A Study Of Brand Personality Structures Of Non-profit Organizationl1 Example of
Foundations

goougon

E-mail: 9601096 @mail.dyu.edu.tw

ABSTRACT
Marketing concepts have been introduced to the nonprofit organizations, or brands, in develping strategies of fundraising. As one of
the key marketing concepts , branding has been considered by the NPOs as effective in distiguishing the organization from others for
more civilian or institutional donations, and as a povital goal for developing the unique images. As a part of brand image, brand
personality is considered as the most effective element of branding differentiation. The study of Jennifer L. Aaker(1997)on American
commercial brands has been an operaional and original conceptualization of for-profit brand personality. The studies of nonprofit
brands have been started with two reasons: The nonprofit brands cover more social meanings then commercial ones(Venable Ross
O Bush & Gilbert[d 2005), and brand personality vary among transcultural contexts. The study, based on literatures, uses both
quantitative and qualitaitve methods to extract five dimensions and 37 traits of Taiwan’ s nonprofit brand personalities: integrity,
excitement, competence, sophistication, and sincerity. Similarities are found from the studies of Aaker’ s and of Venable et al. The
study suggests the nonprofit brands utilize the brand personality structure to understand their brand personality perceived by
potential donors, in order to enhence differentiation and marketing advantages.
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