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ABSTRACT 

Non-governmental organizations struggle with community engagement and find outreach challenging in this increasingly digital and highly interconnected world. 

This paper discusses marketing strategies that aim to increase engagement with NGOs, such as branding, storytelling, and creative fundraising. This paper explores 

secondary research and analyses methods that successfully engage citizens through proven best practices in storytelling, brand ambassadorship, and transparency 

models. The findings indicate, on the one hand, that through storytelling and brand ambassador programs, NGOs can create emotional connections with people; 

and, on the other hand, through transparency, they can build trust between donors and NGOs and lead to long-term relationships. Therefore, utilizing a triple-

pronged marketing methodology with a toehold in both novel technology integration and building strong emotional connections enables NGOs to expand their 

reach more effectively. 

Introduction 

1. Background and Context 

From poverty alleviation to healthcare accessibility; from environmental sustainability to human rights protection; and from educational progression to 

capacity building, Non-Governmental Organisations (NGOs) play a critical role in realising these global benefits. In contrast to private businesses, NGOs 

focus on providing significant social benefits rather than making profits. They are largely dependent on public support, occasionally supplemented with 

donations and/or volunteer assistance. So, for an NGO to sustain itself, developing and nurturing strong relationships with its supporters and surrounding 

communities is of paramount importance. 

There have been significant changes in community engagement since the last few years, particularly due to technology and altered donor and investor 

expectations. The fast expansion of digital platforms, social media and other technological innovations have transformed the manner in which NGOs 

communicate, operate and generate interest. These changes present both opportunities and challenges. NGOs have more access to global audiences than 

ever before, but that has also brought with it an increased level of competition for attention in a crowded digital environment, as well as a greater demand 

for transparency and accountability. 

As digital life continues to expand, new mindsets are also emerging among donors expecting different things from nonprofits— the millennials and Gen 

Z supporters of tomorrow insist on transparency and consistency with one's brand promise, along with a two-way engagement model. While older 

generations of donors may have been more than pleased with low-engagement forms of giving, younger individuals desire an active and often customized, 

digital relationship with the organizations they support. Consequently, this trend drives NGOs to implement creative marketing that engages potential 

supporters and evokes an emotional bond, and it also brings attention to the impact it can create in clear and tangible ways. 

2. Problem Statement 

Challenges in Community Engagement for NGOs: 

NGOs typically work with limited budgets, small marketing teams and fewer technological resources. On top of that, they should work under the watchful 

eyes of donors, government agencies and members of the public who all expect to see transparency and accountability. Coupled together these constraints 

mean that NGOs find themselves needing to fulfil the donor, advocacy, and brand presence mandates in as cost-effective and high-impact way as possible. 

This research studies, how NGOs utilize modern marketing strategies to enhance community outreach, deepen engagement, and develop lasting 

relationships with donors and supporters. In recognition of the limitations facing NGOs, this study focuses on strategies that can be applicable at a range 

of resource levels and thus provides insights for large, well-funded organizations and also for smaller, resource-constrained NGOs.  

3. Purpose and Significance of the Study 
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This research is intended to identify and analyse marketing strategies that would enhance community outreach and engagement within the NGO sector. 

This paper examines how NGOs can use branding, storytelling, transparency, and innovative tools to address the gap between traditional outreach 

approaches and modern digital marketing strategies.  

This study will be important in its ability to help NGOs formulate sustainable and effective strategies for community engagement. The ability to 

understand which strategies are most appealing to a wide range of audiences empowers NGOs to make better resource allocations, develop effective 

campaigns and foster more effective donor relations. Further, this study also elaborates on the psycho drives underlying donor behaviour and support; 

thus, NGOs are better positioned to reach out and connect meaningfully to motivate people into action. 

4. Research Objectives 

This study has several primary objectives, which are outlined below: 

▪ To study the role of branding in building recognition and thereby trust for NGOs. 

Branding is among the bases of establishing NGOs' public identities. This paper will try to explore how an NGO can develop and maintain an ongoing 

brand that evokes its mission and set up an identifiable and trusted presence in the sector. 

▪ To assess the effectiveness of digital storytelling in forging emotional involvement. 

Storytelling is an effective method of engaging with supporters. This study will discuss how NGOs may utilize digital storytelling through videos, images, 

and personal narratives to convey the profound impact of their work in such a way as to evoke empathy, motivation, and ongoing support. 

▪ To assess the importance of transparency in fundraising and its consequences on donors' trust. 

The main basis of long-term relations with the donor segment would be transparency. In the present context, therefore, the study has looked at how 

fundraising transparency- such as impact reporting and real-time project tracking- develops increased trust and loyalty in the minds of donors. 

▪ To understand how innovative forms of campaigning can improve donor engagement. 

Digital innovation has opened pathways for NGOs to involve their supporters, particularly younger audiences. The paper will explore what methods 

NGOs use, such as VR or gamification, in the development of immersive and interactive ways to engage donors deeper with the NGO mission. 

Literature Review 

Branding in the NGO Sector 

Branding is vital since it helps differentiate NGOs and create an entity for them. Contrary to the corporate brand, targeted normally for reaching market 

differentiation with a view to achieving profit maximization, the whole focus of NGO branding relies on mission-driven differentiation, credibility, and 

consistency. The point emerging from a lot of studies is that great brand identity creates an emotional connection and forms an NGO that is memorable 

and trustworthy with the donors and stakeholders. 

Storytelling and Emotional Resonance 

Storytelling is the most powerful tool within NGO marketing because it may tell organizational missions through personal stories. According to Green 

and Brock (2000), through a storytelling format, the audience is "transported" into the narrative, evoking empathy and action. Stories involving 

beneficiaries are particularly powerful in generating emotional connections by placing a face to often abstract issues. Storytelling is important for NGOs 

in their desire to inspire action through empathy rather than transaction. 

Transparency in Fund Raising 

Increasingly, NGO outreach has come to require an element of transparency in both the realm of financial reporting and within the context of project 

impacts. Research by Waters (2011) has shown that donors are more likely to engage NGOs when those NGOs can transparently explain how funds were 

utilized and what projects have succeeded in accomplishing. Calls for such transparency have led many NGOs to adopt real-time reporting software so 

donors can see the actual effects of their donations. 

Influencer and Ambassadorship  

It has been proved that ambassadors of the brand can enhance the outreach of NGOs multi-fold.  NGOs can link themselves to such ambassadors who 

can amplify messages to their networks. Ambassadors and influencers lend credibility to campaigns and reach out to new segments not reached by 

traditional NGO marketing. An ambassador whose values are on par with those of the NGO is quite important for credibility and trust. 

Methodology 

1. Research Design 

The study's focus and nature, which emphasize what is already effective, lead to the adoption of a qualitative secondary research methodology. This is 

the methodology followed in this paper for studying and exploring effective strategies that improve community outreach in the NGO sector.  
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Rationale for Qualitative Secondary Research  

Qualitative secondary research can allow this study to thoroughly investigate existing NGO campaigns and marketing practices without the logistical and 

financial burdens associated with conducting original, primary research. Since NGOs mostly document and report their marketing initiatives, for this kind 

of analysis, secondary research is feasible and highly effective. 

2. Data Collection 

This research study is based on information compiled from secondary sources: published reports, industry studies, campaign analytics and academic 

journals. 

3. Data Analysis 

The data analysis combined both thematic and content analysis techniques. These qualitative approaches allowed for an in-depth examination of the 

chosen strategies and their impact on community outreach. 

Theoretical Framework 

The foundation for this research paper is based on two fundamental theories: the AIDA Model (Attention, Interest, Desire, Action) and the Theory of 

Planned Behaviour (TPB). These theories lay the groundwork for understanding how an NGO can successfully interact with communities, impact donor 

actions and garner support. Each theory focuses on various elements of consumer behaviour and involvement, providing a structure for evaluating the 

techniques that Non-Governmental Organizations can use in marketing and outreach campaigns. 

1. AIDA Model (Attention, Interest, Desire, Action) 

The AIDA model is a foundational theory in marketing that describes the sequence of events consumers undertake in interacting with either a brand or 

product, and that is Attention, Interest, Desire, and Action. This model finds its greatest relevance for NGOs while trying to lead people from awareness 

to active involvement. 

Application of AIDA in the marketing activities of NGOs- 

• Attention: NGOs have to secure the attention of their audience, which usually comes with visually striking campaigns or striking headlines.  

• Interest: After capturing the attention of the audience, it is important to develop interest by demonstrating to them more about the cause. At 

this stage, storytelling becomes particularly important since it can help NGOs to share personal stories or even some sort of educational content 

which could help to develop further the audience's interest in the mission. 

• Desire: NGOs have to create a desire among donors to give, sometimes by showing the real results of donations. Transparency in fundraising 

builds desire by showing donors exactly where their money is going; this makes the organization more attractive to support. 

• Action: This is usually a very encouraging donation, signing up to volunteer or sharing on social media. NGOs make sure of this with calls to 

action, such as direct links to donations, buttons for event registration and shareable content. 

The AIDA model thus illustrates that supporters have to be taken through some form of structured journey toward an ultimate action. In designing the 

campaigns at each stage and utilizing strategic design, NGOs will be able to enhance their marketing efforts to a greater level in increasing support and 

activating resources. 

2. Theory of Planned Behaviour (TPB) 

The Theory of Planned Behaviour proposed by Icek Ajzen is a psychosocial or cognitive approach to understanding a person's behaviour with regard to 

attitude toward the performance of the behaviour, subjective norms and perceived behavioural control. TPB proves useful in understanding and predicting 

any behaviours involving personal choice where one can exercise free will or have options, such as philanthropic donations or time gifting. 

Application of TPB in the engagement of NGO donors- 

• Attitude toward Behaviour: TPB argues that a person's attitude regarding a certain behaviour, such as donating to a charity, would play a 

significant role in explaining whether the person is likely not to perform the behaviour. For NGOs, therefore, it becomes important to develop 

positive attitudes toward donation. This could be achieved through storytelling, wherein donors are emotionally connected with the cause and 

thus have a positive attitude toward contributing. For example, donor stakeholders develop favourable attitudes when NGOs share stories of 

beneficiaries as they realize the impacts of their probable support. 

• Subjective Norms: Subjective norms refer to the social pressures an individual perceives about engaging in a behaviour. NGOs may use 

social proof to reinforce such norms by mentioning the number of supporters, testimonials, or ambassadors of reputable standing. The social 

media posts of celebrity ambassadors in the campaigns help to constitute a social norm for following the cause in support of social welfare. 

• Perceived Behavioural Control: Perceived behavioural control refers to "an individual's perception of his or her capability to perform the 

behaviour." In the NGO context, reducing the complexity of the ease with which people can donate or providing multiple methods of 
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supporting an organisation could make a monthly investment in your cause or fundraise on behalf of your peer's perceived behavioural control 

fuller and make it easier to participate.  

The TPB framework is helpful as it discloses the psychological driving forces for community support, hence allowing NGOs to obtain an insight into the 

design of campaigns that appeal to donor motivations and ease of participation. 

Integration of AIDA with TPB within Analysis- 

The combination of AIDA and TPB provides a comprehensive perspective on how NGOs can successfully involve donors. Although AIDA provides a 

systematic, step-by-step approach to guide supporters from understanding to action, TPB considers the psychological influences on donor behaviour. 

Collectively, these models provide an overview of NGO marketing strategies, enabling a thorough examination of how branding, storytelling, 

transparency, and cutting-edge technology impact donor engagement and long-lasting community support. 

Analysis of Marketing Strategies 

In this section, we examine key marketing strategies that NGOs can utilize to improve community outreach and donor engagement.  

1. Branding and Brand Ambassadorship- 

Branding and brand ambassadorship are what give NGOs an identifiable presence, making their mission memorable and trustworthy to supporters. In an 

NGO context, branding is not just about logos and slogans; it is all about values, consistency, and credibility. 

Branding: 

Clear branding builds a feeling of confidence among donors, volunteers, and the communities in which an NGO exists. To an NGO, branding needs to 

ideologically and visually align with the expressed mission and values of the organization. 

• Visual Identity Consistency: Consistent use of logos, colour schemes, and slogans may give rise to a well-recognized brand. For instance, the 

WWF uses the panda logo as a symbol for its conservation. This imagery enabled WWF to create a memorable and trustworthy identity that 

resonates with society globally. 

• Mission Alignment and Emotional Resonance: Branded messaging communicates an NGO's mission in ways that often tug at donors 

emotionally. 

Brand Ambassadorship: 

Ambassadors are those celebrities, influencers, or personalities of repute who extend the reach of the NGO into groups that trust them. An ambassador 

can build credibility for an NGO and extend its reach, especially if the values of the ambassadors resonate with those of the mission of the NGO.  

• Influencer Partnerships: NGOs target certain demographics through the use of carefully selected influencers. UNICEF, for example, has 

engaged various celebrities, such as Priyanka Chopra, who is a UNICEF Goodwill Ambassador and boasts followers in millions all over the 

world. She creates awareness for children's welfare through her posts and public appearances, widening the reach and credibility of UNICEF.  

• Ambassadors That Are Aligned with the Mission: Ambassadors should have values that align with the mission of the NGO for authenticity. 

If people feel there is a mismatch between the two, then the work will affect the NGO negatively. 

2.  Storytelling- 

Storytelling is one of the most powerful tools in NGO marketing — it helps audiences appreciate the human impact of the work of NGOs using emotional 

connections. 

Digital Storytelling: 

It is said that with digital storytelling, all issues that felt distant become relatable, and their audience is moved to become more empathetic towards the 

cause. Real stories about beneficiaries give impact stories to the NGOs, and emotional connect to funders. 

• Narrative-Driven Content: Using beneficiaries in narratives brings to life abstract issues and shows supporters the impact of their donations.  

• User-Generated Content: Some NGOs ask donors or beneficiaries to tell their own stories. It is these authentic stories that resonate with the 

audience, as they are coming straight from the people being helped by the NGO. 

Multimedia Storytelling: 

Digital stories can be videos, photos and interactive. Social media works well with visual storytelling. 

• Videos and Infographics: Short, emotionally engaging videos or infographics can present complex issues simply and enticingly. 

• Interactive storytelling: Where supporters choose their own ways as in “Choose Your Own Adventure” books, they can engage them on a 

deeper level, enabling them to feel part of the story. 
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3.  Stumping with Originality- 

Creative campaigns help outreach stick, while often extending far beyond the usual target audience and penetrating digitally active donor classes such as 

Millennials and Gen Z. 

Gamification: 

Gamification or the incorporation of game mechanics in non-game settings has been proven to increase engagement, making fundraising initiatives more 

engaging and fun. 

• Challenge-based Fundraising: The challenge can be an interactive online experience employed by the NGOs to engage with the individuals. 

Let's consider, WWF’s “Earth Hour” which invites individuals around the world to turn off their lights for one hour each year, as a way to 

draw attention to climate change. It was an easy, participatory, and virulent campaign that translated across age cohorts and increased 

international awareness. 

Virtual Reality (VR) campaigns: 

VR campaigns have the advantage of immersion, putting potential donors in the shoes of beneficiaries and giving them a glimpse of how they live. That 

can lead to one having more empathy and engagement. 

• Experiencing Crisis Zones: Such immersive experiences provide a realistic perspective on beneficiary’s lives, fostering empathy and 

encouraging more substantial support. 

4.  Global Fundraising Channels with Digital Marketing- 

Digital marketing provides NGOs with several modern, effective, and cost-effective solutions for fundraising and reaching an audience from anywhere 

in the world. 

Fundraising Tools for Enabling Transparency: 

Transparent fundraising platforms enable Non-Governmental Organizations to share real-time information on fund allocation, which enhances donor 

satisfaction and trust. 

• Donation Tracking: Donors can be shown when, where and how their investments were utilised. Such levels of transparency enhance donors' 

confidence and motivate them to make donations more times. 

• Impact Reports: By giving regular reports on impacts, thanks to their donations in terms of projects done and funds used, NGOs can afford to 

maintain a donor for a prolonged period. Such reports should not only be relevant but also visually appealing and readily available so that the 

donors are able to view them every time they log into the platform. 

Social Media and Crowdfunding Platforms: 

Social media platforms and crowdfunding sites allow NGOs to reach younger, tech-savvy audiences and gather their support quickly. 

• Social Media Fundraising: The NGO's funding channels on Social media have made it possible for users to top up and donate to the causes of 

their choice with ease and minimal fuss. These platforms work well to finalise existing mass awareness efforts and distribute messages to new 

local communities. 

• Crowdfunding for Crisis Support: Platforms like GoFundMe and other similar mediums allow NGOs to raise funds quickly during 

emergencies. This has been immensely helpful, especially for small organizations that need immediate funding to support relief efforts. 

These strategies of branding and brand ambassadorship, storytelling, innovative campaigning, and global digital fundraising, thus help in building a wide-

reaching, impactful, and sustainable model of engagement. 

Discussion 

The Discussion section synthesizes the research findings, examining the overall effectiveness, challenges, and broader implications of the four primary 

marketing strategies identified. Each strategy is also analysed through the lens of the AIDA model (Attention, Interest, Desire, Action) and the Theory of 

Planned Behaviour (TPB) to understand its impact on NGO community outreach and donor engagement. 

1. Effectiveness of Key Strategies in NGO Marketing 

• Branding and Brand Ambassadorship 

Branding is a basic element of every organization’s external image as it plays a role in ensuring that an organization commands the respect and confidence 

of a given market segment. For the case of NGOs, branding is the embodiment of the core principles and goals of the institution as well as the end’s 
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interaction and engagement with the community. Effective branding attracts supporters by conveying reliability. Branding is designed to be consistent, 

which is key to building trust. 

Brand ambassadorship works to improve branding as reliable people can send out the organization’s message to different masses. In particular, 

ambassadors with a high social influence can be able to greatly increase the reach and credibility of the NGO, making them powerful advocates. This 

practice is especially useful in the "Attention" and "Interest" phases of the AIDA model, where a well-aligned ambassador attracts and holds audience 

interest, paving the way for deeper engagement. 

Nevertheless, such strategies as brand ambassadorship should also be carefully and rationally practised as they have a bearing on the organization's 

philosophy. An ambassador who is not in concord with the message of the NGO may as well hurt the image of the organization and shun the supporters 

away. Hence, brand ambassadorship calls for a careful selection of ambassadors as well as a detailed strategy to make sure there is genuineness and avoid 

the risks that may arise on the brand's image. 

Digital Storytelling and Emotional Engagement 

Digital storytelling is one of the most useful methods for NGOs to create an emotional bond with people. By sharing the real-life experiences of 

beneficiaries, NGOs are able to humanize the impact of their work, making abstract issues more tangible and relatable. Thus, a powerful story is essential 

in building an emotional bond and in most cases, inspiring people to act on a given cause. 

From a theoretical point of view, digital storytelling aligns well with the “Interest” and “Desire” stages of the AIDA model. Content that is focused on 

the story appeals and captures audiences' attention, creating the interest stage while the passion embedded in the personal stories creates the desire stage. 

Story-driven content draws audiences in and builds interest, while the emotional appeal of personal narratives inspires a desire to contribute. According 

to TPB, funny clips and photos are excellent feeders for the desirable behaviour of donating, since after watching them, people already want to do it. So, 

in terms of TPB, digital storytelling positively influences attitudes toward the behaviour of donating, as audiences feel more empathetic and motivated 

after learning about the NGO’s direct impact. 

Nonetheless, an overdependence on emotional stories would put NGOs at risk of compassion fatigue since the audience may become desensitized after a 

long period. NGOs must be more creative with their content and not only use beneficiary's stories but also impact and success stories so that they can 

keep the potential donors interested without flooding them with too much information. 

• Transparency and Trust-Building in Fundraising 

Transparency is essential for building and maintaining donor trust, particularly in today's digital landscape, where information is at every person’s 

fingertip and audiences are expecting more accountability. Here, transparency means trust provided through clearly presented, accessible details on the 

disposition of money and project results. From the perspective of TPB, perceived behavioural control enhances the transparency that reassures donors 

their money is put to adequate use, thus increasing the chances of repetition. 

Transparency in fundraising may cultivate long-term commitment, especially to a young generation that decides to donate based on accountability and 

ethical conduct. By showing where the money has gone and updating on the progress of the projects, NGOs not only gain trust from donors but also give 

a sense of shared ownership of the cause, hence an effective way to inspire continued support. 

Yet, achieving high levels of transparency can be resource-intensive. Financial and technological investments are often required to maintain transparent 

systems. Because of these demands, some smaller-scale organizations may not be well-set to handle this. Although this does not delineate the necessity 

of transparency, NGOs balance that requirement against what would be operationally feasible as a means of ensuring resource utilization efficiency. 

• Innovative Campaigning: VR and Gamification as Engagement Tools 

Innovative ways such as VR campaigns and gamification are opening for NGOs, different perspectives in terms of approaching donors and raising 

awareness. It provides immersive experiences that allow supporters to witness firsthand the situations and environments in which NGOs operate, 

deepening empathy and understanding. With gamification, the feeling of involvement will be developed through increasing competitive features within 

activities, either facing challenges or winning rewards will ultimately make participation more agreeable and memorable. 

These innovative strategies align with the "Desire" and "Action" parts of the AIDA model, as they drive people; to feel more connected to the cause and 

take action through donations, signing up to volunteer, or sharing the campaign. Furthermore, gamification and VR campaigns foster a sense of 

participation and community, leading to repeated engagement that cements community ties and builds a loyal supporter base. 

However, VR and gamification are extremely expensive, while the effectiveness of these latter approaches might be limited due to issues of accessibility 

constraints, as VR requires specific equipment and digital literacy levels that may exclude certain demographics. Additionally, while these methods are 

effective in creating memorable experiences, they may not be feasible for all NGOs, particularly smaller organizations with limited budgets. Therefore, 

NGOs must carefully evaluate the potential return on investment and select the engagement tools that best align with their available resources and target 

audience, social and economic environments. 

2. Broader Implications for NGO Community Outreach 

These findings indicate that NGOs have to be more holistic in their outreach at every available platform if they are to effectively reach the audience of 

today. Today's donors, particularly younger generations, demand both emotional resonance and accountability, prompting organizations to carefully 
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balance empathy-driven content with transparent, accessible fundraising models. Branding, storytelling, transparency, and innovation can help an NGO 

create an ecosystem for engagement that will keep relationships with donors intact and grow a loyal community of supporters. 

Conclusion 

This research paper deals with various strategic approaches of marketing through which NGOs could reach better and engage the community more. 

Various analyses, ranging from branding to digital storytelling, transparency in fundraising, and innovative campaigning, have indicated how insights 

could be built from theoretical models and general findings in the NGO sector. These strategies, informed by the AIDA model and the Theory of Planned 

Behaviour, would be effective in raising awareness, building trust, and garnering long-term support. 

Major findings highlight several key aspects of effective NGO marketing: 

• Branding and Ambassadorship: Strong, consistent branding in line with the mission would be imperative to credibility for evoking trust. 

Brand ambassadors raise the NGO's reach and hence build its credibility since their values aligned with the mission of the organization could 

mean a better chance of sustaining audience engagement. 

• Storytelling: Storytelling has the power to emotionally bind one with an audience; hence, it makes the work of NGOs relevant and relatable. 

By sharing the personal stories of beneficiaries, NGOs humanize their mission, which in turn strengthens audience empathy and motivates 

support. 

• Transparency: Accountability in fundraising reassures donors about the effective use of their contributions, building a core of trust and 

commitment to one's cause. In today's accountability-driven environment, transparency is particularly valued by younger generations who 

prioritize ethical giving. 

• Innovative Campaigning: These are interactive technologies, including VR Campaigning and gamification; these create lasting memorable 

experiences that deepen donor engagement. Such methods serve to communicate effectively about the mission on aspects that are both 

informative and participatory, thus enabling NGOs to establish a stronger emotional connection with supporters. 

Implications for NGO Marketing:  

The findings of the research have underscored the importance of adopting a holistic approach to outreach that balances emotional engagement with 

transparency and accessibility. Considering the increased demand for authenticity and impact by NGOs, the adoption of diversified multi-platform 

approaches places them well to meet the needs of donors. 

Challenges and Future Considerations: While effective, most of these strategies take huge investments in both money and human resources. Smaller 

organizations with limited budgets may face challenges in implementing certain practices, such as VR or transparent, real-time tracking systems. Future 

research could outline scalable solutions to make the advanced engagement tools accessible to smaller organizations or look at what longer-term effects 

storytelling and gamification would have on donor retention. 

This study concludes that branding, storytelling, transparency, and digital innovation are some of the ways NGOs can enhance their community 

engagement in order to better relate to contemporary donors. If implemented thoughtfully, these strategies will effectively provide NGOs improved 

connections within communities, establish trust, rally backing and ultimately have a more profound influence on the communities they serve. 

References 

• Aaker, J., Smith, A. (2010). The Dragonfly Effect: Quick, Effective, and Powerful Ways to Use Social Media to Drive Social 

Change. Germany: Wiley. 

• Ajzen, Icek. (1991). The Theory of Planned Behaviour. Organizational Behaviour and Human Decision Processes. 50. 179-211. 

• Batada, A., Banerjee, S., & Subramanian, M. (2016). Opening New Doors: Community Engagement in India. In The Sesame Effect (pp. 183-

205). Routledge. 

• Carter, L. Process, Principles and Challenges of Inclusive Community Engagement: Distilling NGO Best Practice. 

• Čačija, L.N. (2013). Fundraising in the context of nonprofit strategic marketing: Toward a conceptual model. Management: Journal of 

Contemporary Management Issues, 18, 59-78. 

• Chaudhry, A. (2024). Innovative Social Media Strategies for Social Good: Insights from Select Indian NGOs. Library Progress 

International, 44(3), 6407-6411. 

• Green, M. C., & Brock, T. C. (2000). The role of transportation in the persuasiveness of public narratives. Journal of Personality and Social 

Psychology, 79(5), 701–721. 

• Head, B. W. (2007). Community Engagement: Participation on Whose Terms? Australian Journal of Political Science, 42(3), 441–454. 

• Kotler, Philip & Zaltman, Gerald. (1971). Social Marketing: An Approach to Planned Social Change. Journal of marketing. 35. 3-12.  



International Journal of Research Publication and Reviews, Vol 5, no 11, pp 7413-7420 November 2024                                     7420 

 

 

• Kylander, N., & Stone, C. (2012). The Role of Brand in the Nonprofit Sector. Stanford Social Innovation Review, 10(2), 37–41. 

• Naik, B., Boda, P., & Kaur, S. (2021). Challenges faced by the Indian NGOs: In present context. Agrobios Newsletter, XIX (09), 49–50. 

• Niti Aayog. (2021). NGO sector in India: Trends and challenges. Government of India. 

• Phd, Jennifer & Isely, Elaine & Asamoa‐Tutu, Fidel. (2009). Developing a Marketing Strategy for Nonprofit Organizations: An Exploratory 

Study. Journal of Nonprofit & Public Sector Marketing. 21. 184-201. 

• Tripathi, S., & Verma, S. (2017). Analysing Technological Dimensions for Engagement with NGOs on Social Media. The International Journal 

Research Publications Research Journal of Social Science and Management, 7(4), 174-184. 

• UNICEF. (n.d.-b). UNICEF Goodwill Ambassador Priyanka Chopra. https://www.unicef.org/india/our-partners/celebrities/priyanka-chopra  

• Watanabe, F. (2023). A study on digital fundraising strategies for nonprofit organizations [Doctoral dissertation, Kyoto University]. Kyoto 

University Research Information Repository. 

• Waters, Richard. (2010). Increasing Fundraising Efficiency Through Evaluation: Applying Communication Theory to the Nonprofit 

Organization-Donor Relationship. Nonprofit and Voluntary Sector Quarterly - NONPROFIT VOLUNT SECT Q. 39.  

• WWF. (n.d.-a). Earth Hour campaign. https://www.worldwildlife.org/pages/earth-hour 

 

https://www.unicef.org/india/our-partners/celebrities/priyanka-chopra
https://www.worldwildlife.org/pages/earth-hour

