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I.

Introduction
Over the past years, RNW Media has had a range of successes, and – in
collaboration with the Ministry of Foreign Affairs - implemented an innovative
Freedom of Speech programme.
The 2015 Mid Term Review concluded that RNW’s capacity for innovation had
enabled it to develop online and offline platforms that informed and engaged a
large global audience of young people. As a consequence, RNW Media was invited
to submit an application for a final institutional grant (2017-2020).

This grant application, ‘ Enabling the Next Generation: Young people, media and social change ’, has
been built on the recommendations in the Mid Term Review, on the concept programme outline 20172020 submitted to the ministry in autumn 2015 and on the Theory of Change submitted in February
2016. The application has been strengthened by face-to-face consultations with various Ministry
departments and an intensive internal strategic process.
The first section of the application, the RNW Strategy 2016-2021, outlines RNW’s current position
and the desired position in 2021. The strategy presents the thematic and geographical focus that will
be implemented in the coming years and the organisational and financial implications of these
choices. It also includes the management agenda for the coming years and a set of Key Performance
Indicators.
The RNW Media programme 2017 – 2020 is outlined in the second section of the application. RNW
intends to focus on implementing two programmes, Democratic Inclusion and Realising Sexual and
Reproductive Health and Gender Rights. This section describes their Theories of Change, explaining how
RNW’s approach contributes to sustainable social change. It defines the impact RNW wants to have, the
steps that need to be taken and the actors who need to be involved to achieve that impact. The theories
of change describe interventions within the RNW approach, and outputs, outcomes and impacts based
on assumptions in the programmes.
The RNW Media programme also includes four case studies that combine as a track record for RNW.
The RNW Media programme concludes with an activity plan for the first year of the institu tional
grant and an operational budget.
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II.

II.

RNW Media
Strategic Plan
2016-2021

Executive summary
RNW Media
Strategic Plan 2016-2021
Enabling the Next Generation:
Young people, media and social change

The strategic plan envisages the strategic direction (the so-called “speck on the horizon”) for RNW
Media for 2021, an analysis of its strengths, weaknesses, opportunities and threats (SWOT), and the
corresponding management agenda and financial planning.

The desired situation
The focus of this strategic period is on completing the transition to an international media NGO,
with a thematic focus on a range of urgent topics for young women and men, in countries where it
can be most relevant to bring about change, and on reaching behavioural and system changes in
these countries. RNW will mature and systematise its practices, and is putting the right systems in
place for interventions to become socio-institutionally more sustainable, with the corresponding
capacity development of partners.
RNW Media will focus on innovation, developing liberating media that enables young people to shape
their societies and future at relatively low cost, and that enables young change makers to easily
manage and propel themselves.
Internally, RNW will diversify its sources of funding and further align the organisation and systems as
a social change agency based on its identity and profound knowledge of media, youth and social
change. RNW will become programmatically more coherent, effective, and efficient, further focusing
and aligning its’ monitoring systems. RNW will further specialise in operating in the most restrictive
settings, where the need for its services are most urgent and which are relatively underserved by others.
The management agenda will guide the way to the desired position, and has five priority areas:
innovation, sustainable impact, stakeholder inclusion, ensuring a balanced solid income, and
overall efficiency.

Mission, vision and values
RNW is a young people’s organisation and believes in the power of the younger generation. It is
RNW’s vision to contribute to a world where empowered and informed young people in
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restrictive settings confidently claim their rights, assume their place in society, and shape a better
future. RNW aspires to be instrumental in allowing young change makers to emerge and grow,
confidently taking it upon themselves to change their societies, making them more conducive to free
choices, human security and inclusion, and to mobilise their fellow young women and men to do the
same.
RNW is value-driven. It believes that relationships with stakeholders are based on mutual agreement
and complementarity, and on a shared vision, compatible mission and core values apply to the work and
the organisation as a whole. These core values include respect, freedom of choice, open dialogue,
acceptance, inclusion, and trustworthiness.
The vision, mission and core values, and the Universal Declaration of Human Rights, constitute the
foundation of the RNW approach:
• RNW supports the rights of (young) individuals to information and to form and express their
opinions;
• It supports inclusion of (young) people in their societies;
• It supports equal rights for all (young) people as set out within international human rights
agreements.

RNW’s approach
RNW employs a so-called full chain approach. It initiates and is part of a chain that enables young
people to achieve sustainable social change. It uses innovative, state of the art, digital media platforms,
tools and methods, using young people’s language, tone of voice, icons and graphic design. They
address sensitive topics, enabling young people to make informed choices and drive change. RNW
empowers young people to facilitate (and have) dialogue using above all creative and innovative online
platforms, but creatively combining these with offline (face to face) events and other media so as to
gain outreach and impact.

RNW’s target group
RNW focuses on young people, between 15 and 30 years of age, on the premise that they are generally
neglected by other stakeholders in society, while they actually constitute a very large and important
segment of the population.

RNW’s added value
RNW has a strong track record of working in restrictive settings, reaching relatively large numbers of
young people by using a mix of digital online and offline media.

Geographic focus
RNW sets out to be active in Sub Saharan Africa, in West Africa, in the Middle East and North Africa
and in China; all restrictive settings where freedoms are limited, young people are often excluded from
the economy and the political system, and barely have a say, not even in decisions relating to their own
sexuality and reproductive health.

Themes and topics
RNW contributes to substantial and sustainable behavioural and system changes and impact in two
priority themes, direct priorities for the young women and men in restrictive settings:
• Realising Sexual and Reproductive Health and Gender rights (SRHGR), with focus on unmet
family planning and comprehensive sexuality information needs, Gender Based
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Violence (GBV), Intimate Partner Violence (IPV) and LGBT rights;
• Democratic Inclusion, with focus on the right to information, social cohesion and inclusive and
responsive
governance.
In both themes, gender equality is a cross cutting topic.

Sustainability plans
The existing programmes in non-focus countries will be subject to a thorough, formative evaluation,
and the value of the investment will be preserved by developing sustainability plans, and handing
over the operational platforms to local, capacitated, partners. The development of these country plans
will be among the first priorities on the management agenda of non- core business.

Strategic and financial planning and monitoring
The Strategic Plan, a living document, will be supported by a management agenda for 2016- 2021, and
an operational and financial planning and budgeting cycle where actual performance is periodically
monitored against budget and key performance indicators, complemented by a future oriented
dashboard outlook review, allowing for efficient allocation of resources and swift solutions for
unexpected and unplanned circumstances.

Key challenge

Strategic objective

1

State of the art RNW approach

Conduct continuous innovation to develop and apply state of the art media tools and
methods, resulting in a structural distinctive RNW approach

2

Sustainable impact

Attain evidence based long-lasting social (behaviour and system) change, transferred
to and owned by local partners

3

Stakeholder inclusion

Realise real customer orientation towards all categories of stakeholders (partners,
donors, beneficiaries, etc.), resulting in long-term relationships

4

Balanced, solid income

Achieve a diversified structural income stream, growing from €10 MIO MoFA in 2017
to €12,8 MIO in 2021, mainly other Donors

5

Efficiency

Organise optimal, streamlined deployment of (human) resources to realise the RNW
Media mission and objectives

*

Organisational implications – hard

Commit interventions on structure and governance to achieve key challenges

*

Organisational implications – soft

Commit interventions on behaviour and competences to achieve key challenges
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KEY PERFORMANCE INDICATORS RNW 2017-2021
target 2017

target 2019

target 2021

1. State of the art RNW approach
innovations in RNW programmes leading to improved reach, engagement, data/
insight collection or efficiency:
# of innovations in development stage

3

6

8

# of successfully implemented innovations

1

3

4

5%

5%

5%

2

5

8

# of studies with knowledge partners showing evidence for approach leading to
behavior/system change

1

2

3

research to test ToC assumptions and improve ToC

1

3

4

% of total budget spent on PMEL

4%

4%

4%

% partners marking a satisfactory score according to 5C plan

25%

60%

90%

50k

110k

% of total budget spent on innovation
# of reputable innovation partners
2. Sustainable impact

new funds raised for running the platforms managed directly by partners in average
euro € / platform
# of programmes handed over according to plan, planning, budget

6

# of handed over projects that still achieve outputs, 1 year after handing over date

4
6

3. Stakeholder inclusion
inclusion of young people in governance

consulted

in board

included in
process

in advisory
council
included in
process

included in
process

local (youth) partners per country

5

8

10

theme/knowledge partners

2

4

6

international reputable ngos

8

10

12

achievement of strategic goals/targets in partnerships, % per year

80%

80%

80%

satisfaction of stakeholders with RNW collaboration in %

75%

80%

85%

4. Balanced, solid income

2017

2019

2021

14.5 mln.

14.5 mln.

12.8 mln

31%

41%

69%

2.2 mln.

3.75 mln.

10.5 mln.

young people, partners, donors and other relevant stakeholders involved in strategic
and annual planning
# of partnerships (MOU signed) with :

total funding (incl BuZa, real estate & subsidiaries) in € per year
% non BuZa funding (incl real estate & subsidiaries)
non institutional BuZa funding (excl real estate & subsidiaries)
% institutional donors

55%

67%

81%

% other income sources

45%

33%

19%

estimated # of proposals submitted

32

35

40

estimated % of proposals approved

15%

20%

25%

14mln.

19 mln.

42 mln.

18
6
8

15
8
12

10
14
16

total budget outstanding in sales funnel in € ultimo
# of outstanding proposals:
100K-500K
501K-1M
1,1M and beyond

12 RNW Media Strategic Plan 2016-2021, June 2016

# of approved proposals
100K-500K

3

3

2.5

501K-1M

1

1.5

3.5

1,1M and beyond

1

2

4

32%

19%

8%

0.3 mln.

0.5 mln.

1.5 mln.

total (out of pocket and human/financial resources) budget fundraising as % of total
funds raised per year
avg € funds raised per resource mob fte
5. Efficiency
% overhead as part of programme expenses
% budget spent
cost efficiency

20%

14%

13%

96%-102%

96%-102%

96%-102%

baseline

+10%

+15%

remittances to countries as % of total programme budget

65%

75%

80%

target progam spending as % of total spend

>75%

>75%

>75%

% of staff with flexible contract

50%

60%

67%

% of employees scoring sufficiënt or higher on key competences as measured during
our performance review cycle

70%

80%

90%

diversity strategy

developed

implemented

targets
achieved

% m/f in staff

40/60

45/55

50/50

baseline

+15%

+25%

ISO certification

yes

yes

yes

% budget of total personnel budget spent on development workforce

3%

3%

3%

Other/organisation

% improved employee satisfaction/engagement compared to

baseline

RNW Media Financial Outlook 20172021
Revenues 2017-2021 (x €1000)
Institutional Grant MoFA*
Programmes, Grants en Other income
Programmes & Grants
Training & Development
Real Estate & Subsidiaries
Revenues Other income

Total Revenues
Expenses
Programmes
Training & Development
Investment in Growth- and Innovation programmes
Administration & PME
Real Estate & Subsidiaries

2017
10.000

2018
69%

1.200 8%
1.000 7%
2.250 16%
4.450 31%

2019

8.000

2020

62%

8.500 59%

7.500 49%

1.500 12%
1.100 9%
2.255 18%

2.500 17%
1.250 9%
2.265 16%

4.000 26%
1.500 10%
2.270 15%

4.855 38%

6.015 41%

7.770 51%

2021

8.500
2.000
2.280

67%
16%
18%

12.780 100%

-------------------- --------------------- ------------------- ------------------ 14.450 100%
12.855 100%
14.515 100% 15.270 100%
12.780 100%

Total Expenses

9.417
8.029
9.537
9.989
7.225
950
1.045
1.188
1.350
1.700
875
875
875
875
875
1.833
1.526
1.525
1.660
1.575
1.375
1.380
1.390
1.395
1.405
-------------------- --------------------- ------------------- ------------------ 14.450
12.855
14.515
15.270
12.780

Result for the year

-------------------- --------------------- ------------------- ------------------ 0
0
0
0
0

* Dependant on review with the Ministry of Foreign Affairs during 2016
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Enabling the Next
Generation:
Young people, media and
social change

RNW Media is passionate about enabling young people in restrictive settings to claim their rights and their
freedoms, decide on things that matter in their lives, and have a voice and a part in the decision-making
about the future of their societies. RNW enables young people to use digital media as a means towards
their empowerment, and as a vehicle for their social movements.
Since its creation as an NGO, RNW has made great strides in its programmes, and has been able to
reach out and engage millions of young people on their right to information, the freedom of
expression and their democratic and sexual and reproductive health and gen- der rights. RNW has
partnered with informal change makers and mobilisers of digital and real-time communities, and
has established innovative digital platforms where young people communicate freely with each other
and can address sensitive political issues and sexual taboos when needed, on the basis of
trustworthy information, non-judgmental moderators, and well-intentioned experts.
The organisation has built up an interesting level of outreach on a range of urgent topics for young
women and men. RNW also realises that it needs to focus: on the countries where
it can be most relevant to bring about change, and on reaching behavioural and system changes in
these countries. For this reason, RNW is maturing and systematising its practices, and has recently
formulated focused theories of change. Further, the organisation is putting the right systems in place
for interventions to become socio-institutionally more sustainable, with the corresponding capacity
development of partners.
RNW Media is unique in its capacity to innovate, and to develop liberating media that enables young
people to shape their societies and future at relatively low cost, and that enables young change makers
to easily manage and propel themselves.
Internally, RNW faces the challenge of diversifying its sources of funding, and further aligning the
organisation and systems as a social change agency based on its identity and profound knowledge of
media, youth and social change. RNW aspires to become programmatically
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more coherent, effective, and efficient. RNW will further focus and align its systems to monitor the
context in which it enables its partners to intervene, of their capacity development, and of the changes
that they bring about. RNW will mainstream and cultivate its innovative power.
RNW will further specialise in operating in the most restrictive settings, where the need for its services
are most urgent, and which are relatively under-served by others.

The challenges
This strategic plan outlines the challenges that RNW Media is facing for the period 2016 to 2021. It
describes where RNW comes from, and the way forward it sees for itself as a high- reach, deepimpact and low-cost media NGO for young people and their social movements. It highlights and
explains the corresponding choices RNW makes and the priorities it sets to become a meaningful,
innovative, effective, efficient and passionate NGO that sustainably
empowers young people in the most restrictive settings to use digital media, and to claim their rights,
and shape their future societies.
RNW intends to firstly focus sharply on the thematic areas and geographic settings where it is potentially
most relevant, and subsequently grow further from there. RNW intends to mobilise more funds, and
also aspires to cultivate its learning and innovation capacity. RNW foresees monitoring, managing and
directing its intervention repertoire more contextually. Further, RNW sets out to partner with more local,
international and knowledge organisations to leverage the impact and sustainability of its interventions.

Background
RNW Media emerged from “Radio Nederland Wereldomroep” – the Dutch Worldwide Radio Broadcast
Corporation. It was funded in 2013 by the Ministry of Foreign Affairs as an NGO that defined its vision,
mission and strategy as geared towards enabling local media organisations, young journalists and civil
activists in countries where freedom of speech is restricted to raise their independent voices. It started
off with a Freedom of Speech Programme for the period 2013 to 2016, and a budget of €56 million for
four years. Over the past four years, it effectively changed from a broadcast corporation into a media
organisation that supports free speech, targeting young people with innovative media in approximately
20 countries in four regions where freedom of speech is restricted, and provided access to trusted,
reliable and credible information. For this transition, the organisation was downsized considerably to fit
the new vision, mission, strategy, and budget.
In the period 2013 to 2016, RNW managed to (as the independent external Mid-term Review in 2015
labelled it) “reinvent itself”1. It effectively developed into a media NGO, and created the organisation and
the expertise to implement social change programmes around the themes of SRHR, and Good
Governance, Democracy, the Right to Information and Human Rights. While the impact of the
programmes have not yet systematically been measured, the two main thematic programmes, Love Matters and Citizen’s Voice, have built up a considerable track record, as
(according to the Mid-term Review) they have reached interesting outputs, considerable out-

1

MDF Mid Term Review https://intranet.rnw.org/en/system/files/media/rnw_midterm_review_2015.pdf
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reach and anecdotal evidence of outcome and impact. With its specific approach towards youth, digital
media and social change, the organisation has managed to distinguish itself from other media NGO’s and
standard development organisations. It succeeded in raising additional funds from international donors
such as SIDA, US State Department, Ford Foundation, and Open Society Foundation.
The Mid-Term Review confirmed that RNW is on the right track and expressed to the Ministry of
Foreign Affairs that RNW Media is an important innovative media NGO in the fields of freedom of
speech, democracy, good governance, human, sexual and reproductive rights and recommended its
continued funding. It also recommended that RNW further raise its ambitions, restructure its
organisation, and put more emphasis on improving both its effectiveness and efficiency – so as to
deliver ‘more impact for less money’. It further recommended RNW focus more on the sustainability of
its programmes, and invest more in developing the capacity of local partners , and to work in closer
partnership with other relevant complementary Northern (and Dutch) actors – so as to deepen the
impact of its interventions.
At the end of 2015, RNW Media was invited (by the Ministry of Foreign Affairs) to submit a proposal
for a second and final institutional grant, for the period 2017-2020, with a focus on becoming an
effective, efficient, independent organisation with the capacity to ‘ stand on its own financial feet’ by
2021, which would be the first year without institutional funding from the Ministry of Foreign Affairs. It
was invited to submit a programmatic proposal with the explicit goal of becoming an independent,
effective and efficient media NGO .
An institutional grant proposal for 2017-2020 is submitted to the Ministry of Foreign Affairs, on 30
April 2016. The present RNW Media Strategic Plan 2016-2021 lays the foundation for the grant
application. The application describes the programme strategy and implementation in detail. It is built
around two theories of social change, one around sexual and reproductive
health and gender rights, and the other one around democratic inclusion. These theories build on
RNW’s achievements in the past and its ambitions for the future. A work plan for 2017,
the first year of a new institutional grant, is incorporated. Further, the track records for 2013- 2016 have
been described for reference. Separate annexes are provided with the country context analyses; the
proposed planning, monitoring and evaluation system; and the proof of the assumptions behind the
theories of change. The proposal operationalises the strategic choices, and is the present plan with
regards to approach, themes, topics, countries, out- comes and partners.
Obviously such a transition, as operationalised in the programmatic application, requires the
organisation to further focus, prioritise and demarcate its geographic and thematic concentration
areas; it requires re-organisation and restructuring of RNW operational procedures, to fit the new
ambitions.

Status
The management team (MT) have prepared the strategic plan, facilitated by Ten Have Change
Management. The current vision, mission and core values have been guiding RNW since 2012. They
formed the starting point for the strategic discussion and decisions looking ahead
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to 2021. A sounding board with representatives of all departments was taken through the same
strategic process. They provided the MT with input to strengthen the strategic plan, and make the final
decisions on the strategic direction.
The Workers’ Council (“Ondernemingsraad”) was consulted, and the Supervisory Board (”Raad
van Toezicht”) ratified the strategic plan.
The implementation of this strategic plan is scheduled to start as of the third quarter of 2016. The
strategic period is up to 2021, which is the year after the final structural institutional grant of the
Dutch Ministry of Foreign Affairs will terminate.
The strategic plan envisages the strategic direction (the so-called “speck on the horizon”) for RNW
Media for 2021, the analysis of its strengths, weaknesses, opportunities and threats (SWOT), and the
corresponding management agenda and financial planning.

Points of departure
The strategic plan is built around six important strategic premises:
• First and foremost, it is assumed that the organisation succeeds in obtaining a second institutional
grant for 2017 to 2020 from the Ministry of Foreign Affairs. This is of crucial importance, as its
other financial resources will not suffice to keep the organisation going at the scale of its ambitions.
• Irrespective of the institutional grant, in order for RNW to realise its goals and fulfil its mission, it
is important that it limits the deployment of its resources, prioritises, and focuses on those themes
and geographic settings where it can make a difference. To arrive at such a prioritisation and the
corresponding strategic focus, RNW builds on its c ore competences, strategic assets and the
opportunities in the sector. An “inside out ” perspective is thus applied – strategically finding the
areas where RNW’s comparative advantages fit the con- text best, and are likely to render it most
effective.
• RNW aspires to become a focused, effective, efficient and independent organisation. It has taken it
upon itself to build on its competitive edge and attain coherence. It aspires to arrive at this strategic
focus and maintain it throughout the strategic planning period – and stead- ily grow as a more
seasoned and reputable expertise organisation in the same geographic and thematic areas of
concentration – rather than branching off into a wide variety of fields and countries that bear little
relation to each other, imply increasing overhead costs and loss of profile and marketability.
• RNW prioritises the so-called “core business”: it deploys all its human and financial resources in
programmes in the strategic countries, themes and topics; in organisational management to secure
the needed resources; and in quality management and administration of these programmes. Noncore business will thus be systematically reduced, and can only be engaged in temporarily if clear
and convincing strategic arguments exist for such business to be undertaken - for instance to
capitalise on the intervention strategies and make them sustainable. It is limited to situations where
the resources allow for it, and if activities are designed to strengthen (and not negatively affect) the
core-business.
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• The present activities and on-going commitments that do not correspond to the core business are
phased out, and sustainably transferred to local partners in 2017. This process is guided by
sustainability strategies that allow the organisation to capitalise on the lessons learned and the
good practices emerging out of those programmes. And subsequently capacity building, fund raising
and hand-over of the programmes to (coalitions of) local partners, so they can continue under the
direct control of local partners.
• The organisational management is guided by the strategic management agenda, which is
designed to further develop the strengths, capitalise on opportunities, and overcome present
weaknesses and mitigate present threats. The agenda contains key performance
targets on all the important organisational change and management issues, allowing management
to make good on their commitment to constant progress and improvement.
• The strategic plan begins by describing the desired situation in 2021, and then delineates the way it
will address the strategic challenges (bridging the gaps) to get there between 2016 and 2021. The
management agenda, which is part of this change strategy, defines the main actions to bridge these
gaps directly related to the key strategic challenges, and to overcome present weaknesses, and
mitigate present threats.
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1. The desired situation

This chapter describes the required position in 2021, starting with the current vision, mission and
core values, and reflecting the new direction for RNW Media in the coming years.

Mission, vision and values2
RNW is a young people’s organisation that believes in the power of the younger generation to make
its own informed decisions about topics that are important for the future, and propel fundamental
behavioural and system change, as independent social movements. It is RNW’s vision to contribute to a
world where empowered and informed young people in restrictive
settings confidently claim their rights, assume their place in society, and shape a better future . RNW
aspires to be instrumental in allowing young change makers to emerge and grow, confidently taking it
upon themselves to change their societies, ensuring the right to information and freedom of expression,
making them more conducive to free choices, human security and inclusion - and mobilising their
fellow young women and men to do the same.
RNW is an approach-driven organisation. Much of its uniqueness and passion are derived from the
way it works towards its vision. It aspires to empower young women and men to unleash their own
potential for social change, in a way that suits young people. RNW considers it its mission to enable

young people’s innovative use of digital media in restrictive settings to freely interact with each other,
access rights-based, balanced and trustworthy information, exchange opinions and experiences, and
develop their capacities. Young people thus build up their own, independent, communities and social
movements, and confidently claim and exercise their rights to information, to free speech and to
participate in decision-making, shaping more inclusive societies where human and gender rights are
respected.
RNW is value-driven. It believes that relationships with young people, partners, and other stakeholders,
are special, in the sense that they are not only based on mutual agreement and complementarity, but
also very much on a shared vision, compatible mission and adherence to common core values, such as:
• Respect for everybody’s opinion and personal integrity, irrespective of their identity;
• Self-fulfilment, which implies freedom of choice over matters that affect oneself, and the right to
involvement in decisions over matters that one is affected by;

2

The vision, mission and values of RNW have not changed, but have been written down in more
elaborate form for this strategic plan
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• Dedication to meaningful and open dialogue;
• Acceptance of each other’s differences;
• Inclusion of all people as equals;
• Honesty, transparency and trustworthiness.
These values do not only translate directly into the mission and vision of the organisation, but they
also show what RNW stands for in its day-to-day operations, and in the interactions between its staff,
with the target group, partners, and other stakeholders. It implies that programmes are executed in a
participatory way, and that platforms and other interventions are designed in such a way as to allow
for respectful dialogue and empowerment. RNW believes that digital media tools are instruments that
allow young people to pursue happiness, trust and inclusion, and frees them from repressive norms,
censorship, political manipulation, and structural exclusion.
The vision, mission and core values, and the Universal Declaration of Human Rights, constitute the
foundation of the RNW approach:
• RNW supports the rights of (young) individuals to information and to form and express their
opinions;
• It supports inclusion of (young) people in their societies;
• It supports equal rights for all (young) people as set out within international human rights
agreements.
The original mandate of RNW was to enable youth to freely form and express their opinions; RNW now
goes beyond this. Free speech is an important (intermediate) goal; the free formation and expression of
opinion is key in our approach. RNW ‘stretches’ freedom of speech by addressing sensitive topics via
digital media, mobilising communities of young people, and facilitating dialogue, with the aim of
achieving behaviour and system change in society.

Core Business
RNW Media derives its core business from its vision, mission and values and its competitive edge, its
core competences, and distinguishing strengths in the sector. In order to define
its core business RNW undertook a strategic positioning exercise at corporate level, which included
a SWOT (see annex 1).
RNW’s unique comparative strengths in the sector are related to its target group and approach.
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RNW’s target group
RNW focuses on young people, between 15 and 30 years of age. RNW works from the premise that
these women and men are generally neglected by other stakeholders in society, while they actually
constitute a very large and important segment of the population. There are more young people in the
world than ever before; out of a global population of 7 billion, there are about 1.8 billion young people
between the ages of 15 and 30. Nearly 90 % of them live in developing and emerging countries. This
population phenomenon, called “youth bulge,” is
especially prevalent in the more fragile and repressive states: of the 67 nations currently experiencing
youth bulges, 60 are also experiencing civil unrest and conflict3. Many of these youth suffer under
extreme poverty, socio-economic and political exclusion and discrimination. They are denied crucial
information, are excluded from decision making by authorities, are not able to hold these authorities to
account, and are often traumatised or manipulated by conflict (ethnic, religious, political based). They
don’t have access to services for their sexual and reproductive health; are not free to make decisions
about their own sexual and reproductive health; suffer (gender-based) violence and insecurity; and lack
freedom of expression.

RNW feels that young people are erroneously treated either like children, or as “voiceless masses” by
their societies, their governments, and even by NGOs in the sector. They are not considered as a
specific group in its own right, with its own specific characteristics, needs, priorities and aspirations.
RNW connects to the way young people communicate. It understands the media they use and how they
use it - to get access to reliable, trusted information, to link up with each other, to express their
frustration at always being excluded, and to take their own initiatives to be included in decisionmaking, hold politicians and authorities to account and build a society with social cohesion and
freedom of choice as alternatives to violent conflict and division. Young people’s communication often
takes place as interactive peer-to-peer digital communication. Their issues are mostly personal, about
the frustrations in their own lives, and their aspirations to feel part of a democratic society, to have
loving partners, to enjoy sexual pleasure, to no longer be lied to and stolen from, to have an income,
and to access whatever services they need without difficulty or social judgement. RNW also connects to
the ambitions of young people’s opinion leaders and change makers to “not accept the world as it is”,
and their wish to “shape it differently: freer, better and more inclusive”. This group normally build up
loose communities, essentially social movements that function partially online and partially in real life.
They are issue-driven and do not necessarily aspire to become members of an organisation; they wish
to contribute to change.

RNW thus approaches social change from this angle: it empowers these young change agents as they
emerge in their societies in informal online and offline communities; RNW enables them to claim their
right to information and freedom of speech, reach “communities of scale” and provoke important
behavioural and system changes. For this reason, RNW often supports independent young bloggers,
young natural leaders behind informal networks and platforms, young role models and digital media
moderators and journalists. RNW is passion- ate about young people’s capacity to make agile use of
the freedom of digital media, to push

3

Is Youth Bulge a crucial determinant of stability? Katherine Carter. Fund for Peace – Global square
blog. October 10, 2013. At: http://library.fundforpeace.org/blog-20131007-youthbulge
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for the topics that matter to them, and re-shape their lives and futures in a spontaneous, pos- itive
and pragmatic way. RNW has the feeling this is key to restoring a balance, empowering the next
generation leaders, and making change happen in new, more cost-effective, ways.

RNW’s approach
RNW is approach-based. Its approach defines much of its added value as an organisation and in its
programmes – and allows it to have significant and sustainable impact on society in countries where
freedoms are restricted. This constitutes its competitive edge compared to other (international) NGOs.
RNW prioritises operating in restrictive settings, where basic freedoms and human rights are under
pressure, and aspires to have a significant impact and to empower young people to achieve important
behavioural and system changes, to broaden their freedom, exercise their rights, and shape a better
life, society and future. Its work is driven by the needs of young people.
RNW employs a so-called full chain approach. It initiates and is part of a chain that enables young
people to achieve sustainable social change. It uses innovative, state of the art, digital media platforms,
tools and methods. These platforms and media tools use young people’s language, tone of voice, icons
and graphic design. Based on evidence and trustworthy information, as well as young people’s stories
and dialogues, they address sensitive topics, enabling young people to make informed choices and
drive change. RNW also empowers young people to facilitate (and have) dialogue using above all
creative and innovative online plat- forms, but combining these with offline (face to face) events and
other media (such as radio, TV, press, music and theatre) so as to gain outreach and impact. This
approach mirrors the online, offline combination employed naturally by young people. It empowers
young people to build (online and offline) communities and develop their capacity as a community to
advocate for their causes and challenge underlying norms, social stigmas, and political manipulation
mechanisms. It actively collects and uses all relevant data to generate content that reflects and
addresses the needs of young people in an optimal manner, and provides essential information to
partner NGOs and other (specialist) partners (who for instance provide services)
to change behaviour and influence policies, practices and social norms, in order to achieve sustainable
social change. It applies journalistic values in all the media platforms, capacity development and
stakeholder relations, and ensures that all information is reliable, trusted and credible. It has a rightsbased approach and develops the capacity of young people and other local stakeholders so that they are
capable to take over the platforms and intervention strategies, and thus independently claim their
rights, make their own free informed decisions, and pursue sustainable change in their societies.

RNW’s added value
RNW provides state-of-the art media strategies, implementation and capacity building to young
change makers, bloggers, platform moderators, social movements, civil society organisations and
NGO’s. It engages young people as stakeholders in its media programmmes, leverages its local and
global media networks, and brings an international perspective and behavioural and system change
models to the table. As a media NGO, it has a number of unique selling points that allow for added
value to partners and donors, compared with other organisations working in the field of media (for
example FPU, Article 19 and BBC Media action), or with thematic expertise in SRHR (Rutgers, CHOICE
and Dance4Life) and Dem-
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ocratic Inclusion (Hivos, Prodemos and CARE). RNW’s USP is its focus on young people as key
stakeholders, through its media expertise – it builds online and real-life communities and facilitate
dialogue. It facilitates platforms, gives project support, and develops capacity.
Its expertise and network allow RNW to reach and connect millions of young people, stretch freedom of
expression into sensitive topics, provide alternative perspectives, and enable local and global media
access. The data RNW collects is essential to its strategies and allows it to reach scale in the
communities and have an impact.
Comparing RNW to other organisations, RNW has a strong track record of working in restrictive
settings, reaching relatively large numbers of young people by using a mix of digital online and offline
media. RNTC is the capacity development department of RNW. It has a long track record in capacity
building of media organisations, digital media for social change and organisational development of
informal CSO’s and specialised NGO’s, through its international scholarships programme and tailormade training programmes. RNW is innovative. It is an expert organisation in media and youth-driven
social change. It has a global network of media partners, and is recognised by partners such as Hivos,
Rutgers, CHOICE and Oxfam, who partner with RNW for the complementarity of its services.

RNW’s strategic assets
RNW Media has three key strategic assets that are indispensable to employing this approach
successfully, and achieving scalable change propelled by young women and men in restrictive settings:
• It has the knowledge and expertise of the most innovative digital media (with regards to
application, technology, content and commissioning) and is very experienced in how to use these to
address sensitive topics in such a way that they are not censored, and gradually stretch the
dialogue space.
• It has the capacity to build young people’s platforms with a relatively large outreach, which have
proven to have an exceptionally large coverage, surpassing traditional media information, awareness
and education programmes, but also in mobilising youth to interact, form their own communities
and achieve behavioural and system change at a scale that significantly surpasses the classical
expert INGO’s
• It has a broad and profound capacity building expertise around using (innovative digital) media
for social change as institutionalised in the RNTC (Radio Netherlands Training Centre).
RNW is thus essentially built around capacity building, platform development and community
engagement and digital communication innovation. RNW will maintain and cultivate these strengths,
a prerequisite for realising RNW’s strategy. The subjects of innovation, capacity development and
outreach, outcome and impact management, will thus feature highly on the management agenda.
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Geographic focus
In the existing programme, RNW works in approximately twenty target countries. Aligned with the RNW
2021 strategy and in order to create sustainable impact, improve efficiency, and looking at experiences
from other organisations, RNW decided to limit the number of target countries to a maximum of
twelve.
RNW sets out to be active in Sub Saharan Africa, in Burundi, DRC and Rwanda (Great Lakes), and in Mali
(West Africa), and in the Middle East and North Africa, in Egypt, Libya, Syria and Yemen, and in China.
They are almost all fragile states, where the freedom to expression and the right to information are
limited, corruption and arbitrary rule thrive, regimes are authoritarian, violence is common and
uncontrolled, human rights are frequently violated, social exclusion and polarisation are strong, and
most young people are left out of the economic
and political systems, and barely have a say, even on issues relating to their own sexual and reproductive health
and rights.
RNW chooses to concentrate on these countries, where RNW’s approach is most direly needed and its
added value is highest and most unique. They are also relatively less served by others. In these
countries there is a large group of dissatisfied young people whose potential is obstructed and personal
life shattered by extreme poverty, economic and democratic (political) exclusion, discrimination, while
at the same time they experience a lack of trusted, reliable, credible information and meaningful and
safe dialogue spaces. This is a situation in which RNW’s innovative approach works and fulfils a crucial
role, as digital media still operate and offer the opportunity to mobilise communities when other media
forms have (been) shut down. As RNW’s approach reflects very well the way young people
spontaneously interact and undertake their advocacy, or mobilise their social movements, it can
achieve a relatively large outreach and outcome in a relatively short period of time in these countries.
These are also countries that feature high up on most donors’ priority country lists when it comes to
issues of human rights, fragile states, freedom of speech and SRHR.
Technically, the country selection has been made on the basis of a set of criteria including: freedom of
speech, fragility of the state, human development, internet and mobile phone penetration, RNW’s track
record, geographic proximity, potential for programmes geared at both democratic inclusion and SRHGR,
and fundraising potential. All countries were objectively scored against these criteria and a comparative
country context analysis by The Hague Centre for Strategic Studies (HCSS) confirmed the overall analysis
made by RNW, that was based on its appreciation of where its added value is [or can potentially be]
highest. The management team and the Supervisory Board have confirmed the final set of focus
countries after careful consideration, discussion, and final prioritisation.
In the selected countries in Sub Saharan Africa, specifically Great Lakes region and West Africa, and in the
MENA region and China, current programmes are transformed and new programmes have been developed
based on the business scope defined in this Strategic Plan, and based
on the experience, expertise and track records in the previous grant period. The focus is on
implementing the RNW Media approach in two themes: Democratic Inclusion and Sexual Health and
Gender Rights. Sustainability, capacity development, innovation, state of the art digital media,
facilitating production of tailor-made and attractive content, research to deliver evidence for the
effectiveness of the approach, PME&L focusing on outcome and impact, and coherent implementation,
will underpin RNW’s increasing effectiveness in these sub-programmes. The
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sub-programmes use the same thematic theory of change in all countries, and operationalize and finetune these to each of the contexts.
It was decided that, if additional funding can be found and operational capacity permits, RNW will expand
over the years into three additional countries in the same regions (Ivory Coast, Nigeria in West-Africa and
Tunisia in the MENA region), as these have similar characteristics as the other nine, and allow for scaling
of similar interventions, based on the lessons learned and best practices established in the other nine
countries. Such an expansion would specifically be funded from other sources than the Dutch Ministry of
Foreign Affairs.
The selection process also led to a set of countries where RNW stops or phases out its activities. Compared
to the countries chosen, these countries fit less within RNW’s strategy: they either have less restrictive
settings, less relevance for donors / need for donor funding or for RNW’s themes, or offer (almost) no
space to operate with RNW’s approach. Another reason to prefer one country over another was the
regional context and proximity to countries that were already chosen: it is more efficient to work in
countries with similar characteristics as it allows scaling of similar interventions.
In Morocco, Saudi Arabia, Zimbabwe, Ukraine and South Sudan activities will stop before the end of
2016. These are countries where RNW did not have any substantial presence and sees very limited scope
for programme development.
In Kenya, Uganda, Mexico, Venezuela, India and Cuba sizeable programs do presently exist, reaching a
significant outreach and important outcomes. However, as local capacities are relatively well developed,
these can be transferred to local partners and made sustainable within two years. A sustainability plan
has been developed to improve capacity of such local partners, systematise experiences and sustainably
hand over before the end of 2017 (annex 2).
Countries where RNW exits
Morocco
Saudi Arabia
Zimbabwe
Ukraine
South Sudan

Few to none activities at present
and little scope for programme
development

Countries where RNW gradually phases out
Kenya
Uganda
Venezuela
Cuba
Mexico
India

Substantial programme at present,
but also a high local capacity of
partners that the programme can
be transferred to and then run
substainably

Obviously, working in restrictive settings also has its consequences: the operational space is limited; there
are fewer experienced civil society organisations or expert NGOs that have a presence and that can be
partnered with; safety and security is limited; and internet and mobile penetration may not be high
outside the urban centres. RNW considers it its
vocation to prioritise the countries where young people’s needs are most unfulfilled, and their rights are
most denied.
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This decision requires RNW to be resourceful and innovative; and distill lessons from current successes
in reaching and engaging young communities of scale with persuasive digital media. Therefore its sets
out to further enhance its innovative capacity and constantly and systematically iterate and test new
strategies to engage young people in less accessible settings and empower them to achieve behavioral
and system changes; and subsequently apply, validate and scale what works best, has most impact and is
most efficient - thus building on successes over time.
In the same line of thinking, RNW also cultivates social entrepreneurship and resourcefulness in its staff
and partners; maintains a smart combination of direct and online presence; delegates more managerial
and implementation responsibilities; improves all its safety, security and risk
management procedures; and put mechanisms in place to closely monitor the context, and flexi- bly adapt
its strategies when and where needed.

Safety and security
The physical security of staff and partner is of utmost importance to RNW Media, reflected in the security
policy that also included regional colleagues working in the target countries. RNW works closely with the
Centre for Safety and Development in terms of training needs and up to date security protocols. The
Safety and Security Management Framework of RNW Media consists of a policy, procedures for travel
approval, risk management, staff profiles and incident reporting guidelines and procedures.
Furthermore, a Crisis Management Plan is urgently being developed. This foresees high-intensity security
monitoring, early warning mechanisms for human rights and security threats of staff and partners, an
extensive protocol and operational physical and digital security plan measures – with clear personal
protection measures, break-off points, possible evacuation scenarios and diplomatic and international
lobby and follow-up scenarios and net- works.
By the nature of what RNW does, where it works and how it works, digital security, is a constant factor of
awareness and concern for its programs, staff and partners. A policy regarding digital security is under
review as digital technology is constantly changing and advancing. RNW has digital security specialists
following trends and updating colleagues and partners on digital security awareness, code of conduct and
implementation. Hosting of websites is secured with independent third parties, safeguarding noninterference regarding ownership of data collection, data storage and security privacy regulations (as per
international regulations). RNW Media
participates in an alliance of international broadcasters (DG7); who collaborate on digital freedom and
security. The working group works on advocacy and exchange of tools and information.
State of the art technology and information is provided through The Open Tech Fund which is managed
by the American broadcasters. To avoid the risk of censorship online, RNW engages Google, Facebook and
Twitter to differentiate evidence and rights based content from content that is harmful and extreme. RNW
also has contacts with specialised projects and organizations such as the Lifeline project of Freedom
House, the Digital Defenders Network and Frontline Defenders.
RNW will further articulate its security measures, in line with its geographic choices.
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Themes and topics
RNW Media has taken the ambitious and courageous decision to focus on the countries where its
services are most needed and can make most difference, given the relatively low presence of other
INGO’s with a similar vision in these countries. It prioritises applying the RNW approach with young
people in restricted settings in Sub Saharan Africa, in the MENA region, and China. In these countries
violence and repression are rife; societies are polarised; many people are deeply traumatised and have
been suffering from extreme poverty, human insecurity, war rape, and lawlessness, and many have had
to flee their homes and become internally displaced people or refugees. The press and mainstream
media are normally heavily censored or restricted, and many human rights (also for young people) are
violated frequently. Unfortunately, most (young) people have limited access to internet (outside the
main cities) and can count on few (I)NGO’s to assist them.
RNW takes it upon itself to contribute to substantial and sustainable behavioural and system changes
and impact in two priority themes, which constitute direct priorities for young women and men in
restrictive settings:
• Realising Sexual and Reproductive Health and Gender rights (SRHGR), with focus on unmet
family planning and comprehensive sexuality information needs, Gender Based Violence (GBV),
Intimate Partner Violence (IPV) and LGBT rights;
• Democratic Inclusion, (DI) with focus on social cohesion and inclusive and responsive and inclusive
governance.
In both themes, gender equality is a cross cutting topic.
The themes and topics reflect the priorities of young people in the countries that were prioritised.
Young people are extremely frustrated with their political and socio-economic exclusion, and wish to
contribute to a more democratic, freer, and inclusive society, where their voices are heard and their
issues addressed. They also aspire to make their own free and informed decisions about their sexual
and reproductive health, and enjoy fulfilling relations and a pleasurable sexuality free of coercion or
discrimination.
The prioritised themes also correspond to the policy goals of the Dutch Ministry of Foreign Affairs and
the multi-annual plans of the respective Embassies in these focus countries, and have been chosen
based on internal and external relevance (for instance also to SDG’s 16 [peaceful and inclusive
societies], 5 [gender equality] and 3 [sexual and reproductive health and wellbeing]). In the regions
where RNW Media is active, there is a growing group of dis- satisfied, unhappy, and excluded young
people. RNW wishes to contribute to their inclusion in society.
RNW has formulated two Theories of Change, one on each theme, for all the focus countries, and their
operationalisation for the first year (2017). Both programmes contribute to empowering young people so
they are heard, included, and are active participants in society, claiming and exercising their rights and
freedoms and pursuing a fulfilling life and future.
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Sustainability plans
The operations that were implemented from 2013 to 2016 in other countries will be made sustainable
and handed over to local partners, after building local capacity and cultivating fundraising ability.
RNW will also systematise the experiences acquired and document the best practices and lessons
learned in order to feed institutional memory and the intervention strategies in the nine (and later
twelve) focus countries. The existing programmes in countries that have not been selected as focus
countries will thus be subject to a thorough, formative evaluation, to learn from successes and
implement those lessons in the other programmes. At the same time, the value of the investment will
be preserved by developing sustainability plans, and handing over the operational platforms to local,
capacitated, partners. The development of these Country Plans for the current programmes Love
Matters and Citizens’ Voice in the countries RNW Media will be exiting, will be among the first
priorities on the management agenda of non-core business. The sustainability plan is described in
annex 2.
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2. Management agenda 2016-2021

RNW wants to evolve into a media NGO that empowers young people to use digital media to provoke
behaviour and system change towards democratic inclusion and the realisation of sexual health and
gender rights in the target countries. It aspires to structurally improve its performance in innovation,
capacity development, PMEL, stakeholder management, fund
raising, and efficiency. In order to be an independent, effective, and efficient media NGO, with a much
smaller budget, the organisation needs to be cost effective, agile, flexible, and result and customer
(youth and donor) oriented. In order to optimise the organisational performance, a SWOT analysis was
undertaken (see annex 1) and the management agenda was drawn up (see annex 3), with the respective
key performance indicators.
The actions needed to move towards the desired position are captured in the management agenda 20162021. The key strategic challenges are the essential starting point for RNW to successfully move forward
from its current position. Derived from these key strategic challenges, the management agenda 2016-2021
covers the actions needed to successfully make the necessary change
or transition. It is a living document, which will be monitored continuously. The actions have been formulated
on a strategic level: each requiring a ratified plan within the strategic framework, a detailed planning, a
budget including financial and human resources and outcomes, and a list of activities and indicators to
measure progress of implementation. The MT is responsible for further developing and implementing this
management agenda. The management agenda will be subject to annual planning and annual reporting. The
management agenda and its learnings will be subject for review during the mid-term review in 2018-2019.
Key challenge

Strategic objective

1

State of the art RNW approach

Conduct continuous innovation to develop and apply state of the art media tools and
methods, resulting in a structural distinctive RNW approach

2

Sustainable impact

Attain evidence based long-lasting social (behaviour and system) change, transferred
to and owned by local partners

3

Stakeholder inclusion

Realise real customer orientation towards all categories of stakeholders (partners,
donors, beneficiaries, etc.), resulting in long-term relationships

4

Balanced, solid income

Achieve a diversified structural income stream, growing from €10 MIO MoFA in 2017
to €12,8 MIO in 2021, mainly other Donors

5

Efficiency

Organise optimal, streamlined deployment of (human) resources to realise the RNW
Media mission and objectives

*

Organisational implications – hard

Commit interventions on structure and governance to achieve key challenges

*

Organisational implications – soft

Commit interventions on behaviour and competences to achieve key challenges
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The management agenda focuses only on the actions needed to move towards the desired situation
(‘changing the business’). Those actions that cover the regular, running business of RNW (‘running the
business’) are not part of the management agenda.
The management agenda (as described in annex 3, and further operationalised each year in the annual
plan) focuses on the core business of RNW as defined in this strategy document. Actions concerning
those activities that RNW currently performs, but which are non-core business towards 2021, are a
priority for RNW, our partners and the Dutch Ministry of Foreign Affairs, and will be defined in a
separate management agenda (see annex 3).

Management agenda in more detail
Five areas were identified in which RNW wishes to improve its management performance qualitatively
in the coming years: innovation, sustainability and outcome/impact-oriented PMEL, stakeholder
inclusion and partnering, fundraising, and efficiency gains.
1) In order to perform optimally, RNW needs to cultivate its innovative power, as this is a key strategic
asset. In a quickly changing environment, RNW should keep up with developments and quickly
mainstream innovation and innovative thinking in its core processes. RNW intends to be state of
the art in the use of digital media for social change.
2) Further, RNW aims to reach sustainable impact. This has two dimensions:
• RNW considers its interventions as investments in young people and their movements and
organisations, that should be implemented in such a way that they can run independently after
a number of years. So far RNW has not yet fully conceived its projects in this manner. This thus
requires new sustainability and capacity development targets, more elaborate capacity building
frameworks, and the creation of sustainability plans from the very beginning of the
interventions. It also requires finding and testing different sustainability models for the
platforms.
• Further, RNW has so far maintained a planning, monitoring and evaluation system that
was tailored for a media organisation, and viewed outreach as a goal in itself.
RNW realises that this is an intervention strategy to achieve behavioural and system changes,
and has defined outcome and impact and the respective indicators. These will be introduced and
will allow for more strategic programme steering.
3) RNW interventions are of such a nature that they can only generate sustainable behavioural and
system changes if they are embedded in partnerships with local (young people’s) organisations and
movements, and specific advocacy, service delivery, capacity development and innovation partners.
Therefore, RNW will make it a priority to manage the partner relations strategically, and attain an
adequate orientation towards stakeholder inclusion. RNW includes donors and staff members within
the definition of stakeholders, and emphasises the importance of participation and focus on all
stakeholders. Stakeholder orientation and stakeholder inclusion will both be priority in the coming
years in order to achieve the strategic objectives.
4) Fourthly, RNW has a fundraising challenge, as it intends to reach a balanced solid income in order
to be able to run its activities without the institutional grant from the Ministry of Foreign Affairs
by 2021.
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5) Finally, RNW aims to further maximise its existing competitive advantage in terms of value for
money, by further gaining in efficiency: by improving the strategic targeting of its interventions;
by reducing their unit costs through further outsourcing; by hand-over to the partners; and by
further reducing its overhead, RNW will become more efficient.
The required changes are described in the following sections.

State of the art: Innovation for social change.
Innovation is at the heart of RNW Media’s approach and its competitive advantage. The digital media
that young people use is also continuously evolving and innovating. Innovation is there- fore a must,
both in technology and in practices.
Many actors in Africa, MENA and China, are at the cutting edge in using digital communication
technologies for their specific contexts and needs. RNW brings a design-thinking mind- set, combined
with technical skills to support local initiatives, and ingenuity with expertise and resources. RNW has
the ability to not only speak to NGO founders/administrators, but also to innovators, especially those
working in software, in order to design the most effective digital interventions to amplify the voices of
young people in society.
RNW has expertise in developing the capacity of youth to engage with digital media. The media
abilities of partners and audience are much more crucial to the success or failure of a project than in
the pre-digital age. No matter how innovative the technology, success depends on users being able and
prepared to engage.
In the past years, RNW Media has innovated with partners such as Nailab and the iHub in Kenya, A
Lab, Impact Hub, and THNK in The Netherlands, and Appfrica Labs in Uganda, The Packard Foundation
in India, as well as with research organisations such as the Institute for Development Studies in the
UK, and the Peace Tech Lab of the US Institute for Peace. The Love Matters programme and the Yaga
Bloggers network are two examples of fruitful innovation processes. In this strategic plan period, we will
focus even more, and on a higher level in the organisation, on working with innovation partners. RNW
is committed to researching how behavioural and system changes take place, and what the most
effective and innovative ways are to reach the largest outreach, most significant outcomes and deepest
impacts.
Most innovation will be geared towards topics such as:
• Map new channels and quickly learn how to best use them to engage young people. Finding new
(cost) effective digital media and communication applications that young people prefer to use for
their dialogue, community building, interaction and advocacy; assessing their potential for social
change and the applications that they may require for such purpose. By being one of the first
content providers on the channel, RNW can capitalize on early entry and the interests of early
adopters, who are also often key influencers for young people;
• •Consistently map young people’s problematic behavior and social-political settings and offer
examples of new more positive alternatives using persuasive multi-media techniques and
identifying trusted sources for young people;
• Modelling behavioural and system change and dosing the information and dialogue topics on
young people’s platforms in such a way that restrictive norms, stigmas and political
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manipulation mechanisms are stretched and new topics can be discussed freely. And subsequently,
dose different topics, formats, language, frequency and channels, on the more sensitive SRH, gender
and rights topics, and consistently map how young people and gatekeepers react to this content.
They can also trace which behaviors are becoming more acceptable for dialogue and discussion;
• Applications and technologies that guarantee privacy and anonymity of the users, while also
allowing their platforms to avoid being censored or shut down;
• Applications and ways of working that stimulate the multiplication of information through other
media;
• Gather data on user journeys, preferences and discussions to create stories for advocacy which shed
light on youth needs and desires. This data can be interpreted and visualized to create strong stories
for advocacy;
• Most effective communication strategies, inroads, topics and advocacy strategies for different topics
in different subjects, tailoring and optimizing contents for each of the many and different channels
that young people use and adopt; and the possibilities of using international networks and coalitions
and to synchronise multi-level campaigns;
• Effective strategies to defend independent bloggers and young change agents against their
repressive governments; and create platforms that fly under the radar of digital gatekeepers and
tests encryption algorithms that allow content to get around censorship, maintain high rankings in
search engines and attract the targeted audience;
• Use data scraping to find the specific terms for sensitive SRH or censored political or rights terms;
and use this data to get around gatekeepers, or create positive language which can be seeded via
careful content creation and search engine optimizations strategies
• The use of mobile phone applications for information sharing, interaction, community build- ing,
social activism and advocacy;
• Cross-media dialogue and storytelling techniques that allow young people to empower
(themselves and others);
• The extensive use of data mining to monitor the reactions of users to the platforms, so as to learn
about their clicking behavior and preferences in information gathering and discussions; and the
use of this information to tailor alerts when new subjects are posted. Information of users’
behavior on other popular websites (such as searches leading to pornographic sites) can, for
instance used to tailor content and draw optimize traffic and sessions.
These innovations all enable the staff and their partners to effectively reach the target group and help
young people find the information they require and openly discuss the topics they wish to know more
about so they can take more informed decisions. It also increases cost-effectiveness as content can be
better targeted and tailored to specific segments of young people, thus reducing the platform’s costs
per visit, while increasing its impact.
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Innovation needs to become part of the organisational DNA. It will be at the core of the organisation: not
only designing new approaches to engage young people, but also reimagining the operational and
organisational structures needed to make innovation possible in everything RNW does , from
developing projects, improving engagement, through to gaining and using data to collaborating with
partners. It will be embedded in the management structure.
It is about partnering with innovators and innovation hubs around the world and being inspired by
young people and by young social innovators who are leap-frogging current approaches
or designing totally new ones. It is about using that inspiration to attract large communities in
restrictive, challenging settings, in order to achieve impressive impact. It requires continuous focus, a
shift in thinking, and a shift in work methods.
At RNW, the Design Thinking mind-set will be key to the thinking and doing that drives innovation. A
research and development process will be designed: to generate innovative ideas; test their potential
and technical feasibility; test their viability for the young change makers and platform operators; lift
them to proof of concept; and subsequently make them scalable and mainstream them. It is an
approach that includes mapping the needs of young people and synergies with partners, as well as
qualitative and quantitative research into the stated problem, imagining solutions, and creating rapid
prototypes to test and iterate, as well as creating business models to underpin economic viability.
Monitoring and evaluation are used to measure success and create a feedback loop for continuous
improvement. Data story-telling is used to visualise the results, and show impact. This process of
innovation will be used to introduce new thematic components, improve interventions and outcomes,
and create bold new projects.

Sustainable impact
After a long history in broadcasting, RNW moved in 2013-2016 to co-creation of digital media. In the
new strategic period, RNW Media will maintain this intervention strategy if and when needed, but also
move further and facilitate partners in the creation of content and digital platforms, by investing in
their capacity development, with the purpose of achieving sustainability and being able to hand over to
local partners. Putting local ownership and needs-based capacity development at the centre of the
programmes (in order to hand them over at the end of the grant period) may take a long process of
capacity development. Needs-based assessments are crucial starting points to achieve sustainability.
Capacity is the ability of people, organisations, stakeholders, groups, and society as a whole, to
manage their affairs successfully. To achieve sustainable impact, development of the capacity of the
implementing partners is key. It is linked to building strong relationships between stakeholders,
within the system, and the context around the system. With its expert training centre, RNTC, RNW
will apply a holistic approach, using the 5 C model, and putting more emphasis on gender equality
and diversity in the partner organisations. The 5 C model is geared towards developing an
organisation’s capacity:
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Figure 1: Analytical framework for capacity development

Capability
to adapt and
self-renew
Input

to act and
commit
Output

Capability
to deliver on
objectives
Capability
to relate
to external

International level

National level

to achieve

Local level

Adapted from: De Lange 2009.

• To act and commit: to work properly: plan, take decisions and act on these.
• To deliver on development objectives: ensure that the organisation reaches what it was set out to
achieve
• To adapt and self-renew: adjust to shifting contexts and relevant trends
• To relate to external stakeholders: building and maintaining network with external actors;
• To achieve coherence: creating and maintaining identity, self-awareness and discipline.
RNW applies this approach to three key actors: (a) young change makers, platform moderators and
bloggers; (b) young people’s civil social organisations or social movements; and (c) specialised partner
NGO’s and media partners.
Obviously the first group is the most crucial one for sustainability. They require a specific capacity
development approach, including not only digital media topics, but also topics regarding behavioural
and system change dynamics, constant context analysis and strategic adaptation of interventions, and
the leadership of informal young people’s communities. The second and third groups are important as
they guarantee more institutional sustainability and embedding. The third group is also important to
ensure that information and narratives are spread via other media channels as well. The specific
capacity building approaches are
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described in the Theories of Change. RNW’s capacity development approach will be grounded in a
thorough analysis of the needs of the partners, of the country, and in the thematic context. Ownership is
key to building and sustaining capacity. There will be a focus on building the practical abilities, skills
and attitudinal skills to achieve outputs, outcomes and impact, rather than on controlling the inputs.

Outcome and impact oriented programme planning, monitoring, evaluation
and learning (PMEL)
RNW’s planning and programme management will evolve from output/outreach measurement to
outcome/impact management. For this reason, the programmes have been designed with a theory of
change: to visualise the expected outcomes and impacts of the intervention strategies. This requires
the expansion of the PMEL procedures, and more frequently reflection
on the (changes in the) context, the performance of the programmes, and possible required adaptations
of the strategies.
To set the framework for new programmes, baseline studies covering all envisaged programme
components will be done per country/theme, with involvement of local partners and external experts
from the outset. These baselines will include the mid-term and long-term outcome and impact and
sustainability indicators. The external evaluation of the 2013-2016 programme will assess the
achievement of planned-for outcomes, and will also provide interesting learnings that help the detailed
planning of new programmes. Formative research with young people will provide insights on needs and
how to best address these in a specific con- text. RNW will closely monitor and evaluate the execution of
the programmes and the effect of its interventions, using the output, outcome and impact and
sustainability indicators, and the programmes’ KPIs. It will use operational research to test the validity of
the assumptions in the Theories of Change. It also foresees an external mid-term and end-evaluation of
programmes.
Planning, Monitoring and Evaluation will focus on how RNW’s approach leads to behavioural and
system change. In collaboration with international knowledge partners and local research- and other
partners, RNW will set up a comprehensive research program to gather evidence and learnings for the
approach in general, and more specifically on the specific approach within local programmes. An
outcome and impact research toolkit that can be applied in
the programmes, will be further developed and strengthened, as well as a PMEL toolkit for capacity
development, based on the 5C model. Furthermore, RNW and its partners will gather insights on how to
successfully hand over projects – important for sustainable change. The PMEL approach is described in
the Theories of Change.
The consistent system to centrally measure and report digital media output - providing real time insights
to project teams - will be continued, together with other output/short term outcome M&E instruments like
online surveys and focus groups. Most of this will be done by local partners.
Joint learning and cross-pollination with partners is important. RNW has a learning agenda and will
further fill in specific learning agendas with its partner networks. The learning agenda is intrinsically
linked to the innovation agenda. It will focus on, things such as:
• Ways to improve the interventions’ (cost) effectiveness and to ensure maximum impact and strategic
relevance of the interventions;
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• Modelling the behavioural and system change that RNW and the partners wish to achieve, and how
it works in practice and in the specific context of the partners;
• Practical ways to create engagement on sensitive topics; to moderate platforms; and to manage
specific country related challenges;
• The effectiveness and efficiency of collaboration and networking.
Scope and content vary depending on the type of partners and partnership.
Where relevant and feasible, RNW supports inter-regional exchange/learning. RNW also actively
relates to (Dutch and relevant foreign) embassies, civil society organisations, academia and the
private sector,, including social entrepreneurs. Learning from and with other sectors is considered
crucial.
Digital media can provide large amounts of data, and great opportunities to get feedback and input
from young people. RNW seeks for innovative PMEL tools and methods to use, collect and analyse this
data, for both output and outcome research, in collaboration with big data, analytics and knowledge
partners. Where possible, data will be shared using IATI standards.

Stakeholder inclusion
RNW aspires to increase its external orientation and engage more profoundly with its main
stakeholders, taking their interests and values into consideration and addressing these adequately. In
order to achieve its strategic objectives, it involves the target group (young people), complementary
actors (partners) and the donors in its operational practice and decision-making. It wishes to establish
and maintain positive relationships with these stakeholders, addressing their priorities and fulfilling
their expectations.
RNW will enhance the stakeholder orientation of all its staff, as a core competence. Further it will
ensure that its operational PMEL systems are geared towards achieving the maximum sustainable
outcomes and impacts that young people aspire to for their SRHGR and democratic inclusion and
that donors wish to invest in, against maximum value for money, in close and synergetic partnership
with complementary local CSO’s and specialised NGO’s.
Stakeholder inclusion is a joint responsibility in RNW. It aspires to optimise the relationship and
collaboration with the Dutch and other countries’ Embassies in the target countries, the Dutch Ministry
of Foreign Affairs’ DMM and DSO/GA departments, and with development agencies such as UNFPA,
UNHCR, EuropeAid, USAID, DFID, Noraid, DANIDA, Sida and GIZ. Following the recommendations of the
Mid Term Review, RNW will increase collaboration with NGOs and optimise communication with partners
about the new RNW policies and strategies.
Within the two themes, RNW will partner with thematic expert partners such as service providers, and
advocacy, innovation and capacity development partners, to implement its approach and achieve
behaviour and system change. Most of these partners are local organisations.
These have been extensively described in the theories of change. Moreover, at institutional level, RNW
has established a number of important partnerships that ensure its capacity to implement its
approach with optimal effects and impact:
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International partner

Purpose

Added value

Oxfam Novib

International and national advocacy

Network and youth participation

Hivos

Linking partners and interventions

Partner network

Choice

Youth led advocacy on SRHGR

Young people’s needs reflected in
international policy advocacy

CARE

Gender-based violence

Partner network

WGNRR

Connecting young people with advocacy networks

International advocacy on SRHGR
(ECOSOC status)

RCN Justice & Démocratie

Rule of law and democratisation

Partner network and expertise

NIMD

Responsive and inclusive governance

Partner network, expertise and entries
for FILA

IPAS

Service delivery for SRH

International reputation and research
on access to abortion

Marie Stopes
International

Service delivery for SRH

International reputation and research
on access to abortion

Peace Tech Lab of the US
Institute for Peace

Tool development on the intersection of data,
technology and human rights

Standardisation of peace research and
tool kits

BBG

Training

Use their distribution channels (VoA,
RFA, RFI, etc)

Innovative (digital) ways will be introduced to ensure annual plans and monitoring reports are fully
shared, and context analysis and strategic adaptations of the intervention strategies are carried out
jointly. Further, regular visits are staged to assess the progress with the sustainability plans and the
capacity development strategies. At strategic level, partner representation in a sounding board for the
MT will be (again digitally) operationalised.
The organisation will also increase the number of staff of the same age as the target group, to
maximise the ability to remain in touch with young people’s realities, needs, preferences and digital
media habits. It will also ensure that young people are adequately represented in its consultation
bodies and strategic organs.

Solid balanced income: Resource mobilisation
Resource mobilisation is an important priority in order to become an independent organisation in 2021,
with a solid, balanced income stream. RNW Media will continue to invest in generating income and
mobilising resources, by strengthening an effective team, by working with experts, and by exploring
business opportunities within its core business. RNW will develop and maintain donor relations and
deliver on donors’ (outcome, impact and cost effectiveness) expectations, also important aspects of
(repeat) resource raising.
In 2015 a resource mobilisation strategy was developed, and has led to strategic partnerships
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with Hivos, Oxfam, CARE, Choice, and Cordaid, among others. Applications have been sub- mitted to
existing and new donors, such as the Ministry of Foreign Affairs, EuropeAid, Usaid, Amplify Change,
Ideas42, and internet.org.
In the resource mobilisation plan, three funding streams are identified: public institutional donors
(such as the Ministry of Foreign Affairs, EU, US State Department, SIDA, NORAD, DANIDA, UNFPA,
UNWOMEN and UNHCR); private foundations (such as the Ford Foundation, Soros (Open Society),
Packard, Google and Postcode Lottery Foundations); and income-generating services and assets.
So far, most fundraising has been geared towards the first two, and these will continue to be the most
important channels to focus on. RNW aims to have around 12 regular and repeat donors, 4 of whom
are major ones. It has seen that relationship management with the existing donors is important and
leads to follow-up funding, especially since the (cost) effectiveness of its interventions is relatively
unique and innovative. RNW will further professionalise the fund raising department and achieve a
higher success rate in its applications.
RNW and its partners will document and validate the approaches employed in the on-going Love
Matters and Citizens’ Voice programmes, and evaluate the approaches that led to their outcomes and
impacts. This will allow RNW to become better documented, its track record more convincing, and its
intervention models increasingly scalable. This will attract donors, especially if RNW’s value
proposition is relatively cost-effective, and if RNW’s international strategic partners confirm its
professional reputation. The track record that is thus built up, will lead to more success in applying for
funding (when participating in calls for proposals and tenders), and will also lead to more follow-on
funding of projects’ next phases and/or replications in other countries. This allows for the so-called
“hockey stick” growth in additional funding from institutional donors and private foundations. Such
knock-on effects can already be observed in increasing follow-up funding for RNW’s Love Matters
projects, based on the
replication of projects with a similar solidly validated design in different target countries, after a
carefully built-up relationship with donors, and the adequate delivery on donors’ expectations with
regards to outreach and outcomes.
In the coming Strategic Plan period, more emphasis will be put on mobilising resources for the core
business as defined in this strategic plan. Focus will be on building and strengthening strategic
relationships and alliances with partners and donors such as EuropeAid, UNFPA, UNHCR, SIDA, NORAD,
DFID and USAID, and on private foundations, such as Ford Foundation, Open Society Foundation and
Dutch Postcode Lottery. Success rates will be the subject of continuous monitoring.
Fundraising targets are set in income growth in the coming years. SMART KPIs have been set. These
will guide fundraising activities. They will be monitored in order to swiftly take mitigation measures
if and when the objectives may not be adequately achieved in a timely manner.

Efficiency
The focus on innovative, effective and sustainable programmes, on stakeholder inclusion, and on growth
in income (the first four challenges), also requires an organisational transformation in terms of
efficiency. Although its programmes already compare favourably to other players
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in the field, with unit impact costs below 2 Euro per fully impacted young person in its sexual and
reproductive health programmes and under 12 Euro per fully impacted young person in its Democratic
Inclusion programmes, in 2016-2017, the organisation will develop into a more efficient organisation
with market conform (cost) standards, benchmarked against the competition (i.e. the Dutch,
international and local actors). RNW is also committed to further reducing its overhead. This implies
changes in its working methods, such as:
• Outsourcing support functions in order to increase flexibility and as a consequence efficiency;
• Benchmarking regularly in order to keep focusing on decreasing costs to a sector conform level;
• Further decentralising its programme management;
• Increasingly hiring young and flexible professionals;
• Increasingly delegating and transferring project implementation responsibilities to local
partners;
• Increasingly steer on outcome and impact per invested resources.

Measuring performance
Key performance indicators have been designed for all five areas of organisational performance
enhancement, as described above (innovation, sustainable impact, stakeholder inclusion, resource
mobilisation and efficiency) and for the organisational implications, as described in chapter 3. These
will be monitored systematically by the Supervisory Board, who will hold the CEO accountable for the
achievement of all five areas of performance.
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KEY PERFORMANCE INDICATORS RNW 2017-2021
target 2017

target 2019

target 2021

1. State of the art RNW approach
innovations in RNW programmes leading to improved reach, engagement, data/
insight collection or efficiency:
# of innovations in development stage

3

6

8

# of successfully implemented innovations

1

3

4

5%

5%

5%

2

5

8

# of studies with knowledge partners showing evidence for approach leading to
behavior/system change

1

2

3

research to test ToC assumptions and improve ToC

1

3

4

% of total budget spent on PMEL

4%

4%

4%

% partners marking a satisfactory score according to 5C plan

25%

60%

90%

50k

110k

% of total budget spent on innnovation
# of reputable innovation partners
2. Sustainable impact

new funds raised for running the platforms managed directly by partners in average
euro € / platform
# of programmes handed over according to plan, planning, budget

6

# of handed over projects that still achieve outputs, 1 year after handing over date

4
6

3. Stakeholder inclusion
inclusion of young people in governance

consulted

in board

included in
process

in advisory
council
included in
process

included in
process

local (youth) partners per country

5

8

10

theme/knowledge partners

2

4

6

international reputable ngos

8

10

12

achievement of strategic goals/targets in partnerships, % per year

80%

80%

80%

satisfaction of stakeholders with RNW collaboration in %

75%

80%

85%

young people, partners, donors and other relevant stakeholders involved in strategic
and annual planning
# of partnerships (MOU signed) with :

4. Balanced, solid income

2017

2019

2021

14.5 mln.

14.5 mln.

12.8 mln

31%

41%

69%

2.2 mln.

3.75 mln.

10.5 mln.

% institutional donors

55%

67%

81%

% other income sources

total funding (incl BuZa, real estate & subsidiaries) in € per year
% non BuZa funding (incl real estate & subsidiaries)
non institutional BuZa funding (excl real estate & subsidiaries)

45%

33%

19%

estimated # of proposals submitted

32

35

40

estimated % of proposals approved

15%

20%

25%

14mln.

19 mln.

42 mln.

total budget outstanding in sales funnel in € ultimo
# of outstanding proposals:
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100K-500K
501K-1M
1,1M and beyond

18
6
8

15
8
12

10
14
16

100K-500K

3

3

2.5

501K-1M

1

1.5

3.5

1,1M and beyond

1

2

4

32%

19%

8%

0.3 mln.

0.5 mln.

1.5 mln.

# of approved proposals

total (out of pocket and human/financial resources) budget fundraising as % of total
funds raised per year
avg € funds raised per resource mob fte
5. Efficiency
% overhead as part of programme expenses
% budget spent
cost efficiency

20%

14%

13%

96%-102%

96%-102%

96%-102%

baseline

+10%

+15%

remittances to countries as % of total programme budget

65%

75%

80%

target progam spending as % of total spend

>75%

>75%

>75%

% of staff with flexible contract

50%

60%

67%

% of employees scoring sufficiënt or higher on key competences as measured during
our performance review cycle

70%

80%

90%

diversity strategy

developed

implemented

targets
achieved

% m/f in staff

40/60

45/55

50/50

baseline

+15%

+25%

ISO certification

yes

yes

yes

% budget of total personnel budget spent on development workforce

3%

3%

3%

Other/organisation

% improved employee satisfaction/engagement compared to

baseline

The organisational risks are described in annex 5. The most important risks are those relating to the
security situation in the target countries, which will be closely monitored and for which the required
safety protocols and scenario plans will be developed. Further, the risks relating to the changing
support for NGOs and the changed development cooperation policies are important, (although less
likely), as they may negatively influence the organisation’s capacity to raise sufficient funding to
maintain its programmatic portfolio, and attain the behavioural and system changes for young people
it aspires to. Therefore, the policy environment and the fundraising performance will also be closely
monitored and, where necessary, be the subject of lobby and advocacy. The risks are all currently
sufficiently under control.
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3. The organisational implications

In order to be able to execute the newly defined strategy for 2017-2021 successfully, RNW will need to
reshape its organisation in the course of 2016. It will need to transform itself to become a project
driven organisation, focused on outcomes, impacts, and cost efficiency. The step from a journalistic to
a media NGO needs to be completed. RNW will need to further strengthen its project execution practices
with fewer and different financial resources, and will need to strengthen competencies to recognise
funding opportunities, and find effective ways to attract and maintain donors.
The organisational structure will need to support an effective and efficient execution of the strategy.
Responsibilities will need to shift from ‘Hilversum’ to the regions concerned. The organisation in the
Netherlands will focus on strategy, innovation, programme management, and resource mobilisation.
The operational regional offices, serving the target countries, will increasingly become responsible for
programme implementation. Competencies like capacity development, fundraising, and innovation, will
become crucial to be able to deliver digital state of the art media for change.
As a consequence, the number of employees at headquarters will decrease sharply, from 93 FTE’s
(April 2016) to approximately 35 in early 2017. This is also a reflection of the expected available
budgets for the coming years. The reorganisation process will be agreed upon with the Workers'
Council and the Trade Unions, and will be initiated in early June 2016. A Social Plan will be put in
place to support the affected employees.
As RNW subscribes to the management philosophy that structure follows strategy, it will elaborate an
organisational plan that details the new structure, governance, competences, systems, and other
organisational management aspects, in the course of the second quarter of 2016. The aim of this plan
is to focus RNW’s organisational management, and prepare the organisation to become leaner,
increasingly independent, and more effective and efficient. As soon as this plan is ready, it will form an
integral Chapter to the Strategic Plan.
The driving principles to be outlined in the organisational plan will be:

Structure and governance
• A CEO, who will have overall responsibility, will head the organisation. The CEO reports to the
Supervisory Board. The strategy will be leading for the profile and constitution of the Supervisory
Board, and of the Advisory Council. The result and support areas carried out from the
headquarters will focus primarily on strategy, innovation, resource mobilisation, programme
management, financial management, and accountability. These key areas will be delegated to four
strategic departments that are each represented in the MT:
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• Strategy, Innovation and Business Intelligence: This department facilitates strategy and innovation,
incorporates and mainstreams innovation in the core business, and monitors and evaluates
outcomes, impact and cost effectiveness of the programmes (PMEL). It also facilitates operations,
actions research and learning, and collects and analyses data to support strategic decisions.
• Resource Mobilisation: This department generates income and develops and manages
relationships with (potential) donors and other important stakeholders. It positions RNW and its
programmes towards all stakeholders, increasing its visibility and improving its profile.
• Programme Management: This department manages both programmes (Democratic Inclusion and
Realising Sexual Health and Gender Rights). It designs, develops and implements programmes and
develops the capacity of local partners and CSO’s. It is charged with the responsibility for the
organisation’s performance towards its mission and vision.
• Finances, Accountability and Support: This department ensures that the finance and
administration of the organisation, its Human Resources management, its management support,
ICT and facilities, function optimally in order to achieve efficient functioning of the organisations’
processes.
• The implementation of the projects will take place in the regions. Responsibilities will be delegated
to partners and employees in various countries, with support and capacity development from
headquarters.
• The organisation requires an efficient, lean, and agile project structure, with a small centre of
expertise in the headquarters in The Netherlands, supporting donor-funded project teams and
partners in the project countries. The organisation wishes to be able to react quickly to local and
global developments that affect programmes and stakeholders. It also aspires to be able to plan
the starting and phasing out of donor-funded programmes and projects, as per the partners’
capacity development growth.
• The sounding board, created during the strategic process, has shown that the involvement of
employees, young people, and partners, is crucial for the organisation. RNW will come up with new
and innovative ways of involving these stakeholders in strategic decision-making and implementing
of the strategy. It creates broad ownership and teamwork that goes beyond the organisational
structure.
• This Strategic Plan, its multi annual budget and its KPI framework will determine decision-making
and implementation. All decisions will be taken by the MT within this strategic framework, and will
be prepared in annual plans and reviewed in the annual report.

Competencies
• Apart from changes in structure and governance, the RNW strategy also requires a modified set of
competencies for effective and efficient implementation of the strategy. In general, new
competencies like Innovation, Strategic Thinking, Networking, Planning and Organisation, and
Problem Analysis, and existing competences such as Result Orientation, Entrepreneurship, and
Customer Orientation, are of crucial importance for the organisation
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in order to achieve the objectives in the management agenda. In addition, all responsibilities are
carried out in an international context. As a consequence, English is the only official working
language. In the detailed organisational plan, all existing and new competences will be defined per
function, and will be incorporated in recruitment, performance management, and personal
development, which will be geared towards a young and flexible organisational culture.
• Apart from the above-mentioned process to define the set of organisational competencies, the
expertise areas needed for impact within the two themes, including the defined set of topics for
each theme, implementing the RNW Media approach, will be analysed, secured, and strengthened if
needed. Expertise, experience, knowledge, and understanding of the use of digital media, of tone
of voice and language of young people, of capacity development using the 5C model, and
knowledge and expertise of Human Rights, Democracy, Good Governance, SRHGR are the areas of
main importance for successful implementation of the strategy, and as a consequence they will be
leading in the organisational setup that will be detailed in the organisational plan.

Behaviour
• The strategy has implications for the organisational behaviour. The strategic framework for RNW
Media requires SMART, efficient, and disciplined working methods when it comes to decisionmaking, implementation, and execution of decisions and responsibilities. Programmes will be
developed and implemented within predefined (financial) conditions and obligations. This requires
a continuous review of the most efficient and effective way to define objectives and measure
performance and results. Working in this way will increase RNW’s profile as an attractive, reliable
and responsible partner to work with, or to fund.
In addition, more work will be done with considerably fewer people. This requires flexibil ity and
solution orientation, coordination and cooperation. Not only within and between departments in the
Netherlands, but also with partners and colleagues in other countries. Results orientation and
customer focus are becoming increasingly important. This requires a culture of openness, to call
upon each other, and ask for feedback. The management will be role models of this new behaviour,
which is a prerequisite for success.

RNW Media Strategic Plan 2016-2021, June 2016 45

4. Finances

Summary
RNW Media has prepared a budget for the period 2017-2021 based on the projected programme in
selected countries and including sustainability plans in 2017 for some geographic areas that are not
RNW core-business for the period ahead. This budget incorporates the organisation’s financial
performance in the period 2013-2016. The resulting total programme budget indicates required funds
of respectively (rounded) €10mln, €8mln, €8.5mln and
€7.5mln for the years 2017-2020.
The basis and details of the budget for the period 2017-2021 is demonstrated in more detail below,
specified for core-programme and sustainability plans.

Financial performance 2013-2016
RNW Media’s total revenues in the period 2013-2016, including the €56 million institutional grant
from the Ministry of Foreign Affairs, and the additional income, is as follows:
RNW Media - Revenues 2013-2016
Revenues (x €1000)

2013

2014

2015

2016
(Outlook March ‘16)

Institutional Grant MoFA

15.010

89%

15.438

83%

14.764

82%

14.522

77%

71

0%

140

1%

464

3%

1.050

6%

0%

372

2%

950

5%

1.752

10%

2.994

16%

2.443

14%

2.245

12%

11%

3.134

17%

3.279

18%

4.245

Programmes, Grants en Other income
Programmes & Grants
Training & Development*
Real Estate and Subsidiaries

0%
-

Total Other income

Total Revenues

1.823

-

-

-

-

-

-

-

16.833

18.572

18.043

18.767

* Included in Institutional grant in 2013, 2014 and partly in 2015
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23%

The revenues of the Ministry of Foreign Affairs (€56m) were supplemented by additional contribution
from RNTC over the years 2013-14, and contributions by Nuffic over the years 2013- 2016. As a result,
the presented total revenues of institutional grants exceeds- €56m.
The amount of (institutional) funding from sources other than the Ministry of Foreign Affairs is
limited, but increasing. The goal to grow other income towards 25% for the 2013-2016 period will
almost be reached in 2016; this is an important financial goal for the period. The final out- come is
dependent on the results in the last nine months of 2016.

Other revenues vs Total revenues

Other Revenues

Norm

Financial forecast for the period 2017-2021
The institutional grant of the Ministry of Foreign Affairs will decrease in 2017 to approximately 6070% of the amount granted during the previous period. The RNW revised strategy and operational
plan deal with the reduced revenues from the main institutional grant, as well as with the
organisational consequences of the reduction, taking concrete steps such as operating in fewer
countries, and enhancing internal performance. In addition, efforts to engage other programmatic
donors will be intensified and structurally embedded in RNW in order to ensure generation of
additional income streams in the upcoming period.
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Overview institutional and additional income 2017-2021:
RNW Media Financial Outlook 2017-2021
Revenues 2017-2021 (x €1000)

2017

Institutional Grant MoFA*

10.000

Programmes, Grants en Other income
Programmes & Grants
Training & Development
Real Estate & Subsidiaries
Revenues Other income

Total Revenues
Expenses
Programmes
Training & Development
Investment in Growth- and Innovation programmes
Administration & PME
Real Estate & Subsidiaries

2018

2019

2020

69%

8.000

62%

8.500

1.200 8%
1.000 7%
2.250 16%
4.450 31%

1.500
1.100
2.255

12%
18%

2.500 17%
1.250 9%
2.265 16%

4.000 26%
1.500 10%
2.270 15%

4.855 38%

6.015 41%

7.770 51%

9%

59%

7.500

2021
49%

8.500
2.000
2.280

67%
16%
18%

12.780 100%

-------------------- --------------------- ------------------- ------------------------------------14.450 100%
12.855 100%
14.515 100%
15.270 100% 12.780 100%

Total Expenses

9.417
8.029
9.537
9.989
7.225
950
1.045
1.188
1.350
1.700
875
875
875
875
875
1.833
1.526
1.525
1.660
1.575
1.375
1.380
1.390
1.395
1.405
-------------------- --------------------- ------------------- -------------14.450
12.855
14.515
15.270
12.780

Result for the year

-------------------- --------------------- ------------------- ----------------- ------------0
0
0
0

0

* Dependant on review with the Ministry of Foreign Affairs during 2016

The projected revenues for 2017-2021 will be less than in the previous grant period. The
organisation’s strategy focuses on targeted achievements in fewer countries, and drives the
organisational transition to a lean organisation structure with significant local presence in, or close to,
the countries in which RNW runs its programmes. And with important and dedicated fundraising
resources and skills to grow its revenues from other donors than the Ministry of Foreign Affairs.
The RNW organisation in Hilversum will transform to a small, lean, core-organisation with a
significant flexible shell. Support for programmes and general services will be delivered
using flexible sourcing, and by specialist personnel with flexible contracts. In combination with
implementing project management principles, and monthly monitoring of project progress using
dashboard reviews of the KPIs, the transition will increase overall performance and generate and
embed improved quartile efficiency levels.
The new RNW organisation will apply digital solutions where possible to decrease workflow pipelines
and digitalise information exchange. Up to 25% to 35% of its workforce will be a flexible outer shell,
and will be called upon for specific tasks as and when required. In this manner, RNW will maintain a
lean structure that can adapt swiftly to changes in the market environment.
In order to maintain and allow for continuous improvement, RNW will perform process measurement
to monitor performance and benchmark results with other organisations to innovate, optimise and
decrease the total cost of ownership4 for the company.

4

https://www.business-case-analysis.com/total-cost-of-ownership.html
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RNW in 2021, after the Institutional Grant
In the projections for the final year of the strategic planning period, it is clear that the organisation will
also adapt to actual circumstances in 2021 when in the final year of institutional grant. In that year, the
projection shows the organisation will experience a temporary decrease in revenues and, as a
consequence, a temporary decrease in programmatic expenditures. The magnitude of this decrease
depends on the success in generating other grant income over the period 2017-2020. The objective is to
generate sufficient additional revenues so that, in 2021 and beyond, RNW is able to maintain the
volume of the programmatic portfolio. It is more realistic, based on the experiences in income growth
in 2013-2016, to budget for a temporary decrease in revenues. RNW may need at least two to three
years to compensate for the entire institutional funding of the Ministry of Foreign Affairs that will
come to an end in 2020. RNW will monitor the development and growth of programmes and grant
revenues closely over the coming 4 years. It will learn to work as an effective project organisation with
varying income as a fundamental characteristic.

Sustainability plans
As a result of current choices on core business, RNW Media will focus on a limited number of countries
in the period from 2017 onwards. To ensure that the young people in countries and projects that are
not selected are not left without information, advice and peer support and to ensure the developed
value, results and impact are preserved and to safeguard the reputation of RNW Media, its donors and
the Ministry of Foreign Affairs, we will develop sustainability plans to support these communities as
well as honour our current contracts with donors and important stakeholders.
These phase-out plans will require financing, even though they are not a part of the core business going
forward, and will form a part of the total grant required for 2017.
The financial impact of the sustainability efforts to be deployed in 2017 is presented below. Please
see the respective Annex for more elaborate information on the sustainability plans and options.

Project

Outcome Handover

Output
YP reached

2017

Love Matters
Kenya & Uganda

ACA & WGNRR

3 million

435.000

Love Matters India
Hindi & English

Development Consortium India

30 million

525.000

Love Matters
Mexico & Venezuela

Mexico Vivo &
Marie Stopes

3 million

420.000

What’s Up Africa

BBC

1.4 million

230.000

El Toque Cuba

Bloggers’ collective

300.000

230.000

Ivoire Justice

Union Nationale des Journaliste de
Cote d’Ivoire

550.000

170.000

38 million

2.010.000

Total

RNW Media Strategic Plan 2016-2021, June 2016 49

Monitoring financial progress against the strategic plan
The deployment of the Strategic Plan will be supported by an operational and financial planning and
budgeting cycle where actual performance is periodically monitored against budget, key performance
indicators and complemented with a future-oriented dashboard outlook review.
Application of these project planning and management review principles allows for active management
of the programmes, efficient allocation of resources, and swift solutions for unexpected and unplanned
circumstances. On an operational level, the key word will be ‘short interval control’ to ensure performance
barriers are dealt with immediately.
The quarterly results will be subject to discussion in the MT, with accountability towards the
Supervisory Board. They will also feed the next quarter’s performance-based planning and review.

Planning and monitoring cycle
The Strategic Plan will follow a strategic and financial planning cycle with a framework of key
performance indicators based on the management agenda, and with a multiannual budget. Each year
a SMART annual plan with a budget will reflect the strategic direction and the annual objectives. The
annual reports will describe whether annual objectives have been achieved, and where RNW stands
compared to the required position in 2021.
A mid-term review of the organisational strategy, including its framework, its management agenda,
the key performance indicators, and the multi annual budget, will assess where the organisation
stands regarding the trends in its financial position, and the achievement of its key performance
indicators, as compared to the strategic objectives for 2021, and whether new strategic decisions and
(financial) adjustments have to be made.
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5. In brief, an independent organisation,
ready for the next generation

RNW is adequately prepared to continue working towards its vision of a world in which empowered
and informed young people in restrictive settings confidently claim their rights, assume their place in
society and shape a better future. RNW’s aspiration is to be instrumental in allowing young change
makers to emerge and grow. Empowering them to feel confident in their ability to change their
societies, making them more conducive to free choices, human security and inclusion - and in
mobilising their fellow young women and men to do the same. The focused, strategic approach
outlined in this strategy is crucial for realising this aspiration and contributing to a better world.
RNW Media’s management team

Hilversum, June 2016
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How the RNW approach works - Realising SRHGR
On the bus home from work, Triza reads an article a friend shares on Facebook about flirting at
work. She likes it, and with one click joins the Love Matters community. That means every day
Triza get tips and advice on love, sex and relationships and sees other young people chatting
about their triumphs and troubles.
One day, Triza has a crisis of her own. Her boyfriend’s condom falls off while they are having
sex. He tells her he’s clean, but later it comes out he’s HIV positive. She doesn’t know what to do.
She feels so ashamed. She turns to Love Matters because she knows the moderator will not judge
her. Love Matters advises her to get tested. She’s terrified. She keeps chatting, and after many
months, finally plucks up the courage to get tested.
Triza is HIV positive.
She learns from Love Matters where to get treatment. When she is turned away from the clinic
because she’s unmarried, Love Matters counsels her to go back and get the treatment she has a
right to. Triza goes off-line for a while. When she finally reappears on the Love Matters pages,
she is not asking questions, but answering them.

Now we work together with Triza. She counsels thousands of her peers who read these questions on the discussion board. Her ability to claim her rights, and help others claim theirs, did
not happen by accident. It happened by design.
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How the RNW approach works – Democratic Inclusion
It’s November 2013. Massive fighting has broken out in north Yemen. The University of Sana’a is
ordered to close down, but students keep coming together to discuss what’s happening in their
country.
Faisal, a young student and activist, and Maliha, a young writer, are frustrated, with no outlet
for their opinions about the situation. Faisal tells Maliha he has been contacted by his former
tutor, who now works in the Netherlands with RNW. He wants input on setting up an online
platform for young Yeminis to share ideas and opinions. Faisal and Maliha are enthusiastic – but
know this has never been done before in Yemen. They skype with the editor in the Netherlands:
Faisal: “There is an urgent need in Yemen for such a project, especially now the radical religious
groups are expanding and calling for killing the people physically and psychologically, this is
happening because of the intolerance and the misinterpretation of Islam. Youth don’t own a platform to breath and say their opinions. If you launch such a project, I would vacant myself to it
and help you with all the means possible.
RNW decides to take the project forward calling it the Yemen Youth Panel. Faisal and Maliha
start spreading the panel survey questions via their personal Facebook pages. Soon the articles
published on the online platform are being republished by Yemeni media, amplifying the voice of
young Yemenis.
Months later, the University of Sana’a re-opens and students return. A local youth NGO and the
Media Faculty organise a debate to discuss the findings of the Yemen Youth Panel. Of course
Maliha and Faisal are there:
Maliha Asadi:” It is important to create a neutral media experience that fights extremism, and fo-

cus on the open Yemeni society to all the cultures… I believe the war we are going through is due
to the intolerance. Now I notice that many Yemenis are calling for secularism, it would be good
if you can seize the situation to counter extremism, benefiting from the increasing opposition to
any religious radical opinion.”
After the debate, Maliha and Faisal skype with the RNW team. They discuss the need to include
school youth in the project as they are increasingly vulnerable for radicalisation. The idea for A
canned story, a theatrical show to tour dozens of high schools in Yeman, is born.
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Annex 1: SWOT analysis

Strengths
• High youth engagement through digital media: high reach numbers, comments, community building
• Innovative use of digital media in restrictive settings to address taboos and sensitive topics
• Considerable track record (mainly on output, in some cases on outcomes) for thematic
programmes Love Matters and Citizens’ Voice. And for RNTC’s capacity development programmes.
• Distinguishing approach from other media NGO’s.
• Facilitating dialogue, which goes beyond informing
• Facilitating bloggers (in Burundi / Kenya / Ivory Coast) to enable peers to form their opinion and
become active
• RNTC and broad capacity development expertise with its expertise in enhancing digital
engagement (application and technology)
• Advanced monitoring and data gathering systems to measure output and outreach
• Solid studies of target groups needs and partnership engagement in the on-going programmes
• In many activities the centre of attention and operations has shifted to the regions
• RNW has successfully provided partners with capacity development support in digital media,
storytelling and other relevant media techniques for social change

Weaknesses
• Need for investment in good outcome/impact-oriented planning, monitoring, evaluation and strategic
steering of interventions
• Need for frameworks and operational models to enhance the sustainability and facilitate the handing
over to local partners
• Challenge to more consistently employ a stakeholder focus
• Suboptimal efficiency and risk of budget under-spending
• Disproportional dependence on Ministry of Foreign Affairs funding.
• Need for further investments and mainstreaming of innovation within the organisation
• Incipient entrepreneurial spirit
• Challenge to consistently map evidence of behaviour and system change (impact) and learn
• Not a natural drive to cooperate and outsource
• Centre of gravity of the organisation is still predominantly in The Netherlands

Opportunities

• Prime mover advantage in the domain of digital media for young people’s social change
• Technological innovation is geared towards more interactive communication technology for
individual and community use
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• Proven success in the coming years will allow for expansion in other countries or themes in the years
thereafter
• Potential strategic partners to develop joint applications. Both in the North and South, RNW has
reputable and complementary strategic partners
• Possibilities to engage in Joint Venturing with other partners in the value chain
• Goodwill, relationship and willingness to refer in Ministry of Foreign Affairs and other (international) donors
• Growth of Internet coverage (e.g. Google satellite) and smartphone penetration
• Youth bulge and mega-trend of urbanisation
• Young professionals are attracted to working with digital media NGO in international environment

Threats
• Fast technology shifts in digital media out-dating the mobile phone, internet and Facebook
approach
• Increased censorship and blockage of digital media by governments and gatekeepers
• Missing track record of proven over-achievements and market leadership
• More and more funding windows require co-funding
• Restrictive settings are war-torn, with complicated regimes and massive human suffering and
limited local partner capacity and often also internet penetration and censorship challenges
• The use of internet communities also becomes more and more mainstream in classical NGOs
• The donor environment is changing: the funding is decreasing, becomes more competitive and new
issues are tabled (e.g. de-radicalisation and migration)
• The protection of human rights is often sacrificed for strict security measures against perceived (or
real) terrorism
• Young people’s communities are volatile: they may easily drift away from the platforms and engage
with other topics
• Logistics of working in restrictive settings are very complicated

Conclusion:
Its USPs give RNW a good positioning in the market. Funding perspectives are good, especially as RNW
offers a potential cost effectiveness that surpasses the classical NGOs significantly – offering better
value for money. The branding and positioning is unique: a hybrid of digital media and NGO, and
creatively and interactively overcoming the personal limitations that restrictive settings pose on young
women and men. This will show success and increase the competitive advantage in the long-term.
However, the areas of innovation mainstreaming, sustainability, outcome-oriented PME, partnering,
fund raising and efficiency require serious attention, and organisational change to maintain the
positioning and build on to it.
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Annex 2: Sustainability plan

Sustainability Plan Freedom of Speech programme.
Currently the Freedom of Speech programme (2013-2016) implements a portfolio of projects with partners,
reaching several million young people every month on mobile websites and millions more via social media. As a
result of current choices on core-business RNW Media will focus on a more limited number of countries. This
means some countries and projects will be phased out. To ensure that young people in these countries and
projects are not left without information, advice and peer support, we will seek strategies to sustain these
communities as well as our current contracts with donors and important stakeholders. We will continue
capacity building in these regions to ensure that the teams are able to function more autonomously and
independently raise funds. We will also continue current intensive fundraising efforts in these regions in
2017 with a goal of raising own costs to stop RNW operations by December 31st. of 2017.
We are in the process of developing tailor made sustainability plans with project staff and partners to
ensure value, results and impact are preserved. We will evaluate different models for sustainability
including handing over to partners and stakeholders and / or develop social enterprise and social
franchise models. There are a number of recent cases where an existing development INGO transforms
itself into a viable, market driven social enterprise. Examples of this include SolarAid’s development of
SunnyMoney and SNV’s proposed strategic evolution to a social enterprise. This strategy is partly driven
by the desire for greater economic and market sustainability, and partly by the potential for innovation
which is possible with this type of funding. Several platforms have attracted sponsors and we believe
projects have potential to build public/private partnerships. The lessons learned in the transition will be
very relevant for the projects and partners in the new programme, ensuring that all activities there
would continue sustainably beyond the structural funding horizon of 2020. In the coming months we
will looks at the viability of this option, and others.

Project
Outcome Handover

Output
YP reached

2017

Love Matters Kenya
& Uganda

ACA & WGNRR

3 million

435.000

Love Matters India
Hindi & English

Development Consortium India

30 million

525.000

Love Matters Mexico
& Venezuela

Mexico Vivo & Marie Stopes

3 million

420.000

What’s Up Africa

BBC

1.4 million

230.000

El Toque Cuba

Bloggers’ collective

300.000

230.000

Ivoire Justice

Union Nationale des Journaliste de
Cote d’Ivoire

550.000

170.000

38 million

2.010.000

Total
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Annex 3: Management agenda
Management agenda RNW Media strategic priorities 2016-2021 – core business
2016
The 5 main agenda items

Q3

Q4

2017
Q1

Q2

Q3 Q4

2018
Q1

Q2

Q3

2019
Q4

Q1

Q2

Q3 Q4

2020
Q1

Q2

Q3 Q4

2021
Q1

Q2

Q3 Q4

BuZa related activities
a. BuZa proposal approved (including
program strategy)
b. Impact study evaluated
c. Plan ‘organisation fit for purpose’
executed
d. Mid term review executed (and
adjustments made)
e. Impact study executed
1

State of the art RNW approach
a. Evidence based approach defined
b. Innovation vision, plan and framework
developed
c. Data strategy and plan defined
d

2

Sustainable impact
a. Research agenda (Approach &
Program) defined
b. PME&L framework and plan
implemented
c. Capacity development framework and
plan defined (implementation in
country & theme plans)
d

Country plans defined

e. Theme plans (incl. branding) defined
f.

RNW goes global plan defined

g. Partner policy reviewed and
implemented
3

Stakeholder inclusion
a. Youth inclusion anchored in all
decisions
b. Stakeholder inclusion plan and
framework implemented
c. Branding, identity & positioning
strategy reviewed (incl mission and
vision)
d
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4

Balanced, solid income
a. Account plans per donor for top 10
donors developed
b. RNW Media evidence based proposition
for donors developed
c. Resource mobilization strategy updated
d. Resource mobilization strategy
(including top 10 donors) evaluated
e.

5. Efficiency
a. Sourcing strategy (for primary process
and support processes) implemented
b. Resource and capacity planning
executed
c.
*

Organisational implications - hard
a. Management agenda for non-core
activities developed
b. Plan ‘organisation fit for purpose’
defined
c. Tasks, authorities and responsbilities
clearly defined
d. Measurement framework and cycle
(KPI’s) implemented
e. Safety and security policy embedded
f. Employee inclusion secured
g. Strategic planning cycle implemented
h. Program cycle aproach implemented

*

i.

Processes, procedures redefined and
systems adjusted

j.

Program management implemented

Organisational implications - soft
a. Program management competences
developed
b. Sourcing competences developed
c. Networking competences developed
d. Acquisitons competences developed
e. External relationship competences
developed
f. Internal behavioural change plan
formulated
g. Innovation competences developed
h. Specific digital media know-how &
competences developed
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Annex 4: Outline of RNW 2025

-The description of RNW Media in 2025, the speck on the horizon, served as a compass in
determining the business scope for 2016-2021.
In 2025 RNW is an NGO engaging young people through state of the art media to bring about change in
behaviour and society. It supports young people in playing a crucial role in trans- forming their society.
It facilitates free speech as a fundamental element of social change, using trusted, credible
information delivered in innovative ways to facilitate this (behaviour and system) change. RNW Media
has distinctive competences including its knowledge and expertise of the most innovative digital media
(application and technology) and in engaging youth communities online and offline. It acknowledges its
basis in journalistic values (reliable, trusted and credible), necessary for open and respectful dialogue.

Communities
Impact

Creative
Connecting

voice & language
Credible

Voice

Innovative
Needs-driven

Trusted

In order to strengthen its position in the market and to give meaning to the keywords of the
organisation in 2025, the review of branding, profile and visibility of RNW is on the management
agenda.
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Annex 5: Organisational risks management

Risks and mitigation framework
Risks

Likelihood

Financial
impact

Other
impact

Mitigation

High

High

High

Lobby in Netherlands context and with MoFA in global context

Strategic
Fading support for (international)
NGOs

Collaboration within sector, Partos, other Human Rights actors,
internationally
Reputational damage in NL or
internationally

Low

High

High

Be well informed and prepared, crisis reputation management plan
International approach on good governance
(International) risk management plan
Codes, conditions and selection criteria for corporates, partners and
activities
Further professionalisation and certification, comply to CBF, ISO, etc
Collaboration within sector on critical issues
Continuity reserve

Changes in NL government
development policy

Low

Low

Medium

Be well informed, contacts and lobby
Further donor/other income sources diversification
Realistic anticipating, reporting, monitoring, adjusting
Continuity reserve

Changes in NL government funding
policy

Low

High

Medium

Be well informed, contacts and lobby
Flexible organisational setup and size of the staff formation
Flexibility in contractual arrangements
Further donor diversification, income growth from private donors,
corporates, foundations

Financial
Disappointing additional funding/
income growth

Medium

High

Medium

Further intensify local/ international acquisition, strengthen
networking, with a clear focus based on strategy
Further donor diversification, income growth from private donors,
corporates, foundations
Make organisation as lean and mean as possible from 2017, reducing
overhead;
Strengthen relations with all types of donors
Train employees in acquisition, business development
Prudent budgeting, include large income sources only when they are
certain
Build in reserve capacity in commitments and reservations
Continuous (short and long term) planning and adjusting
Flexible staff policy; investing in core staff and flexible workforce
Analysis of income and costs on fundraising activities
Continuity reserve
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Fluctuation of exchange rates

High

High

Low

Multi currency accounts
Address price fluctation in contracts
Pay/work in one currency, require prompt payment
Use tools of currency management eg. forward exchange contract
Build in reserve in commitments and reservations
Continuous (short and long term) planning and adjusting
Continuity reserve

Organisational/operational
Harmed relationship with
stakeholders

Medium

Low - High Low –
High

Good database management
Good overall policy + organisation-wide awareness and responsibility
on relationship management
Good relationship management, by specialised staff members per
stakeholder category
Variation in means of communication / events / involvement
Involvement in work where possible
Open communication on successes and failures

Safety and security risks during travel

Medium

Low

Medium

Security procedures and crisis management procedures well described
and adhered to during travel preparation and travelling
Local security officers, send updates on current status
Crisis management team in place, regular exercises on possible cases
All staff travelling undergo security training, with periodic updates
Insurance cover specific for our type of work

Personal safety

Medium

Medium

High

Security and safety protocol,training on physical and digital safety, in
collaboration with local partners.
Support by sharing knowledge and access to aliases and encryption
methods, including local partners.
Continuous monitoring of the safety and accessibility of our
platforms in high-risk countries.
If needed: working from other countries; work with diaspora. In the
Netherlands, hire employees from countries involved.
Flexibility on making our own choices in programme selection, and
adjustments during implementation

War or severe and continuous
violence; natural disasters

Low

Low

High

Work from other countries; include diaspora. In the Netherlands, hire
employees from countries involved. Keep in touch with local partners.
Security and safety protocol and training on physical and digital
safety.
Set and apply stop criteria: stop activities if needed.
Disaster preparedness
Active monitoring
Adjustments of programmes and targets

RNW Media Strategic Plan 2016-2021, June 2016 61

High working pressure in small
organisation during fast growth and
professionalization

Medium

Low

Medium

Hire temporary staff, consultants, services. Flexible workforce
HRM-focus on consequences of growth for staff
HR policies in NL
Balance of knowledge, skills and competences in the team, and
specifically in the MT
Flexible organisational setup and size of the staff formation
Good collaboration and coordination between C&F and PM
departments on time investments in fundraising efforts
Reflect on own performance

Key staff leaving due to small
organisation offering few career
opportunities

Low/
Medium

Low

Medium

Build quality, capacity, experise and institutional memory within
board, management team, organisation
Have a good HR policy
Monitoring, assessments and reviews
Develop a personnel planning
Hire consultants, collaborate with recruitment agencies Good
quality system in place for the internal organisation
Strategic planning process, including annual plans and evaluations
Document and share (internal) learning within the organisation

System breakdowns (financial, IT,
programmes, donor management)

Low

Low

Low

Document all processes, ISO certification
Contract external IT company for maintenance and system
management
Invest in quality and maintenance of systems, backups, etc
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media
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