGO, Homelessness, Charity 
Lookalike Audiences: People with common interests  (based on source 
audience) 

Placement and 
format  

Videos Single image and video in: 
- Facebook News Feed, Facebook Stories, Facebook Watch 
- Instagram Feed, Instagram Stories 

Budget 5 euros a day for 2 months: 300 euros. See appendix 30 

Source: Own creation with information from Facebook For Business (Facebook For 

business, 2020). 

7.4.5 Social Media  

The organization is already active and posts several times a day on LinkedIn, Facebook and 

Twitter. To promote the new product, at least one post a day will be related to HEDEAL. By 

doing so, the platform will benefit from HE’s already existing network on the social media 

platform. HE is currently not very active on Instagram. The activity on Instagram will be 

following a specific schedule for posting in order to first and foremost strengthen HE’s 

profile so it stands a better chance in promoting HEDEAL. Both HE’s and Andrew’s 

Youtube channel will be used to promote HEDEAL. See figure 27 for specifications of the 

strategies.  

Figure 27: Strategy for posting on social media 

Social Media Platform Strategy Target 

Twitter, Facebook, 
Linkedin  

- 2-5 feeds a day (as usual) 
- 1 feed a day with HEDEAL content.  

Philanthropic Professionals 

Instagram - 3 feeds a day with normal content. 
- 1 feed a day with HEDEAL content.  
- 1 story a day with normal content. 
- 1 story a day with HEDEAL content. 

Helping Hand Humans 

Youtube (HE’s channel) - 1 video a week with normal content. 
- 1 video a week with HEDEAL content. 

Philanthropic Professionals 
Helping Hand Humans 

Youtube (Andrew’s 
channel) 

- As usual.  
- 1 video a week with HEDEAL content. 

Philanthropic Professionals 
Helping Hand Humans 

source: Own creation  



52 

The objective for above mentioned strategies is to consistently create awareness of 

HEDEAL’s existence and to remind the social network of the benefits of the platform. The 

post will be in Spanish but thanks to the translation feature in the social media platforms, the 

customer will have the possibility to access an English version. 

7.4.6 Presence and participation in events 

The sleep-outs and participation at events and conferences will continue as a promotional 

action since it is possible to do a focused targeting towards Philanthropic Professionals. The 

responsibles will be Andrew, HE supporters and the homeless people. A promotional 

extension of this marketing action is to be present at events that are related to the job that a 

certain homeless person would like to have. The concept will be as following example; at the 

Alimentaria Foodtech Barcelona Event, a homeless person who strives to become a cook will 

stand next to a roll-up poster of himself. The approach of the homeless person will be “I am 

homeless. I have a goal of becoming a cook. Your goal can be to help me achieve mine”. See 

figure 28 for example. The fact that the poster contains a picture of the actual person standing 

next to it has the aim of making people look an extra time. Other suggestions for events and 

relevant contexts are La Casa de Llibre, Barcelona Fashion Night and La Mercè Barcelona. 

This action will be expected to happen at least one time a month. The cost of 15 roll up 

posters is estimated to be 492,06 euros (Pressing, 2020). 

Figure 28: Example of event  

 
Source: Own creation with use of photos (Wikipedia, 2020), (Flickr, 2010) - labelled for 

reuse with modification 
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7.4.7 Publicity  

The network of Andrew is very beneficial and advantageable for the promotion of HEDEAL. 

His relations can lead to promotion activities as earned media such as free space in the press. 

Volunteers, supporters and people in the network of HE are as well an important source. 

They are expected to take part in the plan by sharing the word of HEDEAL. They are all front 

figures representing HE and the new product, and what they say and how they talk about it 

needs to be well considered. The supporters can help improve the trustworthiness and the 

way customers perceive the organization and HEDEAL. To keep the organic organizational 

structure, there will not be created a specific plan for how and when the people should post 

on social media, but they will all be encouraged to do so. Also, an internal document with 

information about the new platform will be sent out. 

7.4.8 Upgrade of existing donors’ membership 

To ensure a customer retention of already existing donors, their membership will 

automatically be upgraded with access to the HEDEAL community without extra charge. An 

email will be sent out with information about the upgrade.  
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8. IMPLEMENTATION OF THE MARKETING PLAN 

The financial aspects of implementing the marketing plan as well as the scheduling will be 

described in the forthcoming section. 

8.1 Budgeting 

All of the actions from the marketing mix will be evaluated in relation to the cost that they 

are expected to bring. As mentioned, due to the altruism of the cause, the marketing plan will 

rely on volunteering and pro bono work, which refers to people, companies and partners who 

help HE for free for the good of the social purpose. Moreover, many of the actions can be 

handled by the already existing workforce internally in the organization. The table in figure 

29 gives an overview of the marketing actions including the budget, responsibles and the 

scheduling for each of the actions. The final cost of the marketing plan is 792,06 euros which 

will be funded by external sources. 
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Figure 29: Budget and overview of marketing plan 

 
Source: Own creation
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8.2 Sales Forecast 

Considering the frequency of the monthly promotional actions for the marketing plan and the 

months which people tend to donate the most, a forecast of the sales is visualized in figure 

30. Since the current donor database of HE has not been available, the estimation will have its 

starting point at 0. 

Figure 30: Sales forecast November 2020 - November 2021 

 
Source: Own creation 

If the initial estimated number of 2.139 donors subscribe in the given months and continue 

paying throughout the year, it can be stated that the marketing plan will generate 177.366 

euros. This is 130.634 euros less than the needed 308.000 euros. Exactly for this reason, 

several of the marketing actions aim for the total reach of 106.950 people in order to ensure 

enough conversions to cover the 308.000 euros. Assuming the promotional effort of the 

Influencer Marketing, the Social Advertisement and the Google Ads each get 2.139 

conversions, the total number of 6.417 persons will convert. Thereby the total revenue will be  

532.098 euros. 

According to this forecast, considering the sales distribution percentage and the fact the 

marketing plan aims to generate a revenue of 308.000 euros, 3.715 sales will be needed. 

Information about HE’s current retention rate has not available but for future forecasts it will 

be essential to incorporate the retention rate in the calculation. 
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8.3 Break-even Point 

A NGO would normally have to consider both the cost of the social cause and the costs of 

maintenance and expanding when calculating how much funding is needed to be raised. By 

doing so, the organization will ensure a stable financial situation and hereby guarantee the 

organizations operations. However, as Andrew Funk stated from the beginning, the marketing 

plan aims to cover the cost of getting 100 homeless persons back in jobs. It was asked by the 

organization not to consider fixed costs and regular expenses. Additionally, the cost of the 

marketing plan will be covered by funding from external sources.  

The calculation for the project break-even point is the cost of the marketing plan divided by 

the gross margin. Since HE is a non profit organization the gross margin equals to 0, and as 

explained, the marketing plan will have no costs for the organization since the 792,06 euros 

will be funded by external sources. Therefore it is not possible to calculate the break-even 

point. The approach is instead to present the marketing plan and its budget to HE, and the 

organization will afterwards raise funding to implement it. The thesis is developed and 

conducted in close collaboration with Andrew Funk and HE, and in order to make it as useful 

for the organization as possible, it has been decided to consider their wishes and needs for the 

marketing plan. 

8.4 Income Statement Forecasting 

Normally, it will be possible to estimate how much revenue will be generated in the future 

based on the effect of the marketing plan. However, in this case, the approach will be slightly 

different. First of all, HE’s financial records have not been accessible. Secondly, the revenue 

achieved from the marketing plan aims to cover the commercial objective of getting 100 

homeless people back in jobs. Moreover, the cost of achieving this will be financed by 

external sources. Therefore the income statement are expected to result in 0. See figure 31.  

Figure 31: Income Statement Forecast 

 
Source: Own creation 
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A 3 year subscription forecast will be based on the expected amount of subscribers calculated 

in section “8.2 Sales Forecast”. The overall annual growth rate of charity giving was in 2019 

4,1% (Double the Donation, 2019). This rate is used to project the future subscription base 

size. See figure 32.  

Figure 32: Expected organic growth of subscribers 

 
Source: Own creation  

The forecast does not consider the already existing donors, since this information has not 

been accessible. Also, it only considers the revenue generated from subscribers to HEDEAL 

for 12 euros a month, and not from other amounts of money, nor from companies, 

organizations or other financial sources. HE will be suggested to continue the marketing 

efforts in the years to come to support a continuously, increasing organic growth. 

8.5 Scheduling of Marketing Actions 

The preparation, development and implementation period will start August 2020 and continue 

until October 2020. The main tasks in this period is to define the identity guidelines, develop 

the app and website, and create the media content. In October, the volunteers and network of 

HE will be prepared for the launch, and Andrew Funk will be in charge of contacting 

newspapers and relevant media. The focus will as well be on preparing the product content 

and features. Also, the information email will be sent to current donors. In November 2020, 

the product will be launched and the campaign will kick off. The promotional effort will 

continue until November 2021.  

A full schedule for the marketing plan can be found in figure 34 whereas a Customer Journey 

Map in figure 35 visualizes how, when and where the customer potentially will be exposed to 

and interact with HEDEAL. The specific actions related to the influencer marketing and 

social media advertisement are described in forthcoming sections. 
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Influencer Marketing 

During September and October 2020, the sponsor agreements, the selection process of 

influencers and the first contact will take place. In October, the influencers will be provided 

with the content package and the first sponsor products. They will receive sponsor products 

regularly every fourth month throughout the campaign. A minimum of 4 influencers will post 

a minimum of 7 posts which equals to a total amount of 28 posts. See figure 33 for the 

posting schedule. However, the collaborations will be based on an organic approach and the 

influencers will therefore be encouraged to post more. Also they will be asked to post stories 

continuously and frequently. 

Figure 33: Posting schedule for Influencer Marketing Campaign 

 NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEP OCT 

Posts 2 2    1  1  1   

Source: Own Creation 

Social media advertisement 

The ad set for the Facebook and Instagram Ad Campaign will be defined in October and 

launched 1st of November. It will last for 2 months ending 31st December 2020. The 

campaign will function as a kickoff initiative, and to keep the costs down, it will be a one-

time effort. However, if the Social Media Advertisement is successful and if HE finds it 

necessary, it will be possible to implement more campaigns during the year of the marketing 

plan. This suggestion is not calculated within the cost of the marketing plan. 
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Figure 34: Marketing Plan Schedule 

Source: Own creation 
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Figure 35: Customer Journey Map 

Source: Own creation with icons from Flaticon (Flaticon, 2020)   
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9. MONITORING OF THE MARKETING PLAN’S ACTIONS 

To know if the marketing plan for HEDEAL is effective and successful, and to understand 

how and where to optimize its performance, it is needed to track the results. This can be done 

by measuring the KPIs of each action. The KPIs are described in figure 36.  

Figure 36: KPIs 

KPI Description 

Revenue  

Total revenue  Due to the marketing plan’s main objective of getting 100 homeless 
persons back in job, which demands 308.000 euros, the overall success is 
measured by the total revenue that the marketing plan will generate. 

Conversion rate:  
# total conversions / # total 
interactions 

The conversion rate indicates the percentage of visitors who actually 
subscribe. This shows how many leads turns into conversions.  

Donation flow rate It is not only relevant to look at how many people convert, but also to 
analyze the donation process from a holistic perspective. By tracking the 
donation flow rate, HE can now where in the process people might leave. 
The donation flow rate consists of clicking on donate, filling out the form 
and entering the payment details.  

Conversion rate per activity: 
Total conversions / conversions 
for individual activity 

To know which actions generate more conversions, it is relevant to 
measure the conversion rate for each activity. Hereby HE can decide 
whether or not to continue an activity and allocate resources to make the 
future marketing more efficient and effective. 

Retention Rate: 
# active customers at end of 
period / total # active customers 
in a period. 

By calculating the retention rate, HE gets an indication on the level of 
loyalty; how many customers they have retained. (And as opposite, the 
churn rate, who indicates how many customers that have cancelled their 
subscription in a period) This will be measured on a yearly basis.  

Website (HEDEAL landing page)  

Google Analytics will be suggested to be used as a tool for analyzing the website’s performance. 

# of visitors The monthly traffic to the website can be measured by monitoring how 
many visits the webpage has. This can help HE to determine the audience 
size. 

Bounce rate:  
Total one page visits / total 
entrance visits  

By monitoring the bounce rate HE gets an idea if people are interested in 
staying on the webpage or if they are leaving. This as well indicates if the 
navigation, usability and call-to-action feature needs improvement.  

Average time on page The average time that the customers spend on the webpage indicates the 
level of engagement and whether the content is appealing or not.  

Visits per channel It is relevant to track the inbound traffic sources in order to know what 
marketing channels are performing well. 
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App 

App downloads The amount of app downloads tells HE if the customers are engaged by 
using the app or not. 

Crash reports If crashes in the app happens, it is necessary to monitor when and where 
and for what reason in order to fix the problem and make sure it will not 
happen again.  

Load speed To increase the user experience HE has to be aware of the load speed. 

Active users The number of active users tells HE if the customers are only 
downloading the app, or if they as well use it frequently.  

Social Media  

It will be suggested to use a tool such as Buzzsumo for analyzing the performance on social media.  

Leads to website To know if the marketing effort on social media is successful, it is 
relevant to track the traffic coming from all the accounts and measure if 
the leads from them are generating any conversions. 

Audience size By tracking the development in the amount of followers on each social 
media account gives an idea of whether the audience stays engaged. An 
increase in followers indicates that the posts and content is relevant and 
attractive.  

Engagement rate: 
Likes / comments 

The engagement rate indicates the percentage of total followers who 
engage with the content by sharing, liking and commenting. By tracking 
what kind of content achieves the most engagement can help HE decide 
on future strategies. 

Shares A monitoring of shares will give an understanding of the engagement of 
the audience. Also it gives an indication of the content’s visibility.  

Mentionings The amount of times the hashtags #HEDEAL and 
#HomelessEntrepreneur are being used indicate level of engagement of 
audience. It also gives an idea of what is being said about the 
organization and the platform. By knowing this, HE stands a better 
chance to manage their online reputation. 

Influencer Marketing 

Leads per influencer Each influencer will have a referral link which makes it possible to track 
the traffic coming from each of them to the landing page of HEDEAL. 
By comparing the leads per influencer, HE can measure their 
performance. 

Engagement: 
Likes per HEDEAL post / total # 
followers 

To understand how the audiences of the influencers are receiving the 
content of HEDEAL, the engagement will be tracked on the posts related 
to the HEDEAL. In addition, this gives an indication of the reach of the 
marketing effort.  

Social Media Advertisement  

It will be suggested to run an AB test campaign for 7 days to measure the conversion rate and to know where 
to make changes in the ad design in order to perform better.  
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ROAS: 
Revenue from ad / cost of ad 

The Return On Ad Spend measures the success of the ad campaign and 
indicates how profitable it is. 

Impressions The number of impressions tells how many times an ad is displayed and 
hereby it indicates the potential audience reach of the ad. 

Leads It is relevant to measure how many leads are generated from the ads. By 
monitoring this, HE will know if the ad is performing well. If not, it will 
be necessary to change the ad set. 

CTR: 
# Clicks / # impressions 

The Click Through Rate measures the clicks on ads compared to the total 
number of impressions. It tells HE how appealing and successful the ads 
are. If the ad has a low CTR, HE will have to make the content more 
compelling to make people click on it.  

CPC By measuring the Cost Per Click it possible for HE to understand the cost 
effectiveness of the ads. 

Google Grants 

Google Analytics will be suggested to be used as a tool for analyzing the Google Ad performance. 

CTR: 
# Clicks / # impressions 

The Click Through Rate indicates the clicks on ads compared to the total 
number of impressions. It tells HE how appealing and successful the ads 
are. The CTR for Google Grants must be minimum 5%. If the ad has a 
low CPR, HE will have to make the content more compelling to make 
people click on it. 

Quality Score The quality score indicates how relevant the ads are. When using Google 
Grants, the quality score has to be 3 or above. 

Impressions The number of impressions tells how many times an ad is displayed and 
hereby it indicates the potential audience reach of the ad. 

Publicity and events  

Coverage It is relevant to track and measure how many articles have been published 
related to HEDEAL and HE. Also, it is relevant to know how much each 
event is covered in the media. 

Reach To know if the promotional effort of publicity and earned media is 
effective, it is important to track how many people will be exposed to the 
articles and media coverage.   

Source: Own creation 

It can as well be insightful to measure the loyalty and satisfaction level amongst subscribers. 

This can, for example, be obtained through customer surveys. Also, it would be relevant to 

track if more people wish to become volunteers for the organization. Moreover, the success 

of HE can be measured by looking at the amount of companies who start to support the 

organization financially, who sign sponsor agreements and who wish to start collaborations.   
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10. CONCLUSION 

From the very first contact with Andrew Funk it was agreed to conduct a marketing plan 

focussed on launching a new business activity in form of a subscription based online 

platform. With the purpose to support the organization’s mission of ending homelessness, the 

objective of the marketing plan was set to get 100 homeless people successfully reintegrated 

in society. The cost of getting one homeless person back in job is 3.080 euros, and therefore 

the marketing needs to generate a total revenue of 308.000 euros. 

In Barcelona, several organizations are aiming to end homelessness, and many of the 

organizations are supporting each other due to the altruistic nature of their causes. However, 

HE’s competitive advantage is the approach of securing a stable future for the homeless 

people and not only stability for the moment. Where the competitors are having an advantage 

is mainly by targeting the segment of private donors. To be competitive, the target of the 

marketing plan is therefore defined as Helping Hand Humans and Philanthropic 

Professionals. The marketing plan is delimited to only targeting these segments of private 

donors since HE is already doing a great effort in B2B marketing. Nonetheless, in order for 

HEDEAL to succeed it will be necessary to target companies as well. It would therefore be 

suggested for HE to develop and implement a marketing plan with specific actions directed at 

the segment of Conscious Companies.  

With HEDEAL the trade of a donation for an intangible social impact will be transformed 

into a  trade of a donation for a tangible product. The platform meets the customer’s needs of 

convenience, belongingness and transparency which expectively will lead to an increase in 

trust and loyalty. Thereby, the implementation of HEDEAL and the respective marketing 

actions are expected to secure HE a sustainable future with the possibility to expand 

HEDEAL internationally. It will be needed to continuously develop content and features in 

the platform and focus on the promotional effort. 

To increase the chance of having the marketing plan implemented, the needs and wants of HE 

have been considered during the entire development process of the thesis. Andrew Funk has 

expressed a strong interest in seeing this project being brought to life, and therefore it has 

been a driving factor to make the marketing plan as useful and feasible as possible.  
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12. APPENDICES 

Appendix 1: Brainstorm Map for Master Application, March 2019 

 
Source: Own creation 

Appendix 2: First interview with Andrew Funk 

13th of November 2019 at Homeless Entrepreneur HUB, Barcelona.  

Ideas and approaches: 

- KPI: Get homeless people to work - “by X magazines sold, X many people got a job”. 

- Generate work and job opportunities.  

- Platform for companies to post jobs, homeless people to post CV’s. 

- Get citizens involved, make them participate. 

- Ask citizens what they want of content, what do they want to read.  

- Use the public as editors: Content created with homeless. 

- Digital platform: Get readers > see if interest > take it to the streets. 

- Create an app. 

- Possible for people to buy online subscriptions (3, 6, 12 months). 

- Promote and sell app/concept in already existing activities: Events, sleepouts, trade shows.  

- Reduce cost: Make universities (and companies) participate > work freelance / yearly projects 

> sustainable solution. 
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- Involve all: Volunteers, citizens, companies and homeless.  

Thoughts about Hus Forbi: 

- Do people pay for the newspapers out of pity and not because of content? 

- Do they read or just throw the paper out? (recycling factor). 

- “Their voice to be heard” - but do their voices really get heard, do the paper has an effect on 

politics etc.? 

- Maybe instant work for the homeless, but futurewise?  

- Only stories about the people, but what is valuable in the concept? 

- Not just stories - something more needs to happen. 

Appendix 3: Second interview with Andrew Funk

29th of January 2020 at a cafe near the 
Homeless Entrepreneur HUB, Barcelona.  

Ideas for the concept: 

I think it would be relevant and interesting to 
make a connection with the global forums and 
the events, because then you have the 
newsletter and you don’t have to come up with 
as much material, and it would be more 
relevant for them - so that would mean that 
each month you have a specific focus based on 
the next event. And then companies can pay to 
have their event there. 

World economic forum, world congress, all 
these events - you get them to pay to promote 
their activity on there, and then also the 
companies pay to advertise and then you put 
readership and also people that want to hire 
people.  

I think we should focus on monthly events - 
there is going to be a lot of traffic that day, so 
you can do a very focused target. And for the 
month before, you do communication, 
preparing for it and then done. And then next 
month, next event - and I think that would be 
an easier focus. 

The reason why you think it is interesting to 
do this collaboration: 

It solves a problem. To add value to our 
already existing concept. What we are doing is 
looking at how we can solves problems. And 
when someone wants to participate, we help 
give them the tools and the network and to 
make it happen. 

Do you have a defined business plan: 

Yes of course, but it is internal, so it is not 
possible to give it to you, but you can find all 
of it on the web page though.  

History about the company: 

There is a lot of articles about it and I also had 
a Ted Talk about it. But basically I became 
homeless, and I had to solve my own problem. 

What is the business objective, what does the 
company wants: 

To end homelessness through work and active 
citizenship. 

Resources: 

We sell hats and other stuff like that, but that 
is not… 

You depend on volunteers, experts etc.: No we 
depend on community. Private companies, 
universities, NGOs and citizens, obviously we 
have experts within our community as well. 
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We work with all of them. Anyone that is 
willing to pay for our services. Meet through 
events, trainings, programs we offer, 
communication, corporate social 
responsibility.  

Companies who are willing to hire the 
homeless people? How do you find these 
companies: 

We have over 1 million views online, so that 
already exists. And then we build a network so 
we can reach more. The concept is that we 
have our network, and we are communicating 
what they are doing, and then we try to match 
the company with the individual we have. It is 
a matching-service, if you will. 

Explanation of concept in own words: 

We end homelessness for and with the 
homeless people in our program. So what we 
do is we bring them together and we focus on 
what they do well instead of what they don’t 
have. And we try to get rid of all the excuses 
for why they are homeless.  

The best way to understand that is 
bidirectional support. Everybody has to 
participate. Everybody participates and no 
one's getting out.  

But you have experts in this program - so a 
homeless person comes in and all the 
organization network that help the homeless: 
We have managers, volunteers, companies, 
network of individuals that either way help the 
individual or the organization. 

From where you get funding: 

Private organizations, private companies, 
collaboration with NGOs and private donors.  

Do you split the earnings you get from other 
projects: 

Our projects is different organizations, so no. 

What products do you have:  

We have the program, we have the events, we 
have training, we have corporate social 
responsibility and we have communication. 

What do you mean by communication: We do 
campaigns, for example this communication 
campaign - 46 articles, estimated average 
views 1 million, social shares and all this other 
stuff. If that is not valuable? 

The structure of the organization: 

you mentioned that you have managers, 
volunteers ect. and you are the president? Yes, 
I am the president and then you have the 
coordinators of the program. It’s the same as 
any organization. We are 9 managers and 
more than 250 volunteers. We have all the 
normal departments such as HR etc., but it is 
done in an organic way and more fluid.  

We have sustainable revenue which means 
that we can have someone working full time in 
for instance HR. So we have the structure but 
it is just that we go with the flow. We have 2 
leaders, I am in charge of the global vision, 
and he is in charge of the local vision. Then 
we build teams of people, and it grows or 
shrinks depending of the need of the 
organization. As we have more funds, it is 
easier for us to be able to have people 
dedicated in more time in a consistent matter. 
Otherwise, we have enough volunteers that we 
can maintain that and keep on.  

To make decisions you have the coordinators 
and the president. But of course we value the 
volunteers a lot, we attract people that we trust 
and value as professionals, so we dont tell 
them how to do their work. We explain what is 
important, and then they work. It is a better 
way to manage. 

Where do you operate: 

The market for Homeless Entrepreneur is 
focusing on Barcelona. But we attract people 
from outside of Barcelona such as Valencia. 
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The focus is this year, 2020, to end 
homelessness for 100 people in Barcelona. 
Then from there, by validating our model, we 
go for example to London. We plan to expand, 
and we already do expand in the sense that we 
travel all over the place.  

The events is an opportunity to start building 
network. I am flying to Manchester this 
weekend, and then we learn about what is 
going on there. So we do exploratory research 
and build our network through events and 
keynotes and then we keep building our model 
in Barcelona until we are prepared to go to 
other cities.  

Customers: 

How many: If you look at web page, we have 
sponsors. But this is not including private 
donors, we have not been giving information 
about the private donors we have.  

Private donors can be anyone from a homeless 
person on the street to a business owner.  

I would say 80% is corporate, 15 % private 
donors and 5 % public and NGOs.  

How much do private people donate in 
average: it depends, if it is a smaller amount, 
20-30 euros is normal. And it goes up to 200 
euros. 2-300 is normally a generous donation 
from individuals. For corporate it can go up to 
3000 euro. And just keep in mind that 3080 
end homelessness for one person. 

Profile of customer - specific type of company 
or person: I don’t have the profile on paper. 
But people that either way have been homeless 
or has some kind of connection to it. They 
have been affected by homelessness or poverty 
in some way.  

Defined communication plan: 

Everything we do is, we have a plan. And then 
we let it grown organically. Communication is 
one of our strongest points (refers to articles). 
That is a strength of ours. We have to improve 

our revenue, that’s the most important thing 
for us. We are very good in communication. 
What we are working on is improving the 
sales streams. That is the most important thing 
because closing partnerships, sponsorships, 
this is our main thing right now.  

Anything else that is not related to CSR 
program, or our communication partnerships 
or   sponsoring our program, it is just not 
important to us.  

The communication is very good, we do a very 
good job. We have an agency (Rocketroi) who 
is managing Google Grants for us. And then 
we have another advertising agency who is 
going to help us with employees. So we have 
to advertising agencies helping us, and then 
we have a PR agency supporting us for the 
Davos thing, so we have a lot of partnerships, 
but what we don’t have is time to organize 
everything. It is just the reality. In order to 
have more time, you need to have more 
money. So we are focusing on that, so we can 
have more time. So we are just focusing on 
our goals, what we have to do, and the things 
that are not relevant, we gonna stop that very 
quickly.  

Relationship with the local media in 
Barcelona: 

We collaborated with many local newspapers. 
And were starting to work with one, but local 
business are very closed. We don’t have a 
specific supplier in media. Keep in mind that 
our media is larger than must of theirs. 

Internal communication: 

whatsapp, Trello, Slack, email. 

How do you find the homeless people: 

We attract them. Inbound marketing, if you 
will.  

How many are in the program currently: 

14. 
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How many has succeeded, are in job: 

14 success stories. 

Those who cannot work: 

Not our focus, we focus on the 20 % of the 
homeless population that are willing and able 
to work. No serious drug issues, and no 
serious mental health issues.  

How/where do people/companies donate 
(point of sales), and how you get in contact 
with them, the weight of each channel 

Donations are through our web page and bank 
transfers. We get in contact with them through 
everything we do - conferences, events, social 
media, day-to-day. The majority of donations 
is through the web page, around 80 %.  

We don’t have profit, what we earn is going 
directly to the program. Everything we have is 
for the program and for the events. And for 
what we do. There is no profit margin. 

Budget for marketing plan: 

We don’t have a budget for this right now. 
You will have to define what the budget is, 
and the look for sponsorships to take care of it 
- it is the other way around. It is not that we 

have a budget and then we define projects. It is 
we do what we want, and if someone has a 
project and they present it, we look for 
funding. If we had access to cash, it would be 
the other way. So what happens is that you 
present your proposal and then we see how we 
can make it happen.  

We don’t have millions, we have limited 
revenue, I don’t think that the amount of 
revenue changes anything for what you do.  

We have no budget for your project - if your 
project makes sense and it is good, then we 
share the project with our community and we 
try to raise funding for that project, and it will 
need a project manager.  

You have an idea, you wanna carry it out, we 
help you with the resources, and to create the 
resources to make it sustainable. 

It is a start-up, so all the projects have a start-
up mentality. If you really want to do it, you 
come with the funding, to make sure it 
happens. We work differently, and that is 
important to understand. So anything funding 
we raise goes directly to the program. we don’t 
have other projects, so anything that enters is 
going to go create sustainability for the 
program.
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Appendix 4: What triggers homelessness 

 

Source: Homeless Entrepreneur (n.d.a). What is the problem? 
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Appendix 5: Number of people making donations to charities in Spain in 2018, by type 

of charity  

 
Source: Statista, n.d.a. 

Appendix 6: Calculation of average product price  

(11.42*50+11.08*50)/(50+50) 

Source: Own calculation based on secondary research  
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Appendix 7: Interviews with current customers

Javi Gonzalez Morillas, Instagram 

1) ¿Cómo se enteró del emprendedor sin hogar? Ya conocía su labor desde hace tiempo. 

2) ¿Apoya financieramente a la organización? (opcional para responder) No, económicamente no 
colaboro. 

3) Es genial ver que sigues a la organización aquí en Instagram. ¿Ha compartido publicaciones o 
historias relacionadas con la organización o el tema de la falta de vivienda? Si, si que he compartido 
historias y publicaciones, tanto de la organización o de otras organizaciones. 

4) ¿Estás involucrado de otras maneras en la comunidad de emprendedores sin hogar? Con esta 
organización en concreto no, si con otras. 

5) En pocas palabras, ¿cuál es su motivación para apoyar a organizaciones como Homeless 
Entrepreneur? ¿Qué valores extraes principalmente del apoyo a la organización? Mi motivación es 
dar visibilidad a las personas más vulnerables, ya que tanto los medios de comunicación, como 
sociedad en general, he instituciones tienden a olvidarse de este colectivo, y no debemos olvidar que 
son personas, con los mismos derechos y dignidad que cualquier otro. El valor que extraigo es que me 
dejan hacer mi trabajo de fotoperiodismo, para tratar de dar la voz y dignidad que se merecen, y a las 
organizaciones les pueda servir mi trabajo(fotos), para su redes sociales o web, y así tener pruebas 
visuales de que situaciones viven las personas y ellos como trabajan. 

6) ¿Está usted generalmente involucrado en causas y proyectos relacionados con la responsabilidad 
social y / o ambiental? Si, ambiental no mucho por tiempo, pero en social si, ya que hay parte la base 
de mi trabajo. 

Alex Krøger, LinkedIn 

1) How did you find out about the organization? Online, LinkedIn. 

2) Do you support the organization financially? (optional to answer) No. 

3) It is great to see that you create awareness through sharing posts on social media. Are you 
engaged in other ways in the Homeless Entrepreneur Community? I used to attend some F2F events, 
but had to step back, it was way too slow, and I couldn’t figure out how I could drive value for them. 

4) In a few words, what is your motivation for supporting organizations like Homeless Entrepreneur? 
Which values do you mainly extract from supporting the organization? I think the work they do is 
sooo important and vital, protecting people in a really vulnerable situation, where there is no safety 
net. Why do I support them? I feel really connected to the cause, not sure why, but I consider it just so 
important. 

5) Are you in general engaged in causes and projects related to social and/or environmental 
responsibility? I have already been active, collaborating with various causes during the last 10 years, I 
have a long list of organizations and causes I have done non-profit work with/for, would need to pull 
it out if you want the detail. 
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Chema, Instagram 

1) How did you find out about homeless entrepreneur? Linkedin, I clicked like on their publications 
and they contacted me...  

2) Do you support the organization financially? (optional to answer) My mother is a monthly 
contributor with 10 eur and another person in my family made a donation of 100 eur.  

3) It is great to see that you follow the organization here on Instagram. Have you shared posts or 
stories related to the organization or the issue of homelessness? I have shared more content from #HE 
in my Linkedin than instagram... but i will do it soon 

4) Are you engaged in other ways in the Homeless Entrepreneur Community? Yes, I give 25 hours of 
my time every week in fundraising with private companies, and i have spoken with salesforce.org to 
get a free CRM for the organization with a total cost of 18 K Eur. I spend my 25 hours in the search of 
contacts and companies that want to be a partner or to collaborate in anyways with the organization... 
Normally I start with a search in their website, the i call and when i get the contact or email, i write a 
first-meeting target email... I have a daily call with Andrew Funk to resume or optimize the process… 
The free CRM is salesforce.org as i described, you have the link to their website, that software helps 
to organize the customers and sales data and to improve the process. 

5) In a few words, what is your motivation for supporting organizations like Homeless Entrepreneur? 
Which values do you mainly extract from supporting the organization? Innovation and focusing in an 
“invisible” profile in the society like homeless people. Values: justice, reintegration, opportunities for 
everybody, growth for the change. 

6) Are you in general engaged in causes and projects related to social and/or environmental 
responsibility? Yes, i collaborate monthly with greenpeace, and red cross, and have helped more 
NGO in the past. 

José Luis Arruti Lozano, Instagram 

1) How did you find out about homeless entrepreneur? I was searching on the Web for Barcelona's 
homeless-related projects. 

2) Do you support the organization financially? (optional to answer) I don't. 

3) It is great to see that you follow the organization here on Instagram. Have you shared posts or 
stories related to the organization or the issue of homelessness? I do not think so, but maybe because 
theirs are not too often, Idk 'cause I do like the ones from Arrels foundation. 

4) Are you engaged in other ways in the Homeless Entrepreneur Community? Not really. 

5) In a few words, what is your motivation for supporting organizations like Homeless Entrepreneur? 
Which values do you mainly extract from supporting the organization? I totally share their vision and 
values. I mean, everyone, always deserve a chance to have a fulfill life. Also, empathy and 
compassion are two key values to improve as a society. 

6) Are you in general engaged in causes and projects related to social and/or environmental 
responsibility? Before de Covid-19 pandemic I was volunteering with "filas de la caritat", an NGO 
that visits homeless people and offer shelter to the most vulnerable ones. Also my final work of 
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master is a proposal to build temporary street shelters for homeless people while they can get out of 
the streets or public policies start taking shape like "housing-first". 

7) Extra information: I'm studying a Master's degree in Contemporary Design at UPC and my project 
is about building emergency street shelters for homeless people made out of recyclable materials 
they're already familiar with like wood pallets, cardboard boxes... I'm basically designing a 3D joint to 
put together the pallet slats easily and create a cheap-fast shelter for bad weather conditions in 
Barcelona.

Appendix 8: Analysis of website  

Informants: 

Sanne Dilling-Hansen (53), Carlos Roura Galan (25), Barbara Bello Fernandez (23), Emma 
Dahlmann (21), Dario Ortega Candelario (30). 

Instructions: 

- Please, go to the website https://www.homelessentrepreneur.org/ 
- Spend 5 minutes navigating around at the website.  
- Place a grade from 0-10 based on your experience. 
- Feel free to comment.  

The stars represents the replies.  

 
Source: Own creation based on interviews with potential customers 
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Comments and suggestions: 

- Visuals are nice but very big and so are the fonts, you have to scroll down to read the full 
information on a single visual. 

- For a company that has a social component and helps people, I'd expect to see more pictures 
of people right as I enter the page. 

- Main page is too long, you keep scrolling down and you never seem to reach the end. 
- The menu is not responsive and it is hidden on the top right under a 3 slash icon that is 

usually only used for mobile versions of websites. There should be some menu headliners 
visible in the top bar.  

- Takes minutes to find the "about us" page and info on their projects. 
- Stressed because the calls to action are very aggressive by being so visible and very big, all in 

the main page. Should be accompanied by more info and short lines like "with just a little 
help, you could help us achieve this, this, this and this". 

- Could have more photos of the sleepover events in the main page 
- Could add a "happy stories" section with a link in the main page as well, with examples of 

former homeless that found a new life. 
- Would feel more trustworthy if there was examples of success in the main page and if the 

menus were easily structured and could find all info easily. 

Appendix 9: Visual and verbal communication  
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Source: Homeless Entrepreneur, n.d.i. 
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Appendix 10: Population of Spain in 2019, by gender and autonomous community 

Source: Statista, n.d.b. 
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Appendix 11: total population in 2018 with a forecast for 2050, by country 

 
Source: Statista, n.d.c. 
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Appendix 12: Median age of the population in Spain from 1950 to 2050 

 

Source: Statista, n.d.e. 
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Appendix 13: Foreign population residing in Spain in 2018, by nationality 

 
Source: Statista, n.d.f. 
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Appendix 14: Average household size by Autonomous Community 2018 

 

Source: Instituto Nacional de Estadística, 2019 

Appendix 15: Income per household  
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Source: Instituto Nacional de Estadística, 2020 
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Appendix 16: The average gross monthly salary by region in spain 

 

 

Nafría, I., 2018 
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Appendix 17: Average annual net income per person in Spain in 2017, by age group 

 

Statista, n.d.g. 
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Appendix 18: Charities Aid Foundation Research 

18.1 How strongly would you say the following has influenced your desire to give to charity?  

 

Source: Charities Aid Foundation, 2014 

 

 

 

 

 

 

 

 

 

 

 



103 

18.2 How likely is it that the following statements could help grow giving in the UK? 

 

Source: Charities Aid Foundation, 2014 
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Appendix 19: Gross domestic product (GDP) in current prices in Spain from 2008 to 

2019 

Source: Statista, n.d.h. 
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Appendix 20: Spain: Unemployment rate from 1999 to 2019 

Source: Statista, n.d.i.  

Appendix 21: Spain: Consumer Spending 

 
Source: J. P. Morgan, 2019. 
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Appendix 22: As a consumer, are you more loyal to a product of a company that 

showcases a corporate social responsibility (CSR) policy? 

Source: Statista, n.d.k. 
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Appendix 23: E-commerce revenue from the sale of association and charity services in 

Spain from Q1 2014 to Q1 2018 

Source: Statista, n.d.l.  
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Appendix 24: Focus group with potential customers 

Objectives: 

- To gain knowledge about potential 
customers psychographic and 
behavioral traits and characteristics. 

- To determine the customer profiles 
based on potential customers’ 
motivation for donating, their 
preferences and their general 
behaviour related to charity, social 
media and engagement in society and 
social causes. 

Hypotheses: 

H1: The chance of getting donation is bigger 
when an organization is able to transfer the 
intangible social impact into something 
tangible.  

H2: Potential customers are engaged in society 
and are active citizens. 

Characteristics of the focus group:  

- Living in Barcelona. 
- Have some kind of relation to charity 

or volunteering work. 
- Have an altruistic mindset. 

Pre-screening questionnaire (sent message): 

Thank you once again for participating in the 
focus group.   

Date: Monday the 11th of May at 13.30 
Place: Skype  
Language: English  
Duration: 30 minutes - 1 hour 

I will kindly ask you to confirm the following:  
Skype name/email  
Full name 
 

 

Age  
Country of origin 
Years living in Barcelona  

If you have any questions or considerations, 
please feel free to ask! 

Participants: 

1) Barbara Bello Fernandez, 23, 
Venezuela, 6 years in Barcelona. 

2) Carlos Roura Galan, 25, Originally 
from Barcelona. 

3) Dario Ortega Candelario, 30, 
Dominican Republic, 20 years in 
Barcelona. 

4) Emma Dahlmann, 21, Denmark, 1,5 
years in Barcelona. 

5) Sanne Dilling-Hansen, 53, Denmark, 
12 years in Barcelona. 

Focus group script, guidelines and 
questionnaire: 

- Welcome, introduction, purpose and 
ground rules 

- Where and what I am studying.  
- What my master is about (introduce 

specific project later). 
- Happy that you are here to participate, 

big help. 
- Purpose: to create informal, 

comfortable environment, feel free to 
talk, inspire each other, having dialog. 

- Record the session for own purpose, 
agree? 

- It might take a little longer than the 45 
minutes i mentioned, so if you have to 
leave at one point, it is of course okay.  

- Introduction of participants.
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Questions: 

1. What drives you for donating? the mission? why you chose that organization? 

Sanne: Donated to Unicef and Red Cross every quarter. Haven’t donated during the last year. Red 
Cross was because I thought it make me feel better. Unifef contacted me, and I decided to donate to 
them. 

Emma: I am at the moment sponsoring a child in Central America, and I also donated to others before 
but with a sponsor child you actually have a face on the person that you’re helping and that also 
makes me stay with it. And also it makes me not want to get out of it in times when you are short on 
money. You get letters from them about how thankful they are and you create a relationship. I Also 
donated to Red Cross and Danish Refugee Camp but you do and then you get out of it because it’s 
easy. Nobody will notice. It’s different when you have a face - it’s a bigger amount but the 
relationship makes you continue. 

Carlos: I donate to Doctors Without Borders, Save The Children and WWF. In the case of Save The 
Children I started donate because I wanted to help stopping hunger in the world and I thought children 
were the most vulnerable. For Doctors Without Borders I saw an ad in the TV and donated for the 
same reason. They showed children starving. WWF I just wanted my favorite animal to keep existing.  

Barbara: I would say religion, because I feel that you have to be a good person. You have to do good 
to others without asking anything back. If I can do good to others because I am in a good position, I 
would do that. And also because of religion, if I am in a bad position, I also hope that others will help 
me. So if you want that, you also have to be good to others without judgement. I have been member of 
ACNUR for 2-3 years and Doctors Without Borders. 

Dario: I never donated to any charity. I think what they do is good, but I’m not sure if the money 
actually goes to help. 

2. What is the frequency and amounts of the payments? 

Sanne: Quarterly.  

Barbara: 15-20 euros monthly for ACNUR and the same for Doctors Without Borders.  

Carlos: Yearly - 60 euros for Save The Children, 50 euros for Doctors Without Borders, 45 euros for 
WWF. 

Emma: 30 euros a month.  

3. Do you have a recurring automatic billing? 

Emma, Carlos, Barbara, Sanne: Yes.  

4. How did you subscribe?  

Emma: I wrote to them and asked because I was interested, so I reached out to them. By phone or 
email, I don’t remember.  

Carlos: For me in the case of Doctors Without Borders after seeing it on TV, the ad was to send a 
SMS to donate 2 euros, and after that they called me one month later and they convinced me to start 
the membership. So it was by phone. 
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Barbara: I subscribed online.  

5. Are you involved and engaged in an organization through volunteering work? In 
communities?  

Sanne: No. 

Carlos, Dario: Me neither. 

Emma: I go to a shelter for dogs once a week. 

Barbara: I have been but not now. But I’ve been volunteering for a dining concept for homeless 
people called Reina de Paz. I also collaborated with Job Asolidades, a Barcelona football club 
organization. And another organization I did during my undergrad was Global Brigades. I did a 
microfinance project for developing community in Panama, so for one year we did different activities 
to earn money, and the money we earned during the year, we gave them to the community as a 
donation, and we did one week to land work to feel it on ourselves. And we also taught them how to 
create a bank in the community, to teach them how to save money and so on. 

6. Have you ever been giving a donation as birthday present or similar? 

Emma, Barbara, Dario: No. 

Sanne: Not as I remember.  

Carlos: I’m not sure if I understand, you mean if you have given something to a family in need or did 
a donation as a gift for someone? Because my girlfriend, she likes her presents not to be actually hers. 
So for her birthday or christmas she asks me to do a donation to Unicef or whatever NGO and I do it 
for her, but it’s like her present.  

7. What is important for you? rank 1-5 (1 not important, 5 very important) 

Transparency (where you money goes to, information about the work organization do, trust) 

Emma: 4 - It’s very important but I think what’s more important is the work they actually do. So they 
make a difference with the money you donate, and if that’s not 100% transparent, it’s not essential - 
as long as they make a difference with your money.  

Barbara: 4. 

Sanne: 4-5 - It’s very important to me. We need the transparency to know what they do with the 
money. They can say that they make a difference, but if they don’t show me prove…  

Carlos: 5 - Yes, of course transparency is important to me as well, it’s pretty important but I don't 
think it is the most important thing. But I would still rank it as 5. Transparency is showing that they 
do a good management of your money, and if they do not do that I would slowly start to not trust 
them.  

Sanne and Emma: Agree.  

Connection through social media and website (how easy it is to find information about the 
organization) 
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Emma: 4 - Also very important. I don't know if they have to be on social media, that’s not very 
important. But at least that you can go to their website and check what they are doing.  

Sanne: 3 - Agree with Emma, it is important that I can look up information, but they don’t have to be 
on social media, for me that’s not important.  

Carlos: 2 - The availability to information on website and social media is not very important. Because 
to me if other people that are members or donating to that charity already know it and already trust 
them and have the information… Let me rephrase that. If there is transparency and if I know people 
that know what they are doing, I don’t need to know exactly. I just need to know the basic lines.  

Barbara: 5 - For both website and social media.  

Convenience (related to what we spoke about the website - easy to pay online, recurring billing) 

Emma: 5 - That is very important. Right now I have the automatic so it goes by it self. But if they 
changed it something I would have to do myself every month, I doubt that I would do it every month. 
Especially if you are a little tight on money, then sometimes you would maybe skip it. So it is 
important that it is easy and that you have that option. Some people prefer to do it themselves when 
they feel like it. But the organization prefers as well to have the payment coming monthly, to make 
the budget and make most out of the money.  

Sanne: 4-5 - Unfortunately it is important. That it is easy. I wish it wasn’t. But it’s very important.  

Barbara: 5 - I trust the website more than by phone.  

Carlos: 5 - For me this is very important, I would definitely give it a 5. Especially, I am considering to 
stop donating to WWF because of a convenience issue. I’ve been asking them now for a month to 
give me the certificate for my donations, for my declaration of my taxes, and they still haven’t give it 
to me. While for Doctors Without Borders and Save The Children, I could easily download it from the 
internet. There was no problem.  

8. Is environment, ecology and sustainability in general important in your buying process and 
decision making? 

Sanne: I value and think about it a lot. I haven’t been good at it earlier, but considering my age I 
might have started to worry about it earlier. It’s not that it’s new to me, I have been thinking about 
this for many years, but I would have liked to consider it more as young.  

Carlos: I value but as a secondary thing. If you had to be less ecological to save more lives, I would 
prefer that.  

Emma: Well, I would say I’m not. I try to be, but unfortunately the prices are often a lot higher, so 
that’s why i do not do it. But obviously if I should choose between a more sustainable product and 
another thing that's not, I would go for the better option, but it really depends on the price.  

Dario: It depends. For example, in the supermarket, I just take things but when it comes to fruits I 
think about it. And also when it comes to clothes.  

Barbara: I used to be more than now. I try to be it but it’s not that much.  
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9. Are you in general engaged in what happens in society? (politics, environment etc.) rank 1-5 
(1 not important, 5 very important) 

Barbara: I would say 5. 

Carlos: It’s a 5 

Sanne: It’s a 4.  

Dario: 4.  

Emma: Probably 4 as well. Sometimes I'm very engaged, and sometimes it can be weeks where I 
don’t know what’s going on.  

10. What kind of social media platforms are you active on? (sharing opinions, sharing posts 
related to topics that’s going on in the world). 

Carlos: 0 - I  don’t have any social media.  

Barbara: I have social, but I don’t share anything. I just watch. I have Instagram, Twitter, WhatsApp, 
but I don’t have Facebook. 

Dario: I’m on Instagram, Tiktok, Twitter, LinkedIn. I share both things for fun but also important 
things about politics. It is important for people to see. 

Sanne: I’m more an observer, but it happens that I posts or share somethings. Im on Instagram, 
Facebook and Twitter. 

Emma: It’s very rare that I post, and if I do, it’s not anything political. It’s for fun, and mostly an 
observer and use it for communication. I’m on Instagram and Facebook.   

11. Do you subscribe to any newspapers?  

Barbara: Yes, I’m subscribed to Financial Times, Wall Street Journal and Medium. And then fashion 
ones.  

Dario: Yes, El País’ app.  

Sanne, Emma: No. 

Carlos: No, I just read those for free only.  

12. Have you heard about Homeless Entrepreneur? 

Barbara, Emma, Dario, Sanne: Never heard of it.  

Carlos: I actually heard of it. A few years ago I saw an article in a newspaper of a man outside the 
World Congress with a sign saying that “I’m an engineer, give me a job” and then this organization 
found him, and now I think he’s one of the most visible faces of the organization. 

13. You have mentioned the bigger organization such as Doctors Without Borders, Save The 
Children etc. But have you researched local organizations in Barcelona?  
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Emma: The local dog shelter is an hour outside of Barcelona. It was a friend who told me about it. I 
didn’t do any research, and I don’t intend to. I think the sponsor child is enough.  

Barbara: I did community service for Reina de Paz in Las Ramblas. You will help to make dining for 
homeless people, so you go there and give them the food and help cleaning up after. It was not like an 
organization. Because it was run by nuns. 

Sanne: I have no comments, I haven’t done any research.  

Carlos: No not really. 

Sanne: I have a comment, I don’t know if it’s local. But when I was in need of a dentist, I talked to 
some friends who told me about a dentist in Gracia who did charity work. So that’s why I chose that 
dentist because a part of the full price I pay goes to charity. 

Carlos: Well in that case, there’s a company that sell natural products and part of the products is a 
donation to charity - you know Natura? So they contribute with Open Arms, with Unicef. They have 
some products, not all of them, but some products that have a donation percentage.  

Interviewer: Explanation about project. 

Local organization in Barcelona supporting homeless people. Instead of only providing instant help 
such as food and shelter for the night, they help homeless individuals getting back in jobs by 
providing resources and whatever needed to secure a long term stability - instead of an instant help. 

My thesis is to develop a marketing plan to first of all increase donations and awareness. I intend to 
develop an online community forum, through app and website, where donors can access and read 
stories from the streets, topic related articles, news from companies who hired a homeless person. 
Also job platform who match homeless people and companies. The idea is to build a strong relation, 
create trust, donors can see directly how their money is used.  

Interviewer: Sanne, Emma, you are from Denmark and know Hus Forbi? 

Sanne and Emma: Yes, of course.  

Interviewer: The online platform is based on that idea, but simply just to implement it digitally.  

14. When you see a homeless person on the street, do you give money?  

Dario: Yes, but it depends of the feeling. If I see the person and I feel it’s really necessary, I give them 
money. But I have to see the person, and that he need it. The last time I gave 10 euros. I also 
sometimes have bought extra food and gave it to those outside the supermarket, and when Red Cross 
collects food as well.  

Emma: Yes, quite often. I just moved recently, but at the place I lived before there was this homeless 
guy right next to my door, so I actually bought him a croissant every morning. I actually prefer to give 
them stuff instead of money, because I am afraid that they will spend the money on something that 
they should not spend them on.  

Interviewer: Does anybody feel the same way as Emma?  

Sanne: I understand Emma, I feel the same way. I don’t have any homeless in my neighborhood, but 
if I had, I would give food as well.  
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Barbara: I tend to give money to the homeless. I kind of agree with Sanne and Emma about giving 
them food and it’s nice and everything. But I have this thought that I rather would give them the 
money and trust them. Because I might not know what their priorities are. Maybe they have children 
and they prefer to use the money for them. I don’t know their story, so I prefer to give them the 
money. It is kind of my way to give them some dignity. Like, you are your own person, so you choose 
what you will do with the money I’m giving you. And I always give to one old woman in a street here 
in Barcelona. She’s really nice.  

Interviewer: I spoke to several people here in Barcelona, and many have one homeless person that 
they have a connection to.  

Carlos: I’ve done both money and things. I remember once I donated a blanket that I bought at 
Primark, and I really didn’t needed it. I don’t necessarily feel that any of those things are better than 
the other. It depends a lot. You don’t know the other person, so you don’t know what they will do or 
what they need. If they spend the money on something that is not appropriate, you cannot control it. 

15. Any comments, questions, feedback? 

Sanne: I think it is a good idea. You mentioned something about “something for something”. I think 
it’s a good thing that I have access to information, but I don't really like that approach that “I will only 
give you money or help you if I get something back”. I like the idea but I think it should be open to 
everybody, I don’t think the donation should make a difference.  

Barbara: I have a question. On the platform, would you include updates about the people? Like “this 
person achieved this job”. 

Interviewer: Yes exactly. 

Barbara: Okay, then I really like the idea. And many times when I have subscribed to organizations to 
give them money, but I never heard back anything, where my money goes to. So I would like to get 
updates and the ability to check the website. It would be really gratifying.  

Interviewer: As Emma mentioned, the fact that you have a person that you have some kind of relation 
to, you know the face and so on - it’s what I strive to do with this platform. That you get close to the 
homeless people and follow their process of becoming active citizens again. You will hear the 
company’s side of the story, so you kinda see all aspects of this community. 

Dario: It’s really interesting. I think there will be a lot of companies showing interest in this as well. 
There a many people out there that wants to help, but also companies. But sometimes when I see 
homeless people I get the feeling that they only drink and so on. 

Interviewer: Yes, I understand. You will have these types of homeless people, but actually 20% of all 
homeless people in Barcelona are able, motivated and qualified to work. So this concept aims to help 
them.  

Dario: Did you try to speak to the homeless people? That would be cool.  

Interviewer: No, unfortunately it has not been possible to do because of the Covid-19. But that would 
be the optimal to do. 

Interviewer: Thank you very much for participating. As a thank you i will give you all a little 
something when we are allowed to meet again. 
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Appendix 25: Personas 

25.1 B2C persona 3 - Helping Hand Humans 

 

Background & demographics: 

- Marta,  37 years old. 

- From Barcelona. 

- Works in PR.  

- Living in Sant Cugat del Vallès with her husband and 

2 year old son.  

Psychographics & behavioral: 

- Every year Marta and her family travels to new places 

to expand their knowledge about cultures and other 

people’s way of living.  

- Subscribes to El País and La Vanguardia.  

- Active on Instagram and Facebook where she shares 

both private posts with her family but also posts related 

to politics and the environment. 

Need & motivation: 

- Wants to raise her son to be a loving and considerate person who carries others who can't carry 

themselves.  

- Supports Save The Children, Unicef and Amnesty International but is now researching how to 

support local organization in Barcelona. 

Source: Own creation. Photo from Pixabay (Pixabay, n.d.a.) 

 

 

 

 

 

 

 



116 

 

25.2 B2B persona 2 - Conscious Companies 

 

- Juice Dudes, a healthy food restaurant 

making salad bowls, sandwiches, fresh juices 

and coffees.  

 

- Opened the first restaurant in 2018. 

- Have two locations in Barcelona but plan to 

expand with a third. 

- Price range from 3-10 euros. 

 

- Strive to create a cozy atmosphere where 

everybody is welcome. 

- Equality and a strong team work is highly 

valued. 

- Collaborate with local running-clubs by 

providing juice in exchange for sponsoring. 

 

- Ecology and sustainability is very important 

and for this reason all the to-go packaging is 

made of recycled materials. 

 

- A homeless person is a friend of the 

restaurant - the waiters often give him a 

croissant and a coffee when he passes by. 

- Wants to improve their CSR profile and are 

seeking for possible projects to support. 

Source: Own creation based on secondary research with modifications (Instagram - 

juicedudesbcn, 2020) 
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Appendix 26: Average price for competitors’ monthly donation plans 

Organization Price 

HogarSí 10 euros (HogarSí, n.d.a.) 

Càritas 30 euros (Cáritas, n.d.d.). 

Open Arms 20 euros (Open Arms, 2020) 

Oxfam Intermon 5 euros (Oxfam Intermon, 2020) 

Unicef 10 euros  (Unicef, 2020) 

Red Cross 15 euro (Cruz Roja, n.d.a.) 

Save The Children 9 euro (Save The Children, 2020) 

Doctors Without Borders 20 euros (Médicos Sin Fronteras, 2020) 

Total average price 14,88 euros 

Source: Own creation based on secondary research 

Note: Prices might differ from research conducted for the calculation of market size due to 

change of time. 

Appendix 27: Conversions 

27.1 Influencer Conversions 

 
Source: Own creation based on information from Barcelona Navigator (Barcelona 

Navigator, 2020) and Tanke (Tanke, 2020) 
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27.2 Google Ad Grants Conversions 

Needed conversions 2.139 conversions 

Average Cost Per Conversion 56,11 dollars (Bond, C., 2020) ≈ 49,85 euros  

Total cost of conversions per year 106.629 euros 

Needed investment per month in order to get 
2.139 conversions for a year 

8.886 euros 

Total budget from Google Grants 10.000 dollars ≈ 8.885 euros  

 

27.3 Social Media Advertisement Conversions 

Reach 2.200 - 2.600 persons per day (see appendix 
34) 

Average Charity Industry Conversion rate 2% 

2% of 2.200 - 2.600 44 - 52 persons converts per day 

Campaign Duration 60 days 

Estimated conversions for entire campaign  2.640 - 3.120 persons 
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Appendix 28: List of potential influencers 

Influencer Data Engagement 

@lauraponts 
Travel, food 
(Instagram - lauraponts, 2020) 

Posts: 3.081 
Followers: 322.891 
Following: 698 

Average likes: 9.841 
Average comments: 3.182 
Engagement rate: 5% 

@xopet1969 
Art, photography 
(Instagram - xopet1969, 2020) 

Posts: 1.873 
Followers: 18.239 
Following: 1.797 

Average likes: 1.423 
Average comments: 156 
Engagement rate: 9% 

@thebarcelonist 
Photography, everyday life 
(Instagram - thebarcelonist, 2020) 

Posts: 4.645 
Followers: 76.639 
Following: 568 

Average likes: 2.329 
Average comments: 32 
Engagement rate: 4% 

@zuckerandspice 
Food, travel writing, photographer 
(Instagram - zuckerandspice, 2020) 

Posts: 1.659 
Followers: 47.352 
Following: 994 

Average likes: 1.675 
Average comments: 58 
Engagement rate: 4% 

@nicanorgarcia 
Architecture, travel, photographer 
(Instagram -nicanorgarcia, 2020) 

Posts: 3.761 
Followers: 746.432 
Following: 330 

Average likes: 6.134 
Average comments: 230 
Engagement rate: 1% 

@seojmi 
Nature, culture, travel 
(Instagram - seojmi, 2020) 

Posts: 1.244 
Followers: 64.180 
Following: 492 

Average likes: 1.201 
Average comments: 61 
Engagement rate: 2% 

@stoptheroc 
Architecture, photographer 
(Instagram - stoptheroc, 2020) 

Posts: 848 
Followers: 165.592 
Following: 435 

Average likes: 3.685 
Average comments: 178 
Engagement rate: 3% 

@kristiankrasimirov 
Skateboarding 
(Instagram - kristiankrasimirov, 2020) 

Posts: 1.117 
Followers: 57.358 
Following: 1.151 

Average likes: 1.671 
Average comments: 27 
Engagement rate: 3% 

@barcelonacitizen 
City photographer 
(Instagram - barcelonacitizen, 2020) 

Posts: 918 
Followers: 237.733 
Following: 1.699.232 

Average likes: 4.208 
Average comments: 208 
Engagement rate: 2% 

Source: Own creation based on information from Tanke (Tanke, 2020) 

Appendix 29: Google Ad settings, suggestion for keywords and example of ad 
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Source: Google Ad Manager (2020) 

Appendix 30: Facebook advertising set up 

 

 

 

Source: Facebook Ad Manager, 2020 




