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Executive summary ST &
ﬂauﬁﬁi’lﬂiﬁﬂﬂﬁl
Operation{)Smile
=/ Thailand
<" — “To gain more awareness and donations in the current socio-economic
situation in Thailand with a sustainable growth”
o T A decrease in the total fund raised due to the loss of main
donors, resulting from COVID-19
PTTTTTTT T T T W T TTTTTTT TS ot 1
2 I How can OST become 11 How can OST emphasize | ; How can OST achieve I
. ) KEY QUESTIONS | 1o morable with a unique Il the seriousness of cleft |} long-term support from |
: first impression? : : conditions? : | donors? :
----- WP=az222z 2zzzaqPaarzazazzlazaz Pz
Attract Educate Retain
STRATEGIES Launching Smiley Truck Publishing an emotional Leveraging on existing
campaign video on social media channels to build donors’
platforms retention
ﬂ TTEE OST will be able to increase awareness and gain up to 36.7
) million Baht by the end of 2025
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OST overview

" - ; gaﬁ%as"-miaﬂﬁuu
An international non-profit medical charity with the aim of providing safe § @ :
surgeries to underprivileged children and young adults at no cost. Operatlonvsmal.!ﬁ

@ OST mission

Using our expertise and with generous hearts, we
operate to create smiles and transform lives for those
born with cleft, facial deformities and suffering from

burn wounds through safe surgery across Thailand. However, OST is not currently in

a good situation
« OST vision

. - 62M — 2
We envision a future where health and dignity

are improved through safe surgery. THB THB

OST has faced a challenge in maintaining
the donation pool. There was a significant
@ drop of 61% in donation compared to the

=5 Sources of Fundings pree=amt] paital

029
-

Individuals Corporates

Source : Case Booklet, Team Analysis
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Situational analysis ST &
ﬂa\!ﬁﬂﬁ’lﬂiﬁﬂﬂ"
There are many factors causing a decline in OST donation, yet covid-19 Operation@Smile
pandemic is the main factor affecting OST donation pool. =/  Thailand
Covid-19 situation  ____________________ \
1
Daily New Cases 1 Despite the sign of pandemic 1
3 1 . . 1
S0 | easing, there are still other |
1 factors affecting the economy ... :
| |
1 1
1 1
1 1
1 1
1 1
1 1
: The rising Russia- :
O — : inflation Ukraine war :
The severity of covid-19 pandemic caused a disruption to
Thai economy and, thus, lowers the funding OST received. ————
Structural changes in 2021 donation from the pre-covid
According to the economic crisis,
From 2019 45% people have cut their spendings,
creating a large decline in OST
In 2021 1z2m donation pool from all sources,
Corporate Individual ~ Others especially the individual donors.
donors doriors }
: i
Source : Case Booklet, Team Analysis 7T TTTTTTTSTSomsosmoososmoosssooooo-ooooooo- !
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Competitor analysis

ﬂaﬁ%ﬂ%’miaﬂifn
By analyzing across 3 distinct organizations, we can understand OST’s Operation Smlle
position in the market and realize that low awareness is another challenge. N/ Thailand

There are many similar organizations that donors can choose from. However, we identified 3 main competitors

to see our current position.
P Cleft lip & palate Medical Children

izati yadigiausoniu (S 2
Organization Operation@)Smile @ Alualasy unicel
. - o . . . Child protection &
Key focus area Facial deformities Humanitarian activities Hospital operation survival, education etc.
Awareness Only consistent National brand image Local brand image World'—wide brand
donors image

Competitive landscape

High awareness

@ 9 OST’s current position
el unicef
Despite a uniqueness of focusing on specific
Wide Narrow operations, OST still has low awareness compared to

focus focus its competitors mainly due to the lack of understanding
about the seriousness of cleft condition.

@ Ainadou
) CmLUAN HOSPTAL
Low awareness

Source : Case Booklet, Team Analysis
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Company'’s analysis

ﬂaﬁ%ﬂ%’miaﬂifn
After realizing the key challenges OST faces, we see that OST can grow Operation@smile
further by inventing strategies based on its strengths and opportunities. =/ thalland

Looking back to our organization...

What we are strong at...

High credibilit Bo commit to high
Q E v gm% standard volunteers

With opportunities in the current situation...

Arise in 1@1 E-payment
technology A boom

High interest in donating for children

&/ treatment services areas

Expert in specific Reach to various

The one and only specific organization
for cleft lips and palates in Thailand

Prioritize the ’“ Several channels
-

safety of operation for donation An expected rise in market size,

increasing donation revenues

———

OST still has room to grow by...

leveraging its strengths to encourage uniqueness and increasing external communication
with supports from opportunities.

Therefore, by focusing on such areas, we will be able to create innovative strategies to

increase awareness, and hence, generate more funding into the organization

Source : Case Booklet, Team Analysis, Maximizemarketresearch
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Choosing a source of donations

ﬂaﬁ%ﬂ%ﬁaﬂﬁuu
Now, OST must choose its potential donors from its top two sources of : :
donations to further create effective strategies. Operatlon \/Smalx!:s
Criteria Individual Donors Corporate Donors

GOOD

Good ongoing relationships and fairly
consistent donors’ contributions

GOOD
Consistent donors with a good
repeat rate

Relationship

Pre-covid situation GOOD

Being the second top donors

GOOD

Being the top donors

BAD
Losing a position as a major source of funding
due to a significant reduction of donation

BAD
Becoming the top source of funding
despite their less donation

Post-covid situation

HIGH
Simple process of making donation
Individuals can donate easily through
E-donation and are easy to approach

Low
Relatively small amount of donation
received from an individual each time

Low
Complicated process of making donation
It may take time and they are hard to
approach

Ease of
generating fund

HIGH
Relatively large amount of donation
received from a corporate each time

Amount of money
received
HIGH

Further expansion among donor’s
network e.g. friend & family

Low

No further expansion among
corporate donors

Power to expand

( Due to word-of-mouth )

Based on above criteria, we see that OST should focus on individual donors as it displays higher growth potential.

Source : Case Booklet, Team Analysis
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Potential target prioritization for OST

ﬂaﬁ%ﬂ%ﬁaﬂﬁuu
To target individual donors in order to grow the pool of funds, we need to Operation Smlle
get inside the head of them using demographic segmentation. /" thailand

Thailand’s age structure

.
| Based on population pyramid, working people aged range from E
E 15-64 is the highest portion accounting for 58% of Thai population. |

i

workforce

GenZ GenY Gen X Gen B
Age 15-24 Age 25-40 Age 41-54 Age 55-64

Generations in

However, we will provide solutions for only Gen Y, Gen X, and Gen B
e aged between 25 to 64 in working age segment.

Why these generations and not Gen Z ?

z . . . .
s 3 ngh dlscret!onary |r'1come 43% of total charitable donation are donated
g s%g 592 With 'stable J‘?b a"fj iIncome, they have " by Gen B, representing the top source of
z the highest discretionary income E income for non-profit organizations.
y among all generations. 2
< E
= High possibility to donate ] oy Gen X and Gen Y are comfortable
) &y Tene Y | (A6 t ; - .
E m As age increases, health conditions and 3P making online donations and
‘;‘ religion influence donating likelihood. sometimes even prefer it.
Source : livepopulation, Charitableimpact
Situation Analysis Attract Educate Retain Finance 8
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A decrease in the total fund raised due to the loss of main
donors, which are individual donors, resulting from COVID-19

How can OST differentiate themselves from other
charitable organizations, increase awareness and interest in order to
generate necessary fundings from working people aged 25-64 in this

current socio-economic situation?

9
9
Strategy overview P2
Our strategies will guarantee that Operation Smile Thailand receives more Operation@smile
awareness and donations. &/ Thailand

There are 3 key recommendations for OST to achieve its goal.

Educate people about
the seriousness of a
cleft condition

Build loyalty and trust

among consistent donors

i

Objective E Increase awareness and
' interest of OST

|

; v R 1
H How can OST become | : How can OST emphasize : E How can OST achieve |

. 1 . . . B '
Question ! memorable withaunique | | theseriousnessofacleft | ! long-termsupportfrom |
! first impression? Vo condition? I donors? '

! I [ I

Solution Launching Publishing an emotional Leveraging on existing
#Everycupcreatessmile video on social media channels to build retention
campaign platforms
Source : Team Analysis
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I Introducing Every cup creates smiles campaign
uuuuuuuuuuuu

yaiisaresonby

Operationgsmile

an opportunity to give a smile for children by just

buying a cup of coffee or drink

Situation Analysis Attract Educate Retain Finance
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Introducing Every cup creates smiles campaign

To raise organization’s awareness and interests among the target, we use

the Smiley Truck.

What is Every Cup Creates Smiles ?

yaifigasnesaniin

Operation{)Smile

Thailand

S
=

How it works ?

A campaign with a charitable smiley truck driving
across central business districts area in Bangkok,
selling coffee and drinks.

+) - rowm

With a hashtag campaign Buy coffee Bring 10% of every
#Everycupcreatessmiles ‘ or drinks cup to make
donation

Why choosing TRUCK...

25

43% of monthly food

truck spending comes
from 25 to 44-year-olds

Attract the eyes of many
people as it moves along
the road

Act like a moving billboard
allowing to advertise its
brand around town

Reachable to various
locations in a day

Lo

Customer

Smiley Truck

Why selling Coffee and Drink..

75%

Of the working-age
participants consumes
caffeine.

Increase yearly in Thailand
coffee consumption.

15%

Source : foodtruckoperator, thaiscience.info, bangkokpc
Situation Analysis Attract Educate Retain Finance 13
The smiley truck in a nutshell waiiSairsanty
Smiley coffee truck and the product will be designed under the Operatioﬁ Smlle
organization’s image. N=/  Thailand
Addition

Promote

Create an attractive social
posts and promote through
main website social media

platforms. @
5 03)

Design

Smiley Coffee Truck

#Everycup
createssmile

Eye-catching graphic
at the truck side,
displaying the photo of
a children with a cleft
lip or cleft palate and
hashtag campaign.

Product

Coffee and drinks will be offered, s«ow"f':;:m}gw
together with the designed-cup sleeve ‘ »Zﬁ“%%w
including stories from the kids, thank Amwff%“‘“f
you message, and brand logo.

Source : Team Analysis

- Operationg)smile

Locating a standee beside

the truck, informing
Operation Smile’s mission,
vision, and core value

Operation Smile
Thailand

Cup Sleeve Design

Thank q,, A

Youy,
Nong e Made
9 Nung e

i

Situation Analysis Attract Educate

Retain Finance | 14
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Keyloutcome gaﬁ%as"-miaﬂﬁuu
By implementing this strategy, Smiley truck will be able to successfully Operation Smlle
increase awareness and gain other satisfied outcomes. N/ Thailand

Key outcomes

From launching
Gain brand awareness

Generate press
attention in a new way

Smiley Truck

Create direct connections

Few people know Campaign with donors

about the existence

of OST and its Differentiate
intention

Increase engagement with

We will... through social media
platforms.

Source : Team Analysis

[ \J
K(QA ,Ie'i\,
Attract WZ:[lleit-d Retain



Customer journey yalBaiesonin
There are 3 barriers that are holding new donors back from participating in 0perati0ﬁ@smil€
OST donations. &/ Thailand

Intentionally discover OST on
the website, social media
platform, and other OST
donation channel

Current donors

v

AWARE

the existence of
the OST

Recognize OST and acknowledge
the seriousness of the symptom

and the need for donation

Q@

CONSIDER

whether to
donate or not

Make donation and realize that
their donation serves as an
important source of funding for

the children

EE N
‘e
CONVERT

Into an actual
donors

8/8/2022 R

Key Barriers
* Alack of understandings of
clef lip and palate
* Not realising the
seriousnesses of the symtons
* No motivation to participate
in the donations

Accidentally catch attention
and interest from social media
platforms or campaigns.

Recognize OST, yet this does not
guarantee their consideration of
donating. Some do not see the

key importance of donation.

w
4
5}
c
o
°
H
Q
2

Source : Team Analysis
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Recommendations wafigasnesanin
To break all key barriers, OST must educate, emphasize, and encourage 0perati0ﬁ@smil€
more people about cleft conditions. =/ Thailand

General people have no interest in specially supporting the Operation smile Thailand mainly due to

unrealising of chidren born with cleft conditions.

Key Barriers Key improvements Key outcomes

A lack of understandings o jost should educate and give ETo build both donors and non—i
about cleft I g w | more information to people 1 donors’ good understandings |
p v |} through social media. ! about cleft lip |
S |
Not realising the «~ || OST should emphasize more E To build more awareness E
seriousnesses of the é on the severity through { that cleft lip is a hugh !
symtons v || emotional contents. ! problem. |
b i
T
e o OST should state how much 1 To build people’s 1
Havt_a e mo_t|vat|on to . i important of donors | motivation and incentive |
participate in the donations 7 engagement to childern E to donate for OST. E
LI i

Source : Team Analysis
Situation Analysis Attract Educate Retain Finance 18
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How can OST build people’s perceptions towards the organization

and the seriousness of clef lips and palate ?

19

Video content marketing campaign waiiSairsanty
To build the target perception towards OST, it must publish an emotional Operatioﬁ Smlle
video emphasizing on the seriousness of cleft lip and cleft palate. &/ Thailand

Goal : “Better contents with right key Mission : Publish yearly short impact videos
messages”, taping into donors' emotion with a great story telling and go viral

P . > ) )
What’s in the video? & Key messages :@: How in details
3 ) “A gap in the mouth that didn’t Describing the clef lip and
What is the cleft lip close due to genetic and other palate, showing pictures
and palate? factors” before surgery.
“Patients have physical difficulty in daily Demostrating and explaining the
H 5 lives and could even experience an early consquences of being one life
Oow severe: death. They may be withdrawn from with clef conditions using
society due to ridicule and humiliation.” animation version to visualize .
H N “Each year 2,000 children are born with lllustrating the number of
= P a cleft. They also lack the necessary children with a cleft lips &
they need? funding for surgery and follow-up highlighting that the donation
treatments”. can transform their lives.
Channels ﬂ o ®
------------ How -------------~ ~--------- Whythesechannels? ---------{

* Around 50.76 M users use Youtube in Thailand. :
* Our targeted customers use Facebook as their daily lives. |
* People aged between 25-34 is the largest instagram-user group. 1

4

social media advertisment « |n-stream ads via Facebook

(
| * Publish the video using « Using Youtube ads
1
'\ crosssectional startegy.

Source : Team Analysis
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Key Outcome

With video content campaign, OST will gain more donors due to a true

understanding of OST causes.

T

ingto
children with cleft
lips and tes
and just donate to
children in
general.

|

Source : Team Analysis

improvements

With key

yaifigasnesaniin

Operation)Smile

People trul
understand ho%ving‘
cleft lips and palates

eaves long-lasting
fe consequences

patient’s life,

Situation Analysis Attract

Educate

Retain Finance 21

21

“a\Y
1@‘
[\

Attract

o

Educate WA Hq,

22
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Retention channel selection I
To retain our target, we create a retention channel to maintain a long-term 0perati0ﬁ Smlle
relationship with them. N/ Thailand

“Turn your first-time donors to become your consistent donors”

Crucial insights By leveraging on OST exisiting channels

One-time donor Loyalty donors

¢ 95% of Thais use Line

¢ The most popular messenger app

* Have user-friendly interface

* Every generation use Line in their
daily lives

* Allow a direct communication with

donors

* Popular use for the past 25 years

«  80% of working adults maintain the “Those who donate “Those who donate based
use of an email account impulsively without much on deliberate decisions,
long-term hope mainly due to looking for long-term
the influence of celebrity and benefits of recipients.”

. the feeling of generosity.”
Create retention channels

Source : tonerbuzz.com

Situation Analysis Attract Educate Retain Finance 23
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Enhancing seamless donors’ experiences - a—

Modifying a platform for a direct communication with donors by adding Operation Smile

and adjusting new key features. N/ Thailand

Objective : To make Line a satisfying platform to appreciate and facilitate the donors

Thank you message

“Forgetting to revisit OST? £ 99+ © OperationSmileTH = The message will be sent in a photo

Try monthly donation!” of kids after their surgery, together
with their names using card message
feature from LINE OA in order to build
trust and credibility from all donors
that their money is used in the right
purpose.

@Name you were mentioned

Automatic messages
for frequent donation

Sending messages that can stimulate
people’s interest to create a long-

term impact by choosing monthly s From o)t
donation. g [
Cleft lip and palate

educational channel

Q';:nu,géa 27% 1,000?11%2' Adjusting a rich menu of the kids
— informing about cleft lip and palate and

Dudounda
T Gl their personal experiences since the

[ o0t @ current rich menus only provide channels
Real-time amount report for donation, but not a channel for

educating about the symptoms.
It displays donation’s progress as a @ 8 ymp
picture using LINE OA’s rich message

feature in order to generate incentive | @ v

to donate and be a part of OST.
Trust Care

Sngou

Benefits

Source : Team Analysis
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Enhancing seamless donors’ experiences & Key Outcome

Strengthening a relationship between children and donor, and thereby
establishing a network of donor-to-donor.

yaifigasnesaniin

Operation®)Smile

S
=/ Thailand

Objective : To create a unique experience of donating using retention email marketing and to increase donors’
engagement by adding a story-sharing channel

. T
We Smile tter We .

A displayed story-sharing channel
for donors on OST website

A special handwritten e-letter of
children’s smile stories and their pictures

To provide a channel for children and
donors to interact with each other

To create a community among the
donors

Children send e-letter to the donors

and asking back for their smile stories
after the donation

Display the donors’ smile stories received
from the email on OST website.

HOW

2 &

s

Community Credibility Impression

Benefits

Key Outcomes

With our two action plans, OST will be able to retain its target customers to
further generate more fundings.

Source : Team Analysis
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Implementation timeline R —
All three strategies will be implemented using 3-year timeline. Operation@Smi[e
=/ Thailand
2022 2023 2024 2025
Attract
Research & preparation - Adjust and improve Adjust and improve
Truck preparation -
Campaign Promotion D D [
Feedbacks Feedbacks Feedbacks
Adjust and improve Adjust and improve
Ads. Preparation -
Video Production . - -
Video Promotion D ¢ e D
LINE UX/UI Development - Maintenance
Website Development - Maintenance
Prepare updated letters Prepare updated letters
We Smile Preparation -
We Smile I A
Source : Team Analysis ’ Evaluation period _ Implementing Phase Testing period
Situation Analysis Attract Educate Retain Finance 26
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Risks and mitigation plan

OST's key risks can be mitigated using suitable and effective
mitigation plans.

Key risk identification Likelihood

yaifigasnesaniin

Operation®)Smile

= Thailand

Mitigation Plan

Smiley Truck is unable to attract a
pool of customers as expected

The video doesn’t go viral.

Hashtag (#everycup
createssmile) does not
become a trend.

Severity of risk

O

An increase in competitors specifically

Extending the route and area for
Smiley truck to stop e.g. vicinity and

famous provinces.

Applying psychological techniques
to OST market research, gathering
target customer need to create
new video contents

Using influencer or actor to promote
our smiley truck as they have many
followers on social media

Heavily communicate OST high
credibility and its past success
through various social media

helping with cleft lip and palate in Thailand platforms
Probability of occurrence
. Strongest O Weakest
Source : Team Analysis
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Financial Impacts yaiiEah PR
Our strategies will result in an increase in revenue of up to 36.7M baht b i i
g P v Operation)Smile
the end of 2025. =/ thalland
Revenue generating from individuals Increased number of donors
2 40 ., 8000
235 2 7000
230 3 6000
25 ROSE ¥ 5000 wGoE
20 4000
15 723 s 3000
10 20 2000 602 40.05
5 n 10 12 1000 20.08
0 0.00
2m1 203 2024 2m5 203 204 2025
mindividwlBase  m Fisrt timedoraton M Retaineddoration W firsttime donation  MRetaineddoraton
Cost breakdown
= oS 2
Attract Educate Retain ** The cost will be made up with the
Smiley truck cost Marketing cost ~ Website development revenue from selling coffee, resultingin a
Video production UX Ul development net profit of 835,788 returning back to OST.
et e ettt debe el
31,849,828 |, ! 81,309,725 , ! 260,658 :
Source : Team Analysis
Situation Analysis Attract Educate Retain Finance 28
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“We, beyond consulting, are here to make your company be beyond your wildest dream”

- Beyond consulting -
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