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ABSTRACT

This research focused on exploring the adoption of brand orientation in the context of
not for profit organizations. While studies suggest that not for profit organizations are
increasing in number, and significance, they often display a very limited application of
branding practices, and policies, in many cases, it is not even present. This drastically
reduces their ability to engage various stakeholders, and create an impact in the society,
and also affects the trust factor, thus affecting the sustainability of long-term
relationship with these stakeholders. These organizations often find themselves at the
crossroads; as there is lack of frameworks of branding specifically designed to meet the
unique needs for these organizations, and they aren’t sure if the models and frameworks
designed for their commercial counterparts are suitable for them. This study attempts

to explore the phenomenon of adoption of brand orientation in these organizations.

The study has been conducted in six phases. The first phase focuses on the review of
literature focusing on the identification of an apt definition of not for profit organization
as per the context of this study. It also traced the path of evolution of Not for Profit
branding and concluded with a systematic review of literature on brand orientation in
Not for Profit Organizations. On the basis of information gathered from Phase 1, Phase
2 of the study was conducted, resulting in the identification of Research Gaps,
formulation of research objectives, and research questions. To address these gaps, Phase
3 of the study was conducted, Phase 3 of the research involved identifying the ground
realities regarding the adoption of brand orientation in Not for Profit Organizations, and
the factors affecting it, and other relevant themes for the purpose of study, using
grounded theory methodology. This led to the identification of core phenomenon:

Adoption of Brand Orientation in Not for Profit Organizations. This resulted in the



identification of several factors contribute towards their inclination towards adoption of
branding principles, and policies or against it. Phase 4 of the study further builds upon
the factors identified in Phase 3 and presents a hierarchical framework of factors
affecting brand orientation using Total Interpretive Structure Modelling (TISM). TISM
provides a clear picture that factor Leadership attributes like qualities, and training, is
the basic factor that influences the adoption of brand orientation in Not for Profit
Organizations. Phase 5 involved using case studies for validation of findings. Phase 6
synthesizes the findings of the studies conducted and presents the conclusion and

implications of the study.

The research contributes towards the development of knowledge in the area of brand
orientation in Not for Profit organization by exploring the phenomenon in detail, and
by identifying the underlying themes. Unlike previous studies which focused either on
consumers’ perspective or implementation of branding from a very narrow viewpoint
of attracting donors/volunteers, this study provides a comprehensive view of branding
in these organizations. It highlights the significant role of leaders in the adoption of
brand orientation in Not for Profit organizations. The insights gained from this study
will help these organizations in increasing awareness about themselves, and the causes
they support, help in engaging people in furtherance of their mission, guide them to
provide right intervention to right people at the right time, and above all empower the
communities to become the harbinger of change. It will act as a guide map for Not for
Profit Organizations struggling to achieve their mission, and help the leaders in running

these organizations with professionalism fuelled by a passion for the cause.

Vi
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