
Management summary 

iii 

 

Management summary 

 

This thesis provides insight into the problem situation of commercialisation in non-governmental 

organisations. Commercialised marketing and communication efforts of non-governmental 

organisations are believed to lead to deterioration of the public’s perception of the corporate identity 

and societal role of non-governmental organisations. This problem situation is examined through its 

application on the environmental non-governmental organisation X. More specifically research is 

conducted on the marketing and communication of this organisation and on how the consumer 

perceives its operations in a commercialised environment. Through this research, the thesis gives 

insight into the assumptions made in previous research and theories, and gives advice for the 

marketing and communication professionals at X and for non-governmental organisations in general 

that have to deal with the similar changing environment. 

The relevance of this thesis is justified by the fear expressed by many researchers that the balance 

between opportunities and risks involved in commercialisation of non-governmental organisations may 

harm the non-governmental sector. Commercialisation is seen as a response towards the complex and 

changing environment, in which especially financial pressures push non-governmental organisations 

into commercialisation. It means adopting commercial methods in strategic and operational decision-

making in corporate communication. These decisions will have an effect on how the stakeholders will 

perceive the organisation. Researchers fear for a deterioration of an organisation’s image, especially its 

trustworthiness and integrity, and an overall deterioration of the important role and mission the 

organisation in the non-governmental sector has in society. Building and managing strong and long-

term relationships with the public and with society in general is therefore an important responsibility of 

corporate communication, needed for preservation of the critical values of non-governmental 

organisations in society. The relationship between non-governmental organisations, commercialisation 

as a current situation, and communication is established, and facilitates answering the following policy 

question: 

how can X preserve its mission, values, and nature as an environmental non-

governmental organisation through improving communication while operating in a 

commercialised environment? 
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In order to answer this policy question and give advice to X three research questions are defined, 

which respectively emphasise corporate identity and marketing and communication, the perception of 

the consumer of the organisation, and finally focus on advice for the environmental non-governmental 

organisation in a commercialised environment. The research methods consist of literature research in 

reports and publications, conversations with employees, and a survey with consumers. The sample of 

the survey is 100 consumers of X, people who know the organisation and its activities and therefore 

judge from this perspective. 

The results show that X adopted its commercialised approach on marketing and communication after 

the government stopped structural subsidised funding to the organisation in 2010. To communicate 

their mission and corporate identity, X promotes sustainable alternatives through collaborating with 

(for-profit) organisations and sending campaigns that i.e. promote sellable products, sell products, use 

collaborative purchasing actions, or use celebrities. The research showed that the commercialisation of 

marketing and communication of X is seen by the consumer as appropriate for the organisation. The 

consumer currently has a positive image of X. They believe the organisation is trustworthy and integer 

- critical values that both the consumer and the researchers assign with high importance for non-

governmental organisations. In general consumers see the organisation as positive, inspiring, integer, 

trustworthy and solution-oriented, but do not immediately assign ‘collaborative’, one of the three 

corporate identity values, to the organisation. More importantly, only a quarter of all surveyed 

consumers feels engaged with the organisation. 

What can be concluded from the research results is that the communication strategy of X has room for 

improvement on stakeholder engagement. The current strategy, focused on sending campaigns, may 

not create a long-term relationship with the consumer, as communication is flowing mainly one-way, 

resulting in less effect on sustainable behaviour. Managing relationships is important for effective 

communication and can help to improve the consumer’s weak feeling of engagement with the 

organisation. This is of importance, as weaker engaged consumers seem to have a more negative image 

of X and its role in society.  

Central to the advice is that consumer participation and possibilities for feedback are opportunities for 

marketing and communication professionals to develop for X. A consumer that is actively engaged in 

accomplishing the organisation’s mission and goal in society and hereby collaborates with the 

organisation will have a positive effect on the image of X as a non-governmental organisation 

operating in a commercialised environment. This can be achieved by focusing on more long-term 

participative consumer communication programmes, creating a dialogue through focus groups, 

surveys, events, and informal (social) networks. All marketing and communication should be based on 
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creating this dialogue, giving the consumer the opportunity for  collaboration on further strategic and 

operational decisions and overall mission accomplishment. In general, X is advised to keep and 

demonstrate their mission as the driving force throughout all organisational behaviour. The 

organisation should be cautious with collaborations with (for-profit) organisations whose contradicting 

values may interfere with X’s mission, values, and nature as an environmental non-governmental 

organisation in society. 

 

 

 


