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Abstract


In this paper, we will look at defining what makes up brands. We will define augmented reality.  We will examine effective use of technology. We will discuss what makes up a non-profit and how augmented reality is helping overcome its limited visibility.  We will discuss how narrative plays a part in branding in the for-profit world and how that can be translated to the non-profit world. Lastly, we will look at the problem areas of technology and how that can affect augmented reality. 
Non-profits are the manifestation of society’s social consciousness.  They provide support to the causes that humans, as individuals, may be concerned with, such as animal care, environmental issues, and aiding specific human demographics (eg. Hunger in Haiti, etc.).   These organizations ask for individual participation with donations, adoption, or volunteerism. This requires an established presence in the community, but, as the world has become a virtual, world-wide community, nonprofits have a need to become more visual in the digital world.  Non-profits find it necessary to compete in the digital age and make their presence known to survive. Websites are a typical response to bridging the gap of the digital divide, but mobile apps have taken over.  Soon, society will be viewing the world through augmented reality (AR) and individuals will be able to participate in non-profits through the interaction of augmented reality apps offered through smart devices and Google Glasses. 
Non-Profits and Branding
Similar to any for-profit business, non-profits have to build an identity to market.  In the book The Brand Gap, Marty Neumeier writes about non-profits having to create an image that conveys a narrative the public puts their trust in (Neumeier, 2005).  The basics of branding are more than a simple logo or the complexity of customer interaction. Branding, in essence, is all about the human experience.  When a consumer buys a product, they relate it to a certain taste, scent, sound, touch, or sight, all of which relates to how the consumer feels towards a product or company. Fabric softener leads to clothing providing comfort.  Toothpaste whitens your teeth, enhancing self-perception.  The bug exterminator is positioned as the protector of your home from insect plagues.  Each brand has a unique signature that differentiates them from the competition.  Arm & Hammer dryer sheets are known for incorporating baking soda in their products; while Purex is known for its economical prices and all-natural formula.  Colgate promotes that more dentists use their product than any other toothpaste, while Crest’s tagline is “Healthy, beautiful smile for life” touting life-long care.  Terminix’s slogan of, “No Bugs, No Hassles” implies that a pest problem shouldn’t impinge upon a consumer’s time, while Orkin is “Pest Control down to a science”, which can be interpreted as the company saying they can strategically and methodically remove pests from a customer’s home. Simply put, a brand is differentiated by a quality of some uniqueness that separates their company or product from the rest.

Part of the task in developing the brand is creating a narrative around the product or service.  For example, McDonald’s tagline is “I’m lovin’ it.”  The narrative that is threaded through its product is that McDonald’s is a friendly environment to spend time with one’s friends and family, enjoying one another’s company while having a meal. The non-profit is looking to capitalize on that same customer interaction and experience, and is continually searching to make a connection with consumers.  This can be difficult, though, as many non-profits do not have an item that one simply pulls off the store shelf or a service they can use on a whim. When a consumer buys a liter of laundry detergent, they have the expectation that the money that was invested in the product will offer clean, germ-free and pleasantly scented clothing after washing. With non-profits, donating to a certain cause is unlike purchasing a product or service because there is rarely observable evidence of an end result, meaning there is no physical proof.  Some organizations send donors thank you gifts as token gestures for their thoughtfulness.  This provides donors a physical reminder of their contribution and at the same time, it continues the marketing effort with an item emblazoned with the organization’s logo.  However, it is debatable whether a five-dollar coffee cup is enough of a reward for a donation five times the amount.  With non-profits, such as National Public Radio (NPR), donors may find that supporting hourly entertainment and news radio is an intellectual investment.  Most importantly, the donors may feel that they have made a sound investment because they can directly listen to the programs and interact with the radio station.   

Still, many non-profits only offer intangible products. Donors are not privy to the administrative services of the everyday operations which these organizations function. If a donation is made to World Wildlife Fund (WWF), how those funds are allocated to help the organization is up to the administrators.  An idealist individual may envision that his or her donation will maintain medical essentials for a species of rhinoceros when the realistic vision is that it will be used on continuing marketing efforts.    In essence, when it comes to marketing, the organization presents itself in the form of an idealistic promise that the donations collected will be used to further the cause of the non-profit, though, the public may not bear witness to the life-saving operations themselves.   

Donors and volunteers are a large part of the consumer population needed to support the non-profit organization, as well as the participant or consumer that uses the services of the non-profit. When marketing a non-profit organization, the donor may want to know what to expect in all aspects of interaction with the non-profit.  The questions that arise from potential donors is not only what they can do for the organization, but what can the organization do for the donor’s investment.  When it comes to philanthropy, participants are often motivated by the emotional value and reward of contributing to a non-profit (Warwick, 2001).  

Non-profits’ marketing narratives achieve emotional value.  These narratives are sometimes based on dramatic life or death struggles that include illnesses, famine, and neglect.  In other cases, they are built around narratives that are meant to restore hope, such as touting creative endeavors, community building, spiritual development, and emotional fulfillment. Ultimately, there are financial benefits, like tax deductions.  Whether projected from positive or negative viewpoint, emotional outreach to donors is important in the marketing of a non-profit campaign to both amplify the hope for positive impact, and assuage any sense of guilt associated with the issue.

In the digital age, non-profits are not only selling the idea of social causes, they are providing emotional gratification through digital information. Information provides knowledge pertaining to a cause could be seen as valuable as the next generation ages into a position to donate. By tapping into the younger age groups, one of the common devices used in that demographic are mobile technologies.  Thus, non-profits need to capitalize on the digital evolution, and Augmented Reality is a mobile platform that can provide various types of information that will inform, intrigue, and engage future donors.

The Basics of Augmented Reality 
Augmented Reality (AR) can be described as a live feed of physical world environment merged with computer-generated images, triggers by an assigned source (Furht, 2011).  These computer-generated imaged can be 2D images, 3D animations, video games, User Interfaces, and pre-recorded videos activated by a digital device as it scans a specific visual target, such as architecture, billboards, product packaging, baseball cards, and museum paintings and much more.   Software pulls a specified AR visual and overlays it over the real-time environment image that is focused on, with the digital device.  AR is categorized under mixed reality, as elements are virtually superimposed over real-time scenarios, unlike Augmented Virtuality (AV), which overlaps into virtual environments (Furht, 2011).  Combining both real-time and superimposed media allows the user to view reality through a lens while also being able to see an additional dimension of virtual information.

Non-profits and Augmented Reality

Through AR, non-profits have an increased potential of visual narrative experience, beyond print advertisements and direct mail, as AR incorporates digital means.  This type of marketing can offer an interactive and in-depth look into the inner workings of an organization, among other things. Non-profits have remained a fairly untapped entity pertaining to AR, but there are some organizations that have delved into using the technology.

In a campaign against domestic violence, Munich-based Brand.David developed a mobile app for non-profit organization, Frauennotruf Munchen, who uses augmented reality technology to bring a more visceral layer to a print advertisement. The AR projects the image of an appealing, young woman in the ad seemingly being struck by a fist when viewed using a smartphone camera (Paul, 2011).  The woman is propelled off screen momentarily, and when she came back into frame, she appeared battered and bruised. This adds a new dimension to an otherwise static public service announcement by providing a visual narrative.   The narrative that is being portrayed is the damsel-in-distress.  The basic premise of the story begins with an attractive woman, who then becomes the victim of wrongdoing, and must be saved by her knight in shining armor.  As the AR shows the moment and aftermath of violence, it becomes a call to action.  While the viewers cannot physically reach in to rescue the woman, the video may compel the viewers to reach for their wallet and contribute to the campaign.

For other organizations, the narrative is created in the presence of real-time information. To elaborate, Jewish Time Jump: New York is an Augment Reality game developed by ConverJent, a nonprofit focused on Jewish Learning game.  This reveals historical narratives through video of Jewish life in the neighborhoods of New York using real-time information.  This app was built with the objective of teaching Jewish history to the viewers (Pescovitz, 2013). 

Of course, there are some AR apps that give a brief overview of what it does by showing what it does.  In 2009, the nonprofit, Recovery.gov, implemented AR in its iPhone app so that users could see what businesses and projects the American Recovery government program funding supported as they walked the cities of the United States (Rowley, 2012).  This holds the organization accountable as it shows where the funds are being applied in communities across the nation.  It, also, makes that public aware of an organization created for rebuilding projects and communities.  Lastly, it gives recognition to a non-profit that helps other organizations.  That is its narrative.  These narratives contribute to the branding of the identities of the organizations. AR provides a more visual experience to connect with the non-profit with the viewer.

AR is able to offer more information through gamification of information, such as a virtual scavenger hunt through neighborhoods and cities.  It offers unlimited opportunity to learn about social causes, but developers must be mindful that there is an effective way to use technology and, then, there is a not so effective use of technology.

Effective Use of Technology

Technology is used for various purposes, such as entertainment, edutainment, and function. As we delve into function, it is a practical application created for congregating and disseminating information.  A User Interface (UI) is part of that functional design and can be the reason digital currency or intangible funds are easier to spend -- or not.  Intangible funds are similar to spending with a debit card.  Funds are electronically transferred through devices.  It is an instantaneous decision and capitalizes on the impulse buy.  In motivating the impulse buy, businesses and organizations have to create a convenient avenue for consumers and donors to spend intangible funds, such as in texting a five-digit number that rolls a donation amount automatically into the phone bill.  

The ease of navigating a UI is critical.  Enormous download time and multiple required fields to fill out in online forms quickly dampens the enthusiasm of donating, and capturing the fleeting impulse to spend is less likely as the reaction is slowed and switched to thought processing of the situation (Neff & Moss, 2011).   For example, the Amazon.com app has the one-click method, requiring consumers only to sign into their account to order.  Clicking once on the checkout button retrieves all of customer’s shipping and billing information that has been stored. Currently, ICESoft.org offers an AR shopping cart, allowing customers to buy items, that are seen through digital devices focused on visual images, pulling up virtual catalog information. This type of AR user interface will lead to an evolution of consumption for products that individuals find favorable in that moment.  The same could be said for items from non-profits online stores.

In 2016, it is projected that payment options will not be limited to credit cards and Paypal, but extend to Google, Social Media gaming currency, frequent flyer miles, and other forms of in-world currencies  (Neff & Moss, 2011).   Virtual currency offers a number of benefits that physical currency does not, so, donors may feel more philanthropic. The question is, will non-profits be able to keep up with this type of technology in order to reap the benefits of the AR world? 

The Cost of Technology

The adoption of augmented reality has been slow for the non-profit sector.  The expenses of technology and production costs are a strain on resources.  In 2010, “40% of charities faced fundraising losses in the first five months of the year” and the economy is still in recovery in 2013 (Philanthropy.com, 2013). On the positive side, “especially in tough economic times, thoughtful use of technology can be the most efficient way for a nonprofit to communicate more effectively, engage with donors, evaluate programs and schedule volunteers, or simply research and keep up-to-date on legal requirements and funding opportunities” ("National council of," 2013).   AR allows a more flexible way of distributing digital information without the necessary anchor to a laptop, but it does require real-time information with a pre-programmed AR media attachment.  

Everything from virtual calendars to entertainment requires a timely strategy in order to implement it.  If those milestones are not met, the technology may fall into the category of a being cheaply made or worse, a disposable novelty. Novelties are seen as short-lived in the technological community.  They can be used to launch the technology, but it must be followed by something more substantial in order to propel its growth.  With the rapid growth of technology, there is always the possibility that AR apps will evolve too fast and that, which is not continually updated, will become obsolete.  Many nonprofits don’t have the staff that can create this technology nor can they afford to outsource it.

Lastly, the price of digital devices is the largest obstacle.  This can average from a few hundred dollars for a phone to top price for the experimental technology of Google Glasses, which provides continual AR viewing and support.  Difficulty in obtaining any of the devices defeats the purpose of AR.  However, since most of the AR digital devices are now incorporating AR features into their hardware, AR is more readily available.  

Summary

AR offers an alternative to mass media by individualizing a seemingly personalized experience in real-time that can only be experienced through digital devices.   As digital devices become more sophisticated, AR content will progress more quickly, with faster load times. Soon, with the advancement of Google Glasses, AR will register, in seconds, advertising for large and small non-profits alongside businesses of all types, making them visible on the public sidewalk beyond the occasional mail solicitation.   While advancements are being made in AR, Google Glasses and similar products will be the breakthrough to viewing a world of AR. 

The harsh reality is that, for now, AR is only available to select organizations at the present. It, also, brings up the topic of whether donors will be rewarding non-profits that dazzle their audience with technology, which may send a message that being an effective organization doesn’t really matter; what matters more is how it’s packaged (Gibson, 2013).   

However, for now, Augmented Reality, if created effectively, will be the type of technology that leads social causes to the forefront, making them more visible as one traverses the geographic landscape.  
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