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The main purposes of the current research were to: (1) study the applications of
brand orientation concept in non-profit organizations, and (2) measure target and
stakeholder's responses to those organizations. The non-profit organizations studied
were Thai Health Promotion Foundation, The Thai Red Cross Society, Greenpeace
Southeast Asia (Thailand Office), and UNICEF Thailand. Based on Hankinson's brand
orientation framewark, eight depth interviews were conducted with organizations’
executives and supervisor responsible for internal and external communications. Survey
data were also collected from 470 males and females, aged 20-60 years old, living in

Bangkok.

The finding revealed that the application levels of the brand orientation concept
among the four non-profit organizations were varied. In general, The Thai Red Cross
Society and UNICEF Thailand had utilized the concept more than the other two
organizations. Nonetheless, all organizations agreed that internal and external
communications with their targets and stakeholders were important and necessary to
get their supports. When examining the target and stakeholder sides, it was found that
The Thai Red Cross Society significantly received more brand awareness, brand
attitude, brand credibility, and brand engagement than the rest three organizations.

In addition, brand attitude, brand credibility, and brand engagement of all four non-profit

organizations were significantly and positively correlated.





