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l-troduclionll’urposelObjective:

Brand Image & Brand personality are two aspects which are used by the nonprofit sector to gain status. The problem
arises when they all want to when there is discrepancy in what they plan and what they are perceived. The purpose of the
study is to identify the various plans through which NGOs are managing their brand Image & personality, moreover, to
explore the perception of donors about NGOs.

following the Intrepretivism philosophy. Branding phenomenon in NGOs is explored
fructured interviews were used to colleor 2 from both the NGOs & donors.
alyze the data.

zorec management and marketing pri their brand image and brand
-,-,l le management, diverse workfor: - ~'hercas, donors perceive better
p.eompliances to moral values, honc nal attachment.

NGOs about how they can match 11 i cption of the donors and it gives the
h which they should develop the brand image of their organization.
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