(Non-profit Organization)

(Anthony & Herzlinger, 1980; Kotler, 1982; "What
is a nonprofit...," 2005)

(Fundraising) (Attract)
(Retain) (Loyal Donors)
(“Branding in the...,” 2005)
(Charities)

(Search)
(Accountable)

(“America's nonprofit sector in brief,” 2003, as cited in Andreasen, Goodstein, &
Wilson, 2005; “Branding in the...,” 2005; Bruce, 1995; Consins, 1990; Sargeant, 2001a,
2001b)

(e.g., Andreasen et al., 2005; Anthony & Herzlinger, 1980;
Bruce, 1995; Cousin, 1990; Drucker, 1989; Hannagan, 1992; Kotler & Andreasen, 1991;
Kotler & Levy, 1969; Sargeant, 1999, 2001a, 2001b; Shapiro, 1973)

(e.g. Andreasen, Goodstein, & Wilson,
2005; Chiagouris, 2005; Hankinson 2001a, 2001b)
(Branding)

(Brand)
(Values)
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(Brand Orientation) (Hankinson, 2001a, 2001 , 2002, 2004)

2 (Brand
Orientation)
(Targets and Stakeholders’
Response)

(Brand Orientation)
(Hankinson, 2001a, 2001 ) ,
(Brand Orientation Construct)

(Antecedent), (Brand Orientation)
(Consequence) 4
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(Antecedent)
4 1) (Personal
Vision) 2) (Relevant Educational
and Job Experience with brands) 3) Y (A Supportive

Organizational Culture)  4)

(Environmental Factors that may Influence Organizational Objectives) (Hankinson,
2001a)

” (Personal Vision)

(Relevant
Educational and Job Experience with brands)

J
(Message)

(Partnership)
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(A Supportive Organizational
Culture)

(Environmental
Factors that may Influence Organizational Objectives) ,

(Fundraising)
() 3
(Brand Orientation)
(Brand Orientation) 4
(Hankinson, 2001a) 1) (Understanding the Brand) 2)
(Communicating the Brand) 3) (Using

the Brand as a Strategic Resource)  4)
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(Managing the Brand Actively and Deliberately)

(Understanding the Brand)

()
(Brand)

(Personality) " " (Activist)
" (Bearing Witness) 1

(Brand Tool Kit)
(Identity)



(Communicating the Brand)

(Donor) (Prospect Donor)
(Direct Mail)

(Donor) (Prospect Donor)
3

(E-mail)

4
(Brand Awareness)

245



246
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(UNICEF Representative)
(Senior Program Officer)

(Survey)
, (News Clipping)

(Media Monitoring)

(Using the Brand as a strategic Resource)

(Brand Tool Kit)
(What We Stand For)
(Brand Identity)

247



(Consequence)

Organization Objectives) 3
Culture)

Brand)

Objectives)

248

(Managing the Brand Actively and Deliberately)

(Consequence)
(The Development of a Strong Brand) 2)
(Successful Fulfillment of
(Inclusive Employee

(The Development ofa Strong

(Successful Fulfillment of Organization



(Inclusive Employee Culture)

10,000-15,000

4
2
470 229
( 51.3) 20-30
(Brand Recall)
() 86 ( 38.2)
21.9) 1
62
27 16.5
( )
176 10.4)
( 31.5)
45.8) 3T | 26.1)
1

249

18.7) 241

40.0
54.3
( 28.1)
(245

23

22.1

27
131



10.7
40

985 (462 )

( 431)

(Pos-hoc Analysis)
( 5.63)

()418

915 85

15(7

()
320 32
(Brand Awareness)

LSD

(Communications Awareness)

53 |
( 88.1)

65.1)

11.3)

264

)

(Brand Recognition)

250

89.3 50
430
(Brand Familiarity)
3.53)
5.63,515,493, 452
4
(One-way ANOVA)
3
a7 | 88.7)
()
414
56 11.9)
306
164 ( 34.8)
206 56.2 438
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(Attitude toward the

Brand)
() , ,
375,445,329,  3.78
4
3
(Brand Credibility)
( 4.37)
3 .
( 3.97)
(M 3.49) ( 3.49)
(Brand
Engagement)
() 384 373
4.29
( 3.21)
4
(One-way ANOVA) (Post-hoc Analysis)
LSD
3
1 , ,
Independent Sample
{-test ,



1

Pearson Product Moment Correlation

Brand)
(Brand Engagement)
(Brand Credibility)
Engagement)

4.09)
387 3.69 )

252

(Attitude toward the
(Brand Credibility)

(Brand

41-60

()
20-30 3140



M
3.82
3.53
3.87
4.50
4.40
4.35
3.58
3.64
3.43
3.94
4.02
3.83

M
3.25
3.15
3.62
4.12
413
3.77
3.14
3.34
3.09
3.58
3.89
3.59

£4¢



5.2

.60
AT
38
61
58
A5
ST
o7
91
53
o4
49

.00
.00
.00
.00
.00
.00
.00
.00
.00
.00
.00
.00
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(15,000 ")
(15,001-25,000 ) (25,001 )
( ) 'L
25,001
15,000 1
2
(Brand Orientation)
(Targets and Stakeholders’ Response)
2 1
4 1) (Understanding the Brand) 2)
(Communicating the Brand) 3) (Using

the Brand as a strategic Resource) — 4)
(Managing the Brand Actively and Deliberately)

(Non-profit Organization)

(Carry out a Social Purpose)
(Anthony & Herzlinger, 1980; Kotler, 1982; "What is a nonprofit...," 2005)
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4)
( , 2546)
Smith
Rosenbuam (1981, as cited in Kotler& Andreasen, 1991)
(Source of Funding)
(Government Revenues)
2
J
(Voluntary Donations)
4
(Cause)
3
(Fundraising) (Donars)
(Prospect Donors)
(Long-term Relationship)
(Stakeholders) (Bruce, 1995; Consins, 1990; Sargeant,
2001a, 2001 ) 3

(Individual Givers)

(Brunei &
Nelson, 2000; Harvey, 1990; Hsu, Liang, & Tien, 2005; Jones & Posnett, 1991; Kotler,
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1982; Kottasz, 2004a, 2004b; Sargeant, 1999; Schlegelmilch, Love, & Diamantopoulos,
1997a, 1997b)

()
(Social Change) (Kotler, 1982)

Kotler (1982)

(Behavioral Change)
(Continuing Changes)
(High Situation Involvement) (Rothschild, 1979)
(* o 2549)
(Individual
Change) (Kotler & Andreasen, 1991)
(Benefits /

Reinforces) (Rothschild, 1979)

(Social Marketing)

(Social Marketing Institute,
2005)
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(Social Marketing
Planning Process)

(Problem Definition)

(Background)
(Goal Setting)

(Target Market Segmentation)
4
(Issue Approach)

(Setting Approach) 1 ,

Kotler
Zaltman (1971)
o (Consumer Analysis)
(Survey)
(Position) ?
(Influence Channel Analysis)
(Survey)
(Implementation)

(Evaluation)
(Kotler, 1982; Kotler & Zaltman, 1971)

(Fundraising)
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(Social
Change) (Fundraising)
(Brand Orientation)
(The Extent to Which the Organization Regards ltself as a
Brand) (Hankinson, 2001a, 2001 )

(Understanding the Brand)

(Fundraising) 3

(Brand Name)
(Brand Hierarchy) — Keller (2003)
3 (Corporate Brand)

(Functional Attributes) (Chanty
Cause) (Symbolic Values)

(Hankinson, 2001a)

(Logo)
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(¢ - 2549)

(Positioning)
(UN Organization)
(Brand as Organization)

. Aaker (1996) (Qrganization
Attributes)
(Competence),
(Efficient), (Technical),
(Leader), (Influential) (J. Aaker, 1997)
50

(Unicef Thailand, 2000)

(Personality) (Activist)
(Bearing Witness)

BLCP & .
2548)

(v . 2547)



(Confrontation Avoidance)
(Hofstede, 1984; Komin, 1990)

(Functional Attributes)
(Symbolic Values)

ol (Hankinson, 2001a)

.. 2544
D. Aaker(1996)
(Brand as Symbol) (Strong Symbol)
(Brand Identity structure)
(Recognition) (Recall)

(Brand Heritage)

261
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()
(Brand)
(Corporate Brand)
( ) ( , 28 2549)
(Brand
Hierarchy)  Keller (2003)
(Corporate Brand) (Individual
Brand) (Logo)
“ 100%," o S
( 9.1)

(Individual Brand)
(Corporate Brand)

51
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(Individual Brand)

(.
(Brand Awareness)

D. Aaker (1996) (Creating) (Supporting)

(Advertising)

()
(Corporate Brand)
(Awareness) (Positive

Associations) (Memory)

(Keller, 2003)

(Communicating the Brand)

(Complex Message)
(Reputation)
(Personality) (Tapp, 1996, as cited in Hankinson,
2001a, 2001h)
(Robert-Wray, 1994, as cited in Hankinson, 2001a, 2001b)

(Hankinson, 2001b)
(External Communications)
(Internal Communications)
(Managing the Brand Actively and
Deliberately)

4
(Integrated Communications: IC)

(J. Grunig, & L. Grunig, 1998)
(Stakeholders) (Duncan &
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Caywood, 1996; Gronstedt, 1996; Kitchen & . Schultz, 1999)
4 (Multiple Publics)
(Kotler, 1982)

4
(External Communications)
(Marketing Communications) (Corporate
Communications) (Argenti, 2003; G. Belch & M. Belch, 2004; Pelsmackeret al., 2001)
(Visual) L
(Website) : (Scripted) , :
(Mission Statement), (Behavioral Pattern)

(Chiagouris, 2005; Hankinson, 2001a, 2001b, 2002)

Kotler ~ Mindak (1987, as cited in Hutton, 1996)

[
« " (Social Product)

(Corporate

Public Relations)

(Overlapping Model)

(Fundraising) :
(Product)
(Stakeholders)



(Overlapping Model)

265

(Kotler & Mindak, 1987, as

cited in Hutton, 1996)

(Direct Mail)
Robert  Bendixen (1988)
(Cost Effectiveness) 1
(Prospect Donor) (Direct Dialog)

(Robert-Wray, 1994, as cited in Hankinson, 2001a, 2001b)

() (Mass media)
Kotler (1982)
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(Media Relations) 1 (G. Belch &
M. Belch, 2004)

(Press Releases), (Press Conference),
(Press Tour)

(H .",ll 2547)
(Using the Brand as a strategic Resource)
(What the Brand is?), (Its Cause),
(What It Represents?) (Values)

(Hankinson, 2001a, 2001b)

(Brand Tool Kit)
(What We stand For)

(Identity)
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' 2548)
.. 2549
.. 2549 (The 39th Diplomatic Red Cross Bazaar 2006)
4-5 .. 2549
40
(" ' 2549)
(" ' 2549)
.. 2549 " "
29 -6 .. 2549
(" ey 2549)
Topps (1996, as
cited in “Branding in the...," 2005) (Brand Values)

(Trust)

(Charity Brand Values)
Burnett  Gabriel (2000)
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4
(Emotive Altruism) (Caring), (Passion),
(Sympathetic) (Efficiency)
(Uses Assets Wisely),
(Professional), (Can Get Things Done)
(Trust) (Reliable)
(Honest) (Modernity)
(Energetic), (Innovative),
(Progressive)
* '1(Rainbow Warrior)
(‘
2548)
‘ " (Solar Generation)
(" oy 2548) 1

(Lobby) (Hankinson, 2001a, 2001b, 2002)
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(Message Design) (Localization strategy)

(Standardization strategy)
(Message) (Duncan, 2005; Hofstede, 1984; Komin, 1990)

(Individual Brand)
(Social
Change) (Social Marketing)
(Fox & Kotler, 1980; Kotler, 1982; Kotler & Andreasen, 1991; Kotler & Roberto,
1989; Kotler & Zaltman, 1971, Rothschild, 1979; Wiebe, 1952)

(Managing the Brand

Actively and Deliberately)

(Hankinson,
2001a) (Internal Branding)
(Internal Consumers or Stakeholders)
(Employees) (Understanding)
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(Allen,
2000, as cited in Hankinson, 2004) (Actions) (Behaviors)
(Hankinson, 2004)
(Two-way Communications)
(Vision), (Strategies) (Goals)

(Argenti, 2003)

(Fundamental Components)
4 Hankinson (2004)
(Functional Component)

(Charity Purpose), (Mission)
(Positioning)
(Symbolic Component)
(What the Organization Stands for) (Values),
(Beliefs), (Pledges) (Fundamental Principles)
4
(Vision) (Mission)
(Charity Cause)

(Hankinson, 2001a, 2004)

(Brand Orientation Concepts Checklists)

(Hankinson, 2001a, 2001b, 2002, 2004)
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(Fundamental Components)
(Behavioral Component)
(Managerial Practice)
(Expected Behaviors)
(Hankinson, 2004)

8,000

(Internal Branding)
(External Branding)

3
4 (Educate) I
!
(Hankinson,
2004)
(Experiential Component) (Experiences), (Feel),
(Ethos), (Spirit)
(Working Environment)
(Hankinson, 2004) 4
4 2 (Argenti, 2003;
Gronstedt, 1996; Hamel, 1996) (Vertical Communications)

(Top-down Communications)
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(Bottom-up Communications)

(Face-to-face
Supervisory Communications), (E-mail),

(Horizontal Communications)
4 (Departmental Level)

(Interdepartmental Level)

4
4
(Brand Commitment)
(Hankinson, 2004)
4
(Brand QOrientation)
(Understanding the Brand) (Using the Brand
as a Strategic Resource)
() 1

(Communicating the Brand)



(Managing the
Brand Actively and Deliberately)

11

(Strong Brand)

(“Branding in the...,”
2005; Haigh & Gilbert, 2005; Webster, 2002)

(Response Process)

(G. Belch & M. Belch, 2004)

(Brand Awareness)
(Brand Recall)
(Retrieve) (Memory)
(Product Category) (Keller, 2003)

176 ( 704)



(Brand Recall)

Best Advertising
.. 2547 (

Delay

37|

(H
(Celebrity)
(Presenter)

| 2546)

(Kotler & Keller, 2006)

BAD AWARDS
 2548)

159)

131
26.1)

(Goodview Ambassador)
(Envoy for Youth)
(Tsunami)
oy 2548)

¢ - ) 2548)

274



(Brand Recognition)

(Brand Familiarity)
(Hirschman,1986)

(Brand Awareness)

(Confirm)
(Keller, 2003)
(.
5
( 5.63)
3
(2547)
)

275



216

(Communications Awareness) ( 88.7)

()
(Out-of-home Media)

( 88.1)
.. 2549
(" - 2549) .. 2549 (f
2549)
65.1
6
(Rainbow Warrior) (* wy 2548)
I
(Direct Mail)
56.2 438

(Direct Mail) 6

Robert  Bendixen (1988)
(Cost Effectiveness)

(Robert-Wray, 1994, as cited in Hankinson, 2001a, 2001b)



(Attitude toward the Brand)

Credibility)

(Credibility)

Swait, 2004; Keller 2003)

Engagement)
' (Intention to Behave)
Donate)
3
2
()
()
"1

(Hankinson, 2001a, 2001b, 2002, 2004)

(Brand Engagement)

3.73
4.29

(

217

(Brand

(Erdem &
(Brand

(Intention to

3.84

321)



Behave)
Donate)

(Attitude toward the Brand)
Credibility)

(Brand Engagement)

(Hierarchy of Effects)

(Brand Engagement)
(Brand Credibility)

(Advertising Effectiveness)

(Cognitive stage)

(Affective stage)

218

(Intention to
(Intention to

(Brand

(Behavioral stage) (G. Belch & M. Belch, 2004; Lavidge & Steiner, 1961,
Lewis, 1900, as cited in Barry, 1987; McGuire, 1978, as cited in G. Belch & M. Belch,
2004; Roger, 1962, as cited in Kotler & Keller, 2006)



20-30
41-60

31-40

( 2548)

Subcultures)  Solomon (2004)

(Brand as Symbol)
(Strong Symbol)

(Altruism)
(Solomon, 2004)

( 4.09)

41-60

279

(Older Consumers)

(Connectedness)

(Brand Heritage)

(. Aaker, 1996)
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( 387 3.69 )
( - 2546)
(  2547)
()
25,001
15,000 1

(e.g., Brunei & Nelson, 2000; Harvey, 1990;  , Liang,
& Tien, 2005; Jones & Posnett, 1991: Kottasz, 2004a, 2004b; Sargeant, 1999;
Schlegelmilch, Love, & Diamantopoulos, 1997a, 1997h)

(Upper Class)
(Maslow’s Hierarchy of
Needs) Maslow (1954, as cited in Solomon, 2004)
5 ( 5.2)

1
(Physiological),



(Safety), (Belongingness)
(Ego needs)

(Social Class) (Kottasz, 2004a, 2004b)
(Self-actualization)

(Ideal) (Altruism)

5.2 Maslow

UPPER-LEVEL NEEDS

SELF-ACTUALIZATION
Self-Fuffillment, Enriching Exjppriences

EGO NEEDS
Prestige, Status, Accomplishment

y

BELONGINGNESS
Love, Friendship, Acceptance by others

SAFETY
Security, Shelter, Protection

PHYSIOLOGICAL
Water, Sleep, Food

LOWER-LEVEL NEEDS

Adapted from Solomon, M. R. (2004). consumer behavior: Buying, having and
being (6th ed.). Upper Saddle River, NJ: Prentice-Hall, p.121.



Interview)

1
(Brand Orientation Concepts Checklists)

Credibility)

5

(Depth

(Brand
(Semantic Differential Scale)
1
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(Social Change) (Fundraising)

)

(Intention to Behave)

(Strong Brand)
(Cause) (Values) (What the Organization



Stand For)

284

(Brand Engagement)

(Fundraising)

(Understanding the Brand)

(Visual Identity) (Logo)
(Typefaces/Fonts)

(Fundraising)

(Brand Tool Kits)

(Communicating the Brand)
(Consistency in Communicating)
(Brand Identity)
(Symbols) (Colors)
(Verbal Identity)
(Behavioral Identity)

(Direct Mail)

(Mass Media)

(Two-way Communications)
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(Self Learning)
(Learning Web)
(Learning Time)
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