
Rationale 

Governments, especially in developing and emerging 
economies, are limited in their capacity to promote 
social development, due to scarcity of resources to 
handle such a formidable task. The tax base is too 
narrow to generate adequate funds for a multitude of 
competing needs. Governments do not have sufficient 
number of trained staff with a focused approach who 
can implement social marketing programs effectively 
at the grass roots level. An important drawback with 
governments in developing countries is their “multi-
layer” or hierarchical approach, characterized by 
bureaucracy and delay in decision making, which 
reduces their effectiveness in implementing programs. 
Unlike the NGOs, which have the capacity to work 
closely with their beneficiaries, governments are far 
removed from their beneficiaries. 

These circumstances have offered opportunities to 
NGOs to play an increasingly important role in socio-
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economic development. Based on experience in other 
parts of the world, NGOs in developing countries can 
enhance their effectiveness by applying marketing 
practices for socio-economic development. While much 
research has been done in the West in the area of social 
marketing, the subject is still relatively unexplored in 
India.

While NGOs in western countries have reached a 
certain level of maturity and are more preoccupied with 
larger issues such as awareness of cancer, promotion 
of a nutritious diet and non-smoking, to name a few, 
the voluntary sector in India and some Asian economies 
is still grappling with the more basic issues of poverty 
reduction, awareness and prevention of AIDS, family 
planning and availability of clean water. This growing 
sector and its effectiveness as a supplement to 
governmental efforts is an important area for study.

The biggest advantages of NGOs as compared to the 
government and private sectors are their potential to 
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contribute in terms of their coverage, their participatory 
methods of functioning and their ability to reach 
out to underprivileged sections of the community. 
NGOs could become highly specialized, in the sense 
that they could focus on problems that are unique to 
each community within the country. They can help 
to make the development process more transparent 
and accountable. It remains to be seen whether this 
potentially powerful instrument of social development 
is able to function to its potential, using social marketing 
principles to achieve its objectives, as has been done 
successfully in other parts of the world.

There is a paucity of research on the functioning and 
role of NGOs as such, and on the application of social 
marketing practices. This was revealed by enquiries 
with the Heads of Departments of Management Studies 
of the universities of Madras, Mysore, Annamalai and 
Vishakapatnam (December 2008). This study therefore 
seeks to research and explore an area that does not 
seem to have received much attention so far.

Area Chosen for Study

The study will focus on the southern states of Tamil Nadu 
and Karnataka, based on talks with experts that indicate 
that these are fairly representative of NGOs across the 
country. Based on available statistical information from 
the website of the Planning Commission (indicating 
a total strength of 16976 NGOs in the country), Tamil 
Nadu, with 1209 functioning NGOs, ranks among 
the first four states and Karnataka with 727 NGOs, 
ranking eighth in India, is positioned neither among the 
intensive NGO active states, nor among the low activity 
states. It is positioned somewhere in the upper middle 
of the national spectrum. Therefore, taking Karnataka 
and Tamil Nadu for the study was considered by experts 
who were consulted, to represent a good profile of the 
active and potentially active areas of the country.

Research Objectives

The primary objectives are as follows -

i.	 To analyze the traits and marketing strategies of 
NGOs and assess their relative impact upon the 
organization’s effectiveness, resource utilization 
and overall achievement. 

ii.	 To evolve from the above, the success factors, 
benchmarks of effectiveness and a social marketing 
model. 

The secondary objectives are as follows -

i.	 To assess and measure to the extent feasible, 
the cost of delivery of services, in relation to the 
objectives of social programs.

ii.	 To identify operational aspects that are sensitive 
to socio-cultural factors peculiar to each area and 
to indicate adaptive measures needed for social 
marketing of programs under different situations.

Hypotheses

Wiebe, G.D. (1952)189 and Kotler (1971) in their early 
studies on social marketing, stated that “market-like 
circumstances” are necessary for the application of 
marketing principles to social development activities. 
Therefore, hypothesis 1 may be stated as two sub 
hypotheses as follows –

Hypothesis 1 

If “market-like” circumstances are prevalent, marketing 
principles will be relevant and applicable to social 
marketing by NGOs. 

Sub-hypothesis 1

“Market-like circumstances, namely, the 4 Ps (Product, 
Price, Promotion, Place), are prevalent in certain NGO 
activities involving behavior change and promotion of 
technology, ideas and concepts.”

Sub-hypothesis 2

“If market-like circumstances are prevalent, marketing 
principles will be relevant and applicable to such NGO 
activities.”

The second hypothesis is a generalization of the 
viewpoint of Walsh, D.C. et al (1993) 179, based on a 
study of development in the field of public health. Their 
finding is that programs for public health in the voluntary 
sector cannot transplant the marketing strategies 
used in the commercial sphere. What is needed is not 
standardization but adaptation of marketing strategies 
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in social marketing, since the circumstances involved in 
the marketing of ideas and concepts are considerably 
different from those involved in the marketing of 
products. Hypothesis 2 may thus be stated as follows -

Hypothesis 2 

What determines success in social marketing is 
not transfer but adaptation of strategies to suit the 
circumstances involved in the “marketing” of concepts, 
ideas and behavioral change.

Social marketing, more than commercial marketing, 
is all about change of habits, according to Jha, 
Mithileshwar in A Manual on Culturally Adapted Social 
Marketing, edited by Epstein, Scarlett T. (1999)80. 
Bringing about social changes often means resistance 
to change which is strongly rooted in culture. Social 
marketing strategies must be adapted to cultural 
values, rather than try to change them. The concept of 
Culturally Adapted Social Marketing (CASM) involves 
use of marketing and communication strategies that 
can convincingly overcome cultural barriers to social 
behavioral change. 

Hypothesis 3 

Cultural barriers come in the way of behavioral change. 
Assimilating cultural forces increases the effectiveness 
of social marketing.

While the first three hypotheses are concerned more 
with the effectiveness of the social marketing strategies 
of NGOs, the fourth hypothesis argues that the best 
predictors of the organization’s sustainability through its 
ability to raise funds are its institutional image, reputation 
for effective delivery of services and its legal identity. 
This hypothesis is based on the findings of Tandon, 
Rajesh (2002)158, who pointed out some of the difficulties 
faced by Indian NGOs in raising funds. Currently the 
NGOs that are registered under the Society and Trust 
Act are clubbed along with other voluntary organizations 
such as clubs, schools and hospitals. They do not enjoy 
a separate legal identity that demands compliance with 
reporting and disclosure standards.

Hypothesis 4 

The fund raising ability of NGOs is a function of identity 
with societal forces and the status of legal recognition.

Hypothesis five links the fixed costs of an NGO to the 
effectiveness of their social programs. As a thumb rule, 
the incidence of fixed cost is an indicator of the cost 
of delivery, heaviness of its overheads and marketing 
efficiency. This inference seems permissible, based on 
the findings of Vaidyanathan, R (2005)175 regarding NGO 
accountability, costs and expenditure. He is of the opinion 
that due to high fixed costs of Indian NGOs, much of the 
money is being absorbed for their overheads, instead of 
being spent on the beneficiaries, thereby reducing the 
effectiveness of the social programs. 

Hypothesis 5 

High fixed costs of NGOs adversely affect the 
effectiveness and continuation of social programs. 

Yet another success factor that remains to be tested by 
the study is the nature of the relationship maintained by 
the NGO with its stakeholders. The primary stakeholders 
of an NGO are the government, the beneficiaries of the 
social programs and the benefactors, or the funding 
sources. Raval, Dinker et al (2007)134 advocate what they 
call “relationship oriented” social marketing strategies, 
which in their opinion are more durable and sustainable 
than strategies that are “transaction based.” 

Hypothesis 6 

Performance of successful NGOs is influenced by the 
quality of relationship they have with their stakeholders.

Apart from identifying success factors, one of the 
main objectives of the study is to determine some of 
the traits of successful NGOs. Successful NGOs are 
characterized by style of leadership. 

Hypothesis 7

The success of an NGO is due to its leadership style. 

The next hypothesis makes an assumption that 
successful NGOs are those whose marketing strategies 
are developed within the framework of the overall 
corporate strategy and which take into consideration 
factors in the macro environment. These include social, 
economic, cultural, political and legal factors. In other 
words, marketing strategies cannot be formulated in 
isolation.

30	 DHARANA - International Journal of Business from MPBIM - ASSOCIATE: BHARATIYA VIDYA BHAVAN



Flow Diagram of SEM

Input Output Outcome

Examples
*Resources
*Training
* Infra-

structure
•Technical        
assistance

* Clarity of 
objectives

*Leadership

*Mngmt. 

*Partnerships 

*Relationships 

Examples
*No. of
SHGs
*No. of 
training 
programs

Examples
•No. of 
women 
starting 
business
•No. giving 
up drugs

Latent 
variables

Latent 
variables

2x1x 2n1n

E 1

E 2

E 4

E 5

E 3
 

Hypothesis 8

Strategies of successful NGOs are drawn from the 
organizational and societal framework.

Since formulating the above mentioned hypotheses, 
based on an extensive survey of available literature 
and research studies, it has been possible to develop 
specific hypotheses related to factors affecting 
performance effectiveness of socio-economic projects, 
following the “Structural Equation Model”. The starting 
point for developing this model is the LogFrame 
(Logical Framework) Matrix or Analysis, used by many 
international financing institutions for assessing 
performance of socio-economic projects. There are 
three components in the Matrix – 1) Input, or what 
is put into the organization (for example, resources, 
training, infrastructure, technical assistance), 2) 
Output, or what the organization puts out (for example, 
number of brochures or training programs, or number 
of Self Help Groups formed) and 3) Outcome, or impact 
created by the Output or what comes out of the Output 
(for example, number of loans received, women 
starting businesses, or children enrolling in schools). 
According to the Matrix, Input influences Output, which 

in turn influences Outcome. Ideally, according to the 
LogFrame model, NGOs need to measure performance 
effectiveness not only in terms of Outcome, but also 
in terms of Output. Output measures the immediate 
(short-term) effectiveness in terms of means adopted to 
create the desired impact and Outcome measures the 
eventual (long-term) impact, which, ideally, is sustained 
even after the project support is withdrawn.

The Structural Equation Model was developed in three 
stages – i) Identifying the relevant variables, including 
quantitative variables, dependent and independent 
variables and latent or unobserved variables that have 
a bearing on any of the three components described 
above. ii) Developing a flow diagram to illustrate how 
the variables are linked together and iii) Developing 
equations indicating the relationship between these 
variables, from which hypotheses could be derived.

The flow diagram below shows the different variables 
and how they are linked –

The following hypotheses are made, based on the flow 
diagram –
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Hypothesis 1 

Input size significantly influences output.

This implies that the amount of resources in terms of 
funds or expenditure would determine both the quality 
and quantity of output, as measured by the quality and 
number of training sessions, for example.

Hypothesis 2 

Output significantly influences outcome. 

For example, it is expected that the number of SHGs 
formed would determine the number of women 
entrepreneurs starting their own businesses.

In addition to the variables in the LogFrame Matrix, 
there are other “latent” variables that could also have 
a bearing on either output or outcome, as specified 
in the flow diagram. These latent variables include 
marketing related traits, some of which are specific to 
social marketing. The following hypotheses are based 
on these latent variables.

Hypothesis 3 

Clarity of objectives leads to significant output.

Specifying objectives is a part of marketing planning 
and is applicable to social marketing as well. Unless the 
social marketing organization is clear about what they 
want to achieve, they cannot design the right number 
and quality of training programs, message leaflets, etc. 
to be able to achieve success. 

Hypothesis 4

Leadership style significantly influences output.

The quality and quantity of output are both affected 
by the type of leadership, which may range from a 
democratic to an autocratic style of leadership.

Hypothesis 5 

Quality of management significantly influences output.

Similarly, the way the organization is run would decide 
how quickly and efficiently the outputs are created.

Hypothesis 6

The purpose of the partnership significantly influences 
outcome.

Partnership is one of the important Ps of social 
marketing and refers to networking and alliances 
with other organizations. Alliance with another NGO, 
private sector, or the government will lead to better 
geographical coverage and functional sharing, if the 
purpose is to combine strengths to create better impact.

Hypothesis 7 

The type of stakeholder relationship influences 
outcome.

This refers to “Publics”, which is another important 
“P” for the success of social marketing. A relationship 
based on involvement of stakeholders, particularly the 
community, opinion leaders and local bodies, would go 
a long way in creating better impact through unity of 
message and an environment favorable for success. 
This would involve using a participatory approach, 
whereby the NGO works in close consultation with 
the community in designing and implementing their 
programs.

The hypotheses identified above will be tested 
separately and linked with the overall hypotheses 
stated earlier.

Definition and Scope of Social Marketing (SM)

SM is engaged in the complex task of transforming 
human behavior and practices. Two concepts underlying 
SM are “sustainability” and “institutionalization.”

Sustainability means that the change has to voluntarily 
be maintained without the prop or support of the 
organization. It is easy to bring about a one-time change 
in behavior, but more difficult to sustain that change.

Institutionalization means getting local organizations 
(e.g. village panchayats or groups) to take over the 
social marketing process, so that it continues even when 
there is no financial and strategic support from outside 
agencies. It involves capacity building or training local 
staff and organizations in critical marketing skills.
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Hoffman, Jeffery (2006)69 defines SM in terms of the 
following eight “P”s by citing the example of a water 
management project.

a)	 Product – The “product” is the concept of using 
water in a conserved manner. The target audience 
must be made to realize that there is a problem 
and to “buy” the habit of careful use of water as a 
solution to the problem.

b)	 Price – It refers to the “cost” of obtaining the 
product, which could include the time, effort 
and inconvenience involved in adopting the new 
practices. 

c)	 Place – This refers to how the target audience is 
reached with relevant information or training. 

d)	 Promotion – In social marketing, the integrated use 
of advertising, personal selling, sales promotion 
techniques and public relations helps to create 
greater awareness and sustain behavior.

e)	 Publics – These are the internal and external 
stakeholders involved in the social marketing 
campaign. The external publics include the 
government and policy makers, the beneficiaries 
of the program and the funding sources. The 
internal publics are those who are involved in the 
implementation of the social marketing program. 
Their commitment to the marketing program 
increases the chances of success.

f)	 Partnership – The task of bringing about social 
change is too complex to be undertaken by a single 
organization. Therefore, social marketers need to 
partner with other agencies and organizations with 
similar goals, so as to achieve maximum impact.

g)	 Policy – Social marketing programs may be 
successful in bringing about change in the short run. 
However, unless the policy environment is conducive, 
it is unlikely that the behavior change will sustain 
over the long term. Therefore, social marketers need 
to assess the current policy environment and try to 
either adapt to the current policy environment, or 
lobby for policy changes, to enhance the success of 
their social marketing programs.

h)	 Purse – The success of the social marketing program 
depends largely on the extent of funds available, as 
well as the continuity of funds. Social marketers 
need to develop effective fund raising strategies.

As opposed to commercial marketing, SM has to 
overcome negative demand in the sense of resistance 
to an idea. Social marketers often deal with highly 
sensitive social issues, which are likely to offend 
cultural sensitivities. In order to be successful, they 
have to understand and adapt strategies to cultural 
norms. Social marketers bring about changes that lead 
only to invisible benefits and that too in the relatively 
longer run. SM does not always lead to direct benefits. 
Energy conservation and observance of traffic rules are 
examples of change that lead to benefits to society at 
large, of which the individual is a part.

The scope of this study is limited to those organizations 
that are engaged in socio-economic development and 
not in social service. See diagram Next page.

Literature Review

The study was initiated with an extensive survey of 
available literature on the subject to gain insights 
into the various aspects of social marketing and the 
activities, problems and practices of the voluntary 
sector, as dealt with in scholarly articles, research 
findings, case studies, reports of institutions concerned 
with this sector and news items.  This preliminary 
exercise helped to identify ideal practices for success, 
as well as the pitfalls that lead to failures. The exercise 
also became the basis for designing the questionnaires 
for the field survey. A wide range of social marketing 
aspects and the functioning of the voluntary sector 
was covered by the literature survey, as indicated 
by the following list – history and growth of the 
voluntary sector, legislative requirements under Indian 
conditions, typical structure of NGOs, role of NGOs in 
rural development as visualized in the Five Year Plans, 
trends in NGO activities, NGO role in water issues, 
micro financing and poverty alleviation, strengths and 
weaknesses of NGOs in India, scope and potential 
for involvement of  NGOs in World Bank activities, 
relevance of  social marketing in the voluntary sector, 
various service delivery models, government policies 
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Public Sector 
Organizations

Voluntary Sector 
Organizations

1. 
Includes even 
sports bodies, 

clubs, apartment 
owners’ assns. 

etc.

2. 
Those running 
educational 

instns., hospitals 
etc.

3. 
Those engaged 
in social service 

– helping 
aged, disabled, 
destitutes, sick, 
street children 

etc.

6A. 
“Mother” 

NGOs providing 
technical 

assistance, 
capacity building, 
fund raising and 
such assistance 
to grass-roots 
NGOs directly 
in touch with 
communities

4. 
Those engaged 
in relief work in 
times of disaster 

like floods, 
earthquakes

6B.  
Apex NGOs 
operating 

like a state 
or interstate 
“wholesaler” 

utilizing services 
of grass-roots 
NGOs directly 
in touch with 
communities, 
to implement 

programs

5. 
Those engaged 
in advocacy – 
championing 

rights of women, 
tribals,  socially 
depressed etc.

6C. 
Grass-roots 

NGOs at district 
or taluk or village 

level, directly 
in touch with 
communities, 
engaged in 

socio-economic 
development – 

health, improved 
technology, instn. 
building, SHGs, 

environment 
conservation, 

common resource 
management

Private

Non-Government 
Organizations

6.  
Those engaged in 
socio-economic 
development – 

health, improved 
technology, instn. 
building, SHGs, 

environment 
conservation, 

common resource 
management - 
loosely referred 

to as NGOs

and regulations, funding sources, donor perspectives, 
funding guidelines of international funding agencies, 
fund raising strategies, relationship with external and 
internal stakeholders, success and failure factors, 
success stories, models and case studies.  

A few other aspects requiring special emphasis are 
dealt with in the following paragraphs.

Types of NGOs

In developing countries, the types of NGOs in the 
voluntary sector are broadly as follows – (a) grassroots, 
or frontline NGOs are those that work directly with 

local communities (b) larger or apex NGOs that deal 
with communities through grassroots NGOs (c) support 
NGOs provide services such as capacity building to 
grassroots NGOs (d) funding NGOs focus on funding 
grassroots and support NGOs. 

 Measuring Performance

Measuring performance in SM is more difficult than in 
commercial marketing, since the result to be evaluated 
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is collective behavioral change. Expectations and results 
in commercial operations can be quantified as sales, 
profits, costs or similar measurable values. The absence 
of standard and established performance indicators for 
NGOs makes the task difficult. A tool developed in the US 
and adapted by several donors is the Logical Framework 
Analysis. This model breaks up different components of 
socio-economic projects into inputs (resources) outputs 
(activities) and outcome (achievements).

Funding and Accountability

Corruption and poor efficiency in use of funds have 
been one of the main obstacles to receiving funds 
from international donors (World Bank Report 1995192). 
Accountability is one side of the coin and is system 
oriented. On the other side, what is needed is a constant 
flow of information and images that strengthen the 
stakeholders’ perception of the NGO. This calls for 
“image marketing”, which is the other side of the 
same coin. Image marketing is in effect, “backward 
marketing”, as opposed to the “forward” part, which 
engages in behavior transformation among the target 
segment. Scholars emphasize that “building a donor 
constituency” is an important marketing function of the 
voluntary sector.

Scholarly articles cite poor image and lack of credibility 
of NGOs in developing countries as one of the biggest 
obstacles to fundraising. Good governance, combined 
with accountability and image building is needed to 
ensure continuous fund flow. Image marketing is crucial 

Stakeholder Accountability Perception

Donor 
Effective use of funded resources - ensuring there is no diversion – Sustainability of 
the impact in the post-project phase 

Government
Monitoring for ensuring that funds are not used for non-authorized purposes – 
Ensuring that there is no incompatibility with public policies and schemes

Target Beneficiaries
Voice in designing the Program – Program contents are culturally compatible – 
adoption of new behavior is worth the change 

Field and Management 
Staff

Training to handle the “marketing” – adequate support facilities and tools are 
available – participation in designing the Program – realism in objectives and targets 

NGO Promoter
Ensuring continuity and adequacy of funding – reasonable freedom in programming 
and operation – acquiring good image through creating sustainable impact

for financial sustainability. Image marketing to potential 
donors is as important as marketing new practices to 
the target community to bring about behavior change. 
(for sustainability aspects see Figure 4, paragraph 
14.13)  

The stakeholders’ perception of accountability is 
summarized below, on the basis of the model provided 
by Keating and Frumkin (2000)85

Culturally Adapted Social Marketing

The concept of CASM suggests that marketing 
strategies should be adapted to the cultural context 
in which they are developed, since cultural barriers 
are one of the biggest obstacles to social behavioral 
change. This process of adaptation calls for pre-project 
research to understand the needs, beliefs and practices 
of the target community and incorporate them into the 
program theme, design and implementation. 

Sustainability

There are two different aspects of sustainability for 
NGOs. First, the objective of NGOs is to bring about 
sustainable social change. This means that the changed 
practice (for example, giving up smoking or adoption 
of prescribed sexual habits) has to sustain without 
the support of the external organization in the post-
program phase. In other words, the change should be 
permanent. The second aspect of sustainability relates 
to the sustained ability of the NGO itself to continue to 
pursue its mission.
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Methodology

Secondary and primary researches were used as part of 
the research methodology. Various secondary sources 
such as related books, journals, theses and dissertations 
of both Indian and foreign universities, websites of 
NGOs, NGO federations and organizations, the World 
Bank and NGO directories were consulted. Discussions 
were also held with experts in areas relevant to the 
study. As a result of the secondary research, in addition 
to accessing 60 websites, it was possible to gather 
well over 200 references, out of a search of over 300 
references of scholarly articles, papers presented 
at conferences, reports, books and articles. These 
references were then listed and numbered. 

Secondary research was used to compile the universe 
and select the sample. As a first step in sample 
selection, the universe of NGOs in the selected States 
of Tamil Nadu and Karnataka had to be compiled. This 
proved to be a difficult task, since there is no single, 
reliable, authentic and consistent source of information 
on NGOs in India. From available data, voluntary 
organizations engaged in socio-economic development 
were isolated. The number of such NGOs in Tamil Nadu 
and Karnataka, was 365 and this formed the initial 
universe of NGOs. Since the proposed study focuses 
only on organizations doing social marketing, this list 
had to be further narrowed down, by excluding those 
organizations that were engaged in social service. The 
final sampling frame boiled down to 67.

For the selection process, a multiple factor profile, based 
on seven main criteria, was prepared for the NGOs, 
assessed and weighted by 40 experts – 20 academicians 
and 20 management professionals. These NGOs were 
rated on these criteria and scores were computed as 
a basis for the final sample. They assigned relative 
weightages to these criteria. The average weightage for 
each of the seven criteria was calculated and this formed 
the basis for profiling the NGOs.

The next step in the sample selection procedure was 
to rate the NGOs in the universe on each of these 
criteria. This was an elaborate exercise, which was 
carried out by searching websites to gather detailed 
information. An objective five point rating/classification 

scale was developed for this purpose . The average 
weightage for each criterion was then applied to the 
rating of each NGO on each criterion, in order to arrive 
at a score for each NGO. Thus, for each NGO, a total 
score was computed. The coefficient of variation was 
then calculated for each NGO, in order to assess the 
degree of balance in the overall effectiveness of each 
NGO on the various criteria. The NGOs were ranked in 
descending order from the highest score to the least 
score (with the highest score being the best) and 
from the lowest coefficient of variation to the highest 
coefficient of variation (with the lowest coefficient of 
variation being the best). The two rank values were 
then combined. Based on the combined rank value, 
the NGOs were finally re-arranged, from the least 
combined rank value to the highest combined rank 
value (with the least combined rank value being the 
best). The ranking procedure allowed enough flexibility, 
without introducing bias, in selecting the sample for the 
study. Such flexibility was needed to deal with possible 
reluctance of the selected respondent to cooperate 
in sharing information and to avoid going through the 
whole selection procedure all over again. Fortunately, in 
actual practice, all the selected respondents extended 
cooperation in providing and sharing information within 
the constraints of their policy on such matters.

The profiles of the ten NGOs selected by the sampling 
procedure detailed above are in the main text in  
tabular form.

Primary Research

The primary research included both quantitative 
research in the form of a survey using a structured 
questionnaire with closed ended questions, as well 
as qualitative research using techniques such as 
observation and depth interviews. Since the study is 
a three dimensional one that involves assessing the 
perceptions of NGOs, donors and experts, both the 
quantitative and the qualitative research had to be 
designed in such a way as to gather information from 
all these three respondent categories. 

Questionnaire Design

The questionnaire was minutely tested against what 
was “promised” in the protocol submitted to the 
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university. The hypotheses, objectives of the study 
and other outcomes listed in the synopsis were 
extracted and formed the basis for design and test of 
the questionnaire. These issues were then grouped 
under various categories - background information 
on the respondent, role, objectives, programs, 
measuring program effectiveness, application of social 
marketing practices (if any), relationships, image of the 
organization, leadership and management, capacity 
building, fund raising, sustainability and accountability.

As a next step, the questionnaire was pre-tested with 
four NGOs/experts, for both contents and interview 
methodologies. Based on the feedback, refinements 
were carried out. A copy of the final modified 
questionnaire is attached.

A separate, simpler questionnaire was also prepared 
for donors/funding agencies and for experts, in order 
to assess their perception of various aspects covered in 
the main questionnaire. This is also attached. 

Qualitative Research

While the questionnaire and interviews helped to 
shed light on the various aspects of functioning of the 
NGOs in the sample, they did not record information 
on qualitative aspects emerging at the interviews, such 
as the attitude of the respondents, their personality 
traits, body language and some indication of the 
type of leadership style. In this connection, it may 
be mentioned that fortunately, access to the CEO or 
equivalent senior level official was possible on behalf 
of every respondent. Extensive field notes made by 
the interviewer in the course of the interviews on 
such aspects were incorporated, by developing a 
comprehensive, numerical five point rating scale, which 
would enable the data to be quantified. 

Depth Interviews

In addition to the questionnaires developed for the 
NGOs, experts and donors that generated a lot of 
discussion and rich information, a question guide for 
conducting separate one-to-one depth interviews with 
NGO experts/donors was designed. The purpose of these 
interviews was to incorporate “phenomenological” 
research into the qualitative research design, whereby 

the experts were asked to describe their personal 
experiences of phenomena related to the NGO sector. 
These interviews included probing questions to gain 
additional insights into the sector from the experts. 
The responses were analyzed and integrated with the 
quantitative data. 

Integration of Qualitative and Quantitative 
Research

Since social marketing is primarily concerned with 
behavioral change, research into its effectiveness would 
not be complete with gathering data of a quantitative 
nature from surveys and structured questionnaires. In 
order to gain deeper insights into complex behaviors 
and unconscious motives, qualitative methods such as 
focus groups, depth interviews and observation would 
be needed to supplement quantitative research and 
to extract rich information. An integration of the two 
approaches is advocated, especially for socio- economic 
situations, by Weinrich, Nedra Klein, (1996)184 in a 
scholarly article, for their very divergence of approaches 
which has the effect of complementing each other.

Although quantitative and qualitative researches have 
their relative strengths and weaknesses, combining 
the two methods in a single research study helps to 
get the best of both approaches. Quantitative research 
has the ability to measure opinions, facts, awareness, 
and other data which can be gathered through pre-
determined questionnaires, quantified and analyzed 
through statistical tests for proving or disproving 
various hypotheses regarding the relationship between 
variables. The results of the sample may also be 
generalized to a larger population. However, the 
disadvantage of this research method, according to 
Weinrich, is that it “decontextualizes” human behavior, 
or studies it in an artificial context, ignoring the 
influence of variables other than those specified. 

Qualitative research on the other hand helps to 
understand the target audience’s psyche. Since it is 
unstructured and is conducted in a more free-wheeling 
manner, it helps to provide richer information on 
situation specific behavior and the meanings that 
people assign to social phenomena. The disadvantage 
of qualitative research is that the data gathered cannot 
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be quantified and analyzed and that measurement of 
data is subjective, depending on who conducts the 
research. It requires highly trained investigators to 
conduct the research in a skilful manner.

The current study aims at a holistic approach by 
integrating both the above types of research for 
greater depth of understanding and a higher degree of 
generalizability to a larger population.

Procedure for Developing Benchmark Matrix

One of the main objectives of the current study is to 
identify the traits of successful NGOs, with a view 
to establishing benchmark practices and a social 
marketing model for others to follow. In this regard, 
fifteen different marketing related traits or benchmark 
criteria were identified – Marketing Concept, Market 
Analysis, Marketing Planning, Social Marketing 
Strategy – Product (Program), Social Marketing 
Strategy - Promotion, Social Marketing Strategy – Place 
(Delivery of Services), Social Marketing Strategy - Policy 
(Government Relations), Social Marketing Strategy 
- Publics (Stakeholder Relations), Social Marketing 
Strategy – Purse (Funding), Social Marketing Strategy 
– Partnerships (Networking and Alliances), Institutional 
Image, Marketing Capacity Building, Marketing 
Evaluation, Monitoring and Control (Performance 
Measurement), Sustainability and Management and 
Leadership.

The above traits were based on research findings 
elsewhere, including other parts of the world, scholarly 
articles, World Bank recommendations, as well as 
the insights of a senior marketing expert. In addition, 
nearly ninety different checkpoints or sub-traits were 
identified for all the criteria.

The second step in developing the Benchmark Matrix 
was to connect each of the checkpoints or sub-traits 
to the responses from the questionnaires for NGOs, 
the observation chart and the post interview notes 
that were developed for each NGO after the interview. 
This way, the quantitative data and the qualitative data 
were integrated. 

Next, a scoring method was devised for the answers 
to the different types of questions – dichotomous or 

yes/no questions, the questions that involved checking 
multiple options and the open-ended questions, thus 
converting responses into numerical values.

The scores for all the ten NGOs in the sample were 
calculated for the different traits, through a build-up of 
values for each sub-trait.

The entire procedure is set out in the following flow 
diagram.

Test Results of Hypotheses and Interpretation

The information in the available data sets including 
the Benchmark Matrix, the Observation Charts with 
their qualitative data, the post interview notes and 
the questionnaire response matrix was subject to 
statistical tests covering regression, correlation, t test, 
F test and collinearity, using the SPSS 17.0 statistical 
software package. 

The objective was to test each of the six hypotheses 
derived from the Structural Equation Model (SEM) 
outlined earlier in the section on Hypotheses. These 
specific hypotheses were linked with the earlier list 
of General Hypotheses derived from a preliminary 
literature review.

The current data set was subject to validity and 
reliability tests, which yielded high coefficients as 
indicated by Cronbach’s alpha of 92.6%. This denotes 
that the current data set used for the analysis is greatly 
reliable.

The following few observations are necessary as a 
guide before interpreting the results to test the SEM 
Hypotheses. First, the basic assumption of the SEM 
hypotheses that Outcome could be considered as one 
consolidated dependent variable needs to be refined. 
Since the primary concern is effectiveness of social 
marketing when we refer to Outcome, there is also 
need to define what we mean by effectiveness in 
terms of the individual components of Outcome. The 
components of Outcome represent the definition of 
effectiveness. Different independent variables could 
and indeed would have a different relationship and 
effect on individual components of Outcome and not on 
Outcome as a consolidated entity. If this is so, there are 

38 DHARANA - International Journal of Business from MPBIM - ASSOCIATE: BHARATIYA VIDYA BHAVAN



Research 
Methodology

1 
Preparatory  

Search

Forming Subject-Wise 
Report Structure

2 
Secondary 
Research & 

Holistic Probability 
Sampling

Collecting list of 365 
NGOs in KT & TN and 
sifting them for SM 
Related activities

Multiple Factor Profile 
(MFP) – Relative 

Weights Assigned by 
40 Experts

Collecting Data & Info 
from SEC Sources, 

searching 300 
References and over 

60 Websites

Applying MFP to 
NGOs to Evaluate, 

Score – Ranked ACC 
to Score

Calculating CV among 
traits to determine 
balance of traits – 

Ranked ACC to balance

Classifying them ACC 
to Structure, preparing 
a “Reference Analysis 

Matrix” (RAM)

Combining the 2 Ranks 
to arrive at overall 

Rank of each NGO – 
basis for sample for 

Study

Material collected 
for Secondary and 
Primary Research 

and for Writing 
Thesis

Secondary Research, 
Basis for Primary 

Research

3 
Primary  

Research –  
Three- Dimensional

Qualitative 1 
Observation Chart of 
Interviews, Covering 

Mgt. Traits

Quantitative 1 
Questionnaire for 
NGOs, Designed, 

Pre-Tested 

Qualitative 2
In-Depth Interviews 
with Experts, Donors

From Traits Matrix, 
Identification of 

Benchmark Traits

Integrating Quantitative & 
Qualitative Aspects 

Quantitative 2 
Questionnaire for 
Donors & Experts

bound to be situations that require the acceptance of 
the null in respect of some elements of Outcome and 
the alternate in the case of some others, depending 
on the relationship of the independent variable and 
the dependent variable component. It follows from 
the above, therefore, that each SEM hypothesis will 
have to be qualified and interpreted with reference to 

the components of Outcome and not to Outcome as a 
whole. Secondly, the presence of spurious correlation 
of any independent variable would mean that we have 
to accept the null even if the F value indicates its 
rejection.

Applying the foregoing criteria, alternate hypotheses 
have to be rejected even if so indicated by the F value, 
if there is spurious correlation and consider it as null. 
Similarly, the alternate hypothesis would be acceptable 
only if it is accompanied by non-spurious correlation. 
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On the above basis, the test results of the SEM 
Hypotheses are as follows - 

a)	Level of expenditure significantly influences social 
marketing effectiveness. As expenditure is dependent 
on fund availability, it underlines the importance of 
funds for successful marketing operations.

b)	There is no relationship between clarity of objectives 
and outcome or marketing effectiveness. A possible 
interpretation is that irrespective of the clarity in the 
formal statements, a certain sense of purpose and 
clarity at the actual operational level could influence 
social marketing effectiveness. 

c)	Leadership style significantly influences social 
marketing effectiveness in respect of government 
relations, ensuring fund availability and striking 
strategic alliances – the three aspects that 
are peculiar to social marketing and perhaps 
indispensable for its success. 

d)	Quality of Management, like leadership, significantly 
influences social marketing effectiveness in respect 
of policy, purse and partnership. As this indicates 
that management has only a selective influence, we 
may have to infer that perhaps there are factors other 
than management that affect the performance and 
success of other aspects such as program, promotion 
and service delivery.

e)	There is no relationship between connectivity across 
organizations and social marketing effectiveness. 
Connectivity being one of many factors, it may not 
be an important and exclusive influence on social 
marketing success. Even with good connectivity, 
weaknesses in other factors could adversely affect 
success.

f)	 Relationship, as an independent variable, significantly 
influences social marketing effectiveness in respect 
of policy, program and partnership. Stakeholder 
involvement is important for program concept, 
design and implementation.

Reconciling General Hypotheses with SEM

Having dealt with the SEM Hypotheses, it is now 
necessary to explain how the General Hypotheses 

formulated at the beginning of the study have been 
covered. 

General Hypothesis 1relating to the existence of 
“market-like” circumstances is not so much of an 
assumption to be tested, since it is explained in the 
section titled “Hypotheses” in the text that extensive 
survey of scholarly articles, experiences of the voluntary 
sector and research studies are forthright in stating that 
market-like circumstances are prevalent in the case 
of NGOs involved in bringing about behavior change 
for better health, etc. and in promoting technology 
(e.g. bio gas), ideas and concepts (e.g. rain water 
harvesting, self help groups, building rural institutions, 
environment conservation). In the case of such NGOs, 
their activities do have the elements of Product, Price, 
Place (Distribution) and Promotion. The responses to the 
questionnaire also show that all the NGOs interviewed 
do apply several marketing strategies, although many 
practise them informally and sometimes without being 
conscious of the fact that they are marketing related. 
The above being a well documented and recognized 
fact, this hypothesis has not been tested further. 

Regarding General Hypothesis 2 relating to adaptation 
instead of transfer of strategies and General 
Hypothesis 3 concerning cultural adaptation, while 
data is available for the dependent variable in respect 
of these Hypotheses, gathering specific and detailed 
information on aspects of adaptation of commercial 
marketing practices and adjustment for local cultural 
needs for each of the ten NGOs was beyond the scope 
and capability of this study. Such detailed information 
is necessary to assess the extent of adaptation in each 
of ten cases, in order to be able to subject the data for 
the two variables to a statistical test. As such, these 
hypotheses could not be tested and these may well 
form an extensive and suitable subject by itself for a 
separate study. 

Regarding General Hypothesis 4 on fund raising ability 
of NGOs, it is to be noted that NGOs registered under 
the Society and Trust Act are clubbed along with other 
voluntary organizations such as clubs, schools and 
hospitals. They do not enjoy a separate legal identity 
that demands compliance with reporting and disclosure 
standards. As such, there is neither legal distinction nor 
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a special status for NGOs engaged in socio-economic 
development. The assumption was that without 
this, funding agencies may be hesitant to provide 
substantial funds. It was also assumed that the fund 
raising ability of NGOs may depend on certain forces in 
the macro environment, notably political forces and the 
government. No reliable data is available on societal 
aspects for quantification. In these circumstances, an 
assessment of the effect of legal identity and impact 
of societal forces on fund raising capacity was not 
feasible. 

General Hypotheses 5 relates to the impact of high fixed 
costs of NGOs. While the survey was able to collect an 
indicative range of administrative expenses (fixed costs, 
as an indicator of efficiency in operation) from the NGOs 
interviewed, due to the reluctance of the respondents 
to divulge information on donors and donations (for 
assessing continuation of social programs), it was not 
possible to put General Hypothesis 5 to a statistical test. 

However, a similar Hypothesis tested conducted in 
the USA among 2359 NGOs over a few years utilizing 
information from IRS sources available in the public 
domain, came to some interesting conclusions. 
(Strategic Positioning and the Financing of Non-
profit Organizations: Is Efficiency Rewarded in the 
Contributions Marketplace? By Peter Frumkin and Mark 
T. Kim, The Hauser Center for Non-profit Organizations 
and The Kennedy School of Government, Harvard 
University, October 2000, Working Paper No. 2)63 

The results of the regression model in that study 
indicated that “reporting low administrative to total 
expense ratios and positioning an organization as 
efficient does not lead to greater success in garnering 
contributions. In none of the six fields of activity did 
we observe a statistically significant effect of efficiency 
on contributions..... They indicate that non-profit 
organizations that spend more marketing themselves 
to the donating public do better at raising contributed 
income”.

General Hypothesis 6 that success depends on 
stakeholder relationship and General Hypothesis 7 that 
success is due to leadership style are covered by SEM 
Hypotheses 6 and 3, respectively.

General Hypothesis 8 that strategies of successful 
NGOs are drawn from the organizational and societal 
framework is covered by SEM Hypotheses 3 to 6, 
which deal with different organizational and societal 
aspects - leadership style, quality of management, 
connectivity across organizations and relationship with 
stakeholders.

Benchmark Matrix and Interpretation 

One of the main objectives of the current study is to 
identify the traits of successful NGOs, with a view 
to establishing benchmark practices and a social 
marketing model for others to follow. The Benchmark 
Matrix presents the following:

•	 Collective score for all sample NGOs for each of 15 
marketing traits

•	 Collective score for all NGOs for each checkpoint (or 
sub-trait) under each marketing trait 

•	 Scores of each NGO for each of 15 marketing traits
•	 Scores of each NGO for each checkpoint (or sub-

trait) under each marketing trait

The following is a summary of the benchmark traits and 
responses to the Questionnaire

a)	 The study indicates that NGOs are relatively weaker 
in the following aspects as reflected by scores only 
in the “satisfactory”, “moderate” and “poor” ranges 
– marketing concept, sustainability, program, 
capacity building and delivery of services – where 
there is much room for improvement. Analysis of 
sub-trait scores reveals specific directions offering 
scope for improvement.

b)	 Delayed and invisible benefits and their not being 
felt, although present, were cited as the main 
difference between commercial marketing and 
social marketing.

c)	 The NGOs interviewed were aware of the criticality 
of overcoming social and cultural barriers, rating 
these as extremely important.

d)	 Program theme, design and implementation are 
mainly influenced by internal management and 
field staff, community leaders and the general 
community.
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e)	 As regards communication media, emphasis is 
mainly on use of non-conventional media such as 
one-to-one and group meetings and posters

f)	 The nature of relationship with the government is 
by and large cooperative

g)	 In most cases, the time spent on fund raising is 
continuous throughout the year

h)	 The reporting relationship is mostly to the Board of 
Management and funding sources

i)	 Four of ten NGOs in the sample reported that there 
was no difficulty in fund raising capacity; where there 
was difficulty it was mainly due to lack of contacts

j)	 The need for outside expertise was felt mainly for 
program impact measurement and communication 
methodologies

k)	 Leadership and effective management, contact with 
community and clarity of objectives were rated the 
highest as being critical factors for success

Social Marketing Model 

NGOs scoring the highest (Benchmark) in respect of each 
trait were identified and their practices were listed. No 
single NGO emerged as being the Benchmark model for 
all or most traits. In the case of the following traits, 
even the highest score was below the satisfactory level, 
indicating areas of deficiency –sustainability, program, 
capacity building and delivery of services.

The actual practices adopted by the concerned NGO 
for each of the benchmark traits have been specifically 
identified and listed in the text of the thesis. 

Donor, Expert Responses

a)	 All the twelve respondents (Questionnaire attached) 
confirmed that marketing practices are relevant to 
socio-economic development activities. 

b)	 A majority was of the view that funding, especially 
foreign funding, is determined by many factors and 
that the application of marketing principles to NGO 
activities is only one of them. According to one of 
the experts, the Regional Director of an international 

NGO with a commercial marketing background, 
donors currently give more consideration to factors 
such as the goal of the project and the selection 
of the appropriate target audience, rather than 
the method or approach used to achieve that goal. 
Another factor considered by overseas donors, 
according to the same expert is partnership with 
the private sector. Since private sector participation 
in socio-economic development is likely to increase 
in future, the expert predicts that social marketing 
will play a bigger role and that donors may give this 
factor more importance than at present. A senior 
manager with the National Bank for Agriculture 
and Rural Development (NABARD), that provides 
funds to NGOs engaged in rural development, is of 
the opinion that factors such as the credibility of 
the NGO play a more important role in the decision 
to grant funds than the application of marketing 
methods. 

c)	 One expert with a Bangalore based NGO in the 
area of counseling believes that all NGOs apply 
marketing practices without knowing it and that 
those applying them in a systematic manner tend 
to attract more funds than those who do not. 
Apart from applying marketing principles in their 
activities, she also emphasizes the need for NGOs 
to market themselves, or to project the image of 
the organization more vigorously. This should be 
done through brand building strategies that make 
themselves more visible to funders, since high 
recall and visibility of the NGO, according to her, are 
factors that are given prime importance by funding 
agencies. This is particularly essential for the less 
established NGOs. Such brand building strategies 
should also focus on building the credibility of the 
NGO in the eyes of the funding agency. Credibility 
is particularly important in the Indian context, since 
Indian NGOs tend to suffer from low credibility and 
a reputation for misuse of funds. She adds that 
NGOs need to hire more marketing professionals for 
the systematic application of marketing principles 
and brand building strategies.

d)	 The target group and government at different 
levels were ranked as the most important among 
stakeholders. 
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e)	 The predominant view is that there is no 
distinguishing legal identity. There is no national 
parent body or licensing authority for NGOs. There 
is no legal framework that binds NGOs and makes 
them accountable to a central authority. 

f)	 Experience and financial capabilities are rated as 
the most important traits considered by donors for 
an NGO. 

g)	 Periodic measurement of impact (outcome) as 
well as input (LogFrame analysis) is one of the 
suggestions most often made for assessment of 
performance effectiveness. 

h)	 For administrative expenses, a range of 8-20% was 
considered a reasonable limit. 

i)	 Leadership, management and clarity of objectives 
have emerged as the most crucial factors for 
organizational sustainability. 

j)	 The respondents were asked to rate the standard 
of the following specific aspects of management 
among NGOs in general, not specific to any or all 
of the NGOs that form part of the sample for this 
study – effective resource use, measurement of 
program impact, periodic comparison of progress vs. 
goals, efforts and systems to ensure cost effective 
operations and availability of a systematic tracking 
mechanism for the foregoing. 

k)	 The average rating of around 3 on a 5-point scale 
showed that NGOs in general in this part of the 
country have not reached a satisfactory level. This 
is because while many of them have systems in 
position, they do not seriously pursue them as an 
important component of the management process. 

Extent to which Study Objectives have  
been met

•	Identify the traits of successful NGOs and analyze 
their marketing strategies – This has been met 
(section 20, also Figures 7 and 8, paragraph 20.93)

•	Evolve Benchmarks of Effectiveness and a Social 
Marketing Model – This has been met - see earlier 
section (section 21, also Figure 9, paragraph 21.25)

•	Assess and measure, to the extent feasible, the cost 
of delivery of service in relation to the objectives of 
social programs – The percentage of administrative 
expenditure to total expenditure was a good and 
readily available indicator of the cost of delivery of 
services. Out of the ten NGOs studied, only six were 
in the range of 10-20% and the others were higher. 
A range of 8-20% was considered by the experts 
interviewed to be a reasonable norm. 

•	Identify operational aspects that are sensitive to 
social and cultural factors peculiar to each area 
and indicate adaptive measures needed for social 
marketing of programs under different situations - 
The main adaptation needed is in respect of program, 
promotion and delivery of services. Examples of 
such adaptation by the successful NGOs among the 
sample are explained in the text. 

•	Find out the perceptions of beneficiaries, benefactors 
and other stakeholders: In respect of benefactors 
and stakeholders, this was accomplished through 
a structured questionnaire and depth interviews. 
(section 22)

Suggestions

•	Systematic and formal training in marketing 
techniques and practices using experts may 
contribute to greater effectiveness. (ref. 19.53 and 
20.8)

•	Results of Hypotheses tests seem to underline 
the importance of funds for successful marketing 
operations and, in turn, the need to diversify fund 
sources and self generation to ensure continuity. (ref. 
19.46, 19.61(a))

•	Since leadership style significantly influences 
social marketing effectiveness, committed, trained 
leadership seems critical. Programs directed to 
enhance this aspect would be useful. (ref. 19.48, 
19.61(c))

•	Quality of Management significantly influences 
social marketing effectiveness. Therefore, NGOs 
may have to ensure continuous training to upgrade 
the quality of supervisory and operating staff. (ref. 
19.49, 19.61(d), 20.64, 20.65, 20.66)
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•	Relationship, that is, stakeholder involvement, 
significantly influences social marketing 
effectiveness. As such, NGOs should find meaningful 
and institutionalized methods of mutual consultation 
with their primary stakeholders for effective two-
way involvement. (ref. 19.51, 19.61(f)) 

•	Delivery of services is an important marketing 
trait that registered the lowest score among all 
traits. This aspect needs strengthening through 
redesigning delivery methodologies to suit cultural 
and behavioral characteristics of specific segments. 
(ref. 20.35, 20.36)

•	Another aspect that offers scope for improvement 
is in more specific targeting of different segments 
through localized program design, communication 
messages and media. (ref. 20.11)

•	The study shows that emphasis seems to be 
more on upward accountability, while downward 
accountability to the beneficiaries seems to be 
inadequate. Even in the case of upward accountability, 
from a qualitative aspect there seems to be a need 
for more transparency on utilization of funds, cost 
effectiveness and achievement with reference to 
goals. (ref. 20.52, 20.87)

•	While importance of projecting the image of the 
organization is recognized, it is not matched by 
adequate efforts in this direction. However, image 
building can be successful only if it is based on 
credibility and good achievements. (ref. 20.61) 

•	Evaluating output performance (in terms of efforts in 
the form of training, brochures, leaflets, meetings, 
etc.) and performance in terms of outcome are both 
equally important. Training in outcome measurement 

methods is needed in order to make it more scientific 
and systematic. (ref. 20.71)

•	Broad basing fund sources and a degree of self-
reliance are areas of concern needing correction. 
(ref. 20.78)

•	For organizational sustainability, the donors and 
experts interviewed in the study ranked leadership, 
management and clarity of objectives as the most 
crucial factors. Engagement of professionally 
qualified managers, including those with sound 
marketing background and periodic training in 
leadership would enhance effectiveness. (ref. 22.19)

•	There seems to be need for a distinguishing legal 
identity for NGOs engaged in socio economic 
development. One of the suggestions that emerged 
from donors/experts is that there should be some 
unique ID number / registration for NGOs across 
the states and that their track records should be 
available for review and reference. (ref. 22.13)

Limitations 

•	Out of 1936 NGOs in Karnataka and Tamil Nadu, only 
about 181 seem to be engaged in socio-economic 
development and out of these, only 41 provide 
any access to information about their activity. This 
restricted the sample size.

•	Comprehensive statistical data and information on 
the activities of the voluntary sector from reliable 
government sources are not available in the public 
domain. 

•	A general reluctance to share financial information 
and avoid specifics placed a constraint.
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Questionnaire Specimen for Interviews with NGOs
This survey may help a better understanding of the effective practices of the voluntary sector in socio economic 
development. Kindly extend your cooperation. Information gathered by this survey will be used for an overall 
appreciation. Information furnished in response to this Questionnaire will not be used in any manner that is 
prejudicial to your interest. Thank you for agreeing to give your time and effort. 

A. General Information

A1 Date/s and Place of Interview:

A2 Name of Interviewer:

A3 Name of NGO:

A4 Phone and website:

A5 Whom interviewed? Name & designation:

A6 Geographical coverage of activities:

A7
Deal directly with target Communities or indirectly through 
other NGOs/partners: (tick)

Directly / Through NGOs or partners

A8 Approximate amount of annual expenditure: Rs Lakhs Rs.

A9 Full time staff:
In the office: 
In the field:

A10 Part time staff/volunteers:
In the office: 
In the field:

A11 Under which Act of Government are you registered?

A12 Which year was your organization established?

B1. Which of the following are covered by your activities? 

Check as many as applicable to your situation

a Social service like care of aged, disadvantaged, street children, destitute women, orphans etc

b Running hospitals, schools, other types of educational institutions

c Empowerment of dalits, women, tribals, other disadvantaged segments thru income generating 
activities, SHGs 

d Work among HIV affected segments 

e Creating awareness of right sexual habits and of other health related issues

f Promoting community management of common resources

g Promoting conservation of natural resources and environment

h Delivery of special products or services for community health improvement 

i Promoting change of habits and behavior relating to social, health or environment al concerns 

j Helping any section/s of society to articulate their needs (advocacy)

k Any other (specify below)
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C1.	 Do you have measureable objectives? That is, objectives that are quantified and compared 
periodically with progress.

	 Check only ONE of the following

a Yes

b No

C2.	 If the answer to the above question is “yes”, please name 2 objectives, in a few words. 

	 Answer:
	 1.
	 2.

C3.	 Do you have a formal statement of mission and objectives?

	 Check only ONE of the following

a Yes

b No

C4.	 If the answer to the above question is yes, can you give a copy please?

D1.	 Who influences the CHOICE of theme for your major projects? 
	 Check as many as applicable to your situation

a Government state/central

b Local body of the government 

c Community leaders

d General Community

e Donors

f Mother NGO

g Your internal management, including field staff

h Any other (specify below)

D2.	 Which of the following are involved in DESIGNING your programs? 
	 Check as many as applicable to your situation

a Government state/central

b Local body of the government 

c Community leaders

d General Community

e Donors

f Mother NGO

g Your internal management, including field staff

h Any other (specify below)
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D3. 	Which of the following are involved in IMPLEMENTATION of your programs? 

	 Check as many as applicable to your situation

a Government state/central

b Local body of the government 

c Community leaders

d General Community

e Donors

f Mother NGO

g Your internal management, including field staff

h Any other (specify below)

D4.	 If the answer to the above questions is (c) and/or (d) indicate how often you are in touch with the 
target community.

	 Check only ONE of the following

a Once in a month

b Once in 3 months

c Once in 6 months

d Once a year

e Once in more than a year

f Rarely in touch

D5.	 What in your view is the most innovative feature of your programs? State in a line or two.

	 Answer:

D6.	 This question is only for Apex NGOs 
What types of services do you provide your member NGOs? 

	 Check as many as applicable to your situation

a Training their field staff

b Training their supervisors/managers

c Extending assistance in fund raising

d Extending assistance in preparation of their plans and proposals

e Supplying promotional material

f Extending financial assistance for infra structure / equipment  

g Any other (specify below)

D7.	 How many programs have been successfully completed in the last three years?

	 Answer: Number of programs - 
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D8.	 How many programs are currently in progress?
	 Answer: Number of programs -

E1. Do you measure the success of your activities?  
	 Check only ONE of the following

a Yes

b No

E2.	 If the answer to the above question is yes, how? - list main criteria used 

	 Criteria
	 1.
	 2.
	 3.

 E3.	 Give one or more examples of effectiveness of one of your programs 
	 Answer:

E4.	 Do you get feedback on your program methods?
	 Check only ONE of the following

a Yes

b No

E5.	 If the answer to the above question is yes, how?
	 Check only ONE of the following

a Feedback is spontaneous

b You seek feedback

E6.	 From whom do you get the feedback?
	 Check as many as applicable to your situation

a Actual beneficiaries at community level

b Beneficiary NGOs (if applicable)

c Community leaders

d Donors

e Your field staff

f Any other (specify below)
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E7.	 Can you please indicate what percentage of total expenditure, approximately, is your annual 
administration expense? (Expenses on staff and office expenses form administrative expenses)

	 Check only ONE of the following

a 10-20%

b 21-40%

c 41-50%

d 51-60%

e Over 60%

E8.	 Over the last 3 years, what is the trend of your administration expenses? 
	 Check only ONE of the following

a Increasing

b Decreasing

c More or less constant

F1.	 It is believed by experts that NGO activity in socio economic development has large similarities 
with marketing of products and services in the commercial world. 

	 With your experience, do you agree with this statement? In other words, how applicable do you 
think are marketing practices in your programs? 

	 Check only ONE of the following

a Not at all applicable

b Rarely applicable

c Occasionally applicable

d Largely applicable

e Very much applicable

F2.	 If the answer to the above is (a), (b) or (c), can you say why? – In one or two sentences 
	 Answer: 
F3.	 If the answer to the above is (d) or (e), are marketing practices of the commercial sphere appli-

cable as they are, or applicable with changes to suit socio-economic activities?
	 Check only ONE of the following

a
Commercial marketing practices are applicable in our activity as they are and 
without any major changes

b
Commercial marketing practices are applicable in our activity ONLY with suitable 
changes

F4.	 If the answer is (b), what aspects of commercial marketing practices have to be adapted? Can 
you please name one or two examples from your practices?

	 Answer: (in one or two sentences)
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F5.	 In NGO type of activity, unlike in commercial marketing, there could be some differences. Which 
of the following do you think are critical aspects in your experience? 

	 Check as many as applicable

a Target audience resists change

b Benefit may be delayed to the target community

c Benefit may not be direct to the target community

d Benefit may be invisible and not felt but present

e Impact of program may not last, once withdrawn

f Any other (specify below)

F6.	 Do you use any of following methods in designing and delivering your programs?
	 Check as many as applicable to your situation

a Studying the needs of the community before designing the Program

b Dividing the market into groups based on needs

c Developing services for specific groups

d Developing a system for delivery of services

e Informing target groups about the program features

f Developing a plan of action for a given period of say, one year

g Assessing the effect of your program on the target group

h Any other (specify below)

F7.	 Name three steps in selecting your target audience-
	 Answer:
	 1.
	 2.
	 3.
F8.	 Do you adopt any special strategies or practices to ensure the success of you activities? State 

briefly in two or three lines.
	 Answer:

F9.	 By what means do you communicate to your target group about your programs?
	 Check as many as applicable to your situation

a Local newspapers/magazines

b Printed leaflets

c Propaganda vans

d Group meetings

e Using opinion leaders

50 DHARANA - International Journal of Business from MPBIM - ASSOCIATE: BHARATIYA VIDYA BHAVAN



f Posters

g Audio visuals

h Radio

i Word of mouth

j Any Other (specify below)

F10.	Approximately what percentage of your expenditure is used for communication?
	 Answer:           %

F11.	Are there any measures to further increase your program effectiveness, other than what you are 
already using? 

	 Check only ONE of the following

a Yes

b No

F12.	If the answer to the above question is yes, can you name one or two factors that could help to 
increase program effectiveness?

	 Answer:
	 1.
	 2.

F13.	How important are social and cultural features of your target community in affecting your  
programs?

	 Check only ONE of the following

a Least important

b Not very important

c Somewhat important

d Important

e Extremely important

F14.	If the answer to the above is (d) or (e), please name 2 examples of how your program design or 
other practices had to be changed to suit the social and cultural needs of the community.

	 Answer:
	 1.
	 2. 

G1.	 Are you in touch with the government at any level?
	 Check only ONE of the following

a Yes

b No
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G2.	 If the answer to the above question is yes, how often do you interact with them? 
	 Check only ONE of the following

a Once in a month

b Once in 3 months

c Once in 6 months

d Once a year

e Once in more than a year

f Rarely in touch

G3.	 With which level of government are you in touch with? 
	 Check as many as applicable to your situation

a State govt.

b District authorities

c Local govt. bodies at community level

d Any other govt. body (specify below)

G4.	 How would you describe your interaction/relationship with the government?
	 Check only ONE of the following

a Co-operative (supporting each other mutually)

b Antagonistic (relationship of conflict)

c Passive (govt. is non-interfering)

d Facilitative (where NGO assists govt. through advice, training etc.)

e Any other (specify below)

G5.	 Can you rank the following in the order of their importance to your operations as stakeholders? 
	 Rank in Order of Importance, The Most Important As 1

Rank

a Government

b Donors

c Local bodies

d Target community

e General public

f Community opinion leaders

g Partners

h Community based organizations

i Any Other (specify below)
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G6.	 Do you have any alliances or strategic partnerships?
	 Check only ONE of the following

a Yes

b No

G7.	 If the answer to the above question is yes, with whom?
	 Answer (name of alliance partner):

G8.	 What is the main purpose of the partnership? 
	 Answer:

G9.	 Approximately how often do you interact with your funding benefactors? 
	 Check only ONE of the following

a Once in a month

b Once in 3 months

c Once in 6 months

d Once a year

e Once in more than a year

f Rarely in touch

G10.	Which of the following describes the nature of your relationship with neighboring NGOs operat-
ing in the same activity/area?

	 Check only ONE of the following

a Not interfering with each other

b Conflicting

c Mutual adjustment to resolve conflicts

d Active cooperation towards common goals

e Any Other (specify below)

 H1.	Estimate the importance of the image of your organization in the Table below 
	 Check only ONE of the following

a Least important

b Not very important

c Somewhat important

d Important

e Extremely important
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H2.	 If your answer to the above is (d) or (e), do you have specific methods to project the image of your 
organization to your stakeholders?

	 Check only ONE of the following

a Yes, we do vigorously

b Yes, but not much

c Not at present

H3.	 If your answer to the first question above is (a), how do you project it? Name three steps.
	 Answer:
	 1.
	 2.
	 3.

H4.	 Name two outstanding features of your organization of which you are proud - in three or four 
words each.

	 Answer:
	 1.
	 2.

I1.	 What are the different departments of your organization? 
	 Answer:

I2.	 Who do your field staff report to? And who does that person in turn report to? (Give only 
designations and not names).

	 Answer:

I3. 	 Can you name one most important factor against each of the following as relevant to your 
organization?

	 Please respond to all 4

Name One against each

a Your organization’s strength

b Your organisation’s weakness

c What major opportunity for expansion do you see?

d What one threat do you see for your growth/survival?

I4.	 Do you engage outside expert for special assignments?
	 Check only ONE of the following

a Yes

b No
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I5.	 If the answer to the above question is yes, for what kind of assistance? 

	 Check as many as applicable to your situation

a Training field staff

b Training supervisors/managers

c Assistance in fund raising

d Preparation of their plans, proposals

e Marketing training

f Progress monitoring 

g Designing reporting systems

h Management audit

i Participatory methods

j Leadership training

k Any Other (specify below)

J1.	 How are your field staff able to handle their responsibilities? 
	 Check as many as applicable to your situation

a They have learnt by experience

b They are periodically trained internally

c They are periodically trained by external agencies

d A few of them have marketing diplomas/degrees

e Many of them have marketing diplomas/degrees

f Any other (specify below)

J2.	 If your answer to the above is (c), which agency gives the training for the field staff?
	 Check as many as applicable to your situation

a Donor

b Apex or mother NGO

c Outside expert/consultant

d Any other (specify below)
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J3.	 Which are areas in which you intend to take outside support for designing and implementing your 
programs? 

	 Check only those that you intend to use

a Formulation of marketing strategies

b Field and supervisory staff training

c Fund raising strategies

d Program impact measurement

e Communication methodologies

f Monitoring progress

g Any other (specify below)

J4.	 This question is only for Apex NGOs 
Do you undertake capacity building of your member NGOs?

	 Check only ONE of the following

a Yes

b No

J5.	 This question is only for Apex NGOs 
If the answer to the above question is yes, what types of assistance are provided by you?

	 Check as many as applicable to your situation

a Training their field staff

b Training their supervisors/managers

c Extending assistance in fund raising

d Extending assistance in preparation of their plans and proposals

e Supplying promotional material

f Extending financial assistance for infra structure / equipment  

g Marketing training

h Progress monitoring 

i Reporting systems

j Relationship building

k Participatory methods

l Leadership training

m Any Other (specify below)
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K1.	 Which are your main funding sources? Please indicate approximate percentage of funds from 
each source in the Table below –

	 Fill as many as applicable to your situation 
Mark zero if any source is not relevant to your situation

Source %

a Domestic - Government - State

b Domestic – Government – Central

c Domestic – Institutions

d Domestic – General Public

e Overseas – Institutions and Individuals

f Your own generated surplus

g Any other (specify below)

100%

K2.	 How much time do you spend on activities relating to fund raising?
	 Check only ONE of the following

a Continuously throughout the year

b On and off throughout the year

c On and off over 6 months in a year

d On and off over 3 months in a year

e Over 1 month in a year

K3.	 Do any of the following factors affect your fund raising capacity? 
	 Check as many as applicable to your situation

a Lack of necessary contacts

b Lack of knowledge of fund raising methods

c Want of information regarding sources

d Differences between expectations of donor and your methods/approaches

e Lack of legal status to create confidence in donors

f Any other (specify below)

g None – our fund raising capacity not affected

K4.	 Do you have any income generating programs?
	 Check only ONE of the following

a Yes

b No
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K5.	 If the answer to the above question is yes, approximately how much income is generated per 
year?

Answer Rs.

L1.	 When you are satisfied that a sustainable impact has been achieved in a chosen area/segment, 
do you move the program and resources to another area/segment?

	 Check only ONE of the following

a Yes

b No

L2.	 If the answer to the above question is yes, how long does it take to create the desired impact 
permanently and move to the next area? 

	 Check only ONE of the following

a Up to 2 years

b 3-4 years

c 5-6 years

d Longer than 6 years

L3.	 If no, what is the main reason?
	 Check only ONE of the following

a Program discontinued

b Lack of funds

c No approval from Donor

d Any other (specify below)

L4.	 Is the created impact sustained after you have moved out? 
	 Check only ONE of the following

a Yes

b No

L5.	 If the answer to the above question is yes, please name 2 key factors that have sustained the 
impact without any continued major support from you.

	 Answer:

L6.	 How is the post-program impact measured and known?
	 Answer in two sentences:
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L7.	 Which factors are the most critical for your organization’s successful operation? Rank the 
following factors in the order of importance. 

	 Check ANY THREE you consider most important – RANK as 1, 2, 3

a Continuity of funds

b Trained staff

c Leadership and effective Management 

d Knowledge of marketing strategies

e Program implementation

f Contact with community

g Clarity of Objectives

h Infra structure & equipment

i Employing marketing practices

j Any other (specify below)

L8. 	 Do you generate a surplus of income over expenditure? 
	 Check only ONE of the following

a Yes

b No

L9.	 If the answer to the above question is yes, what percentage of total income is this surplus?
	 Answer:         %

M1.	Who do you report to or keep informed regarding your organization’s performance and results? 
	 Check as many as applicable to your situation

a Board of trustees/Board of Management

b Your staff

c Main funding agencies

d Government /local bodies

e Local community leaders

f Mother NGO

g Any other (specify below)

M2. Can you describe, in 2-3 lines, the procedure you have for the above – i.e. reporting/informing?
	 Answer:
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Questionnaire for Donors / Experts
I would appreciate the benefit of your experience and knowledge of the NGO sector to help study the activities of 
this rapidly growing sector. No information furnished will be used to the disadvantage of any of the interviewees/ 
organizations. 

To minimize your inconvenience, answers can be provided in short form or in a couple of sentences, as appropriate 
to each question. Further elaboration is at your discretion and convenience.

				    -----------------------------------------------

1.	 Are marketing practices - such as those applied to consumer goods and consumer durables - also relevant to 
socio-economic development activities (examples: change in sexual habits to protect against AIDS, natural 
resource conservation, saving and investment habits through self help groups etc) of the NGO sector?

2.	 If the answer is “no”, what are factors that prevent the application of marketing practices by NGOs?

3.	 If the answer is “yes”, which of the following practices would be feasible and useful for the NGO sector in 
successfully designing and delivering programs?

Check as many as applicable

a Studying the needs of the community before designing the program

b Dividing the market into groups based on needs

c Developing services for specific groups

d Developing a system for delivery of services

e Informing target groups about the program features

f Developing a plan of action for a given period of say, one year

g Assessing the effect of program on the target group

h Monitoring progress

i Communication methodologies

j Any other (specify below)

4.	 If relationship management is important for the NGO sector, who are the stakeholders with whom they should 
build relationships – in order of priority? 

5.	 What main measures would you recommend to build such relationships?

6.	 Does the current legislative framework give NGOs, engaged in socio economic activity, a distinguishing legal 
identity with appropriate reporting requirements? Kindly explain briefly.

7.	 What are the advantages and disadvantages of the present legislative framework from a donor viewpoint?

8.	 Please name three important traits that donors had considered in selecting NGOs who are their current fund / 
assistance recipients.

9.	 What suggestions would you make to NGOs for demonstrating their accountability to stakeholders? 
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10.	Can you offer one or two simple practical formulae to assess performance effectiveness in an NGO?

11.	In your opinion, what is a reasonable % for administration expenses out of total expenditure (including program 
expenditure) to be considered efficient?

12.	Please rank the following factors for NGOs’ successful operation, in the descending order of importance. 

a Continuity of funds

b Trained staff

c Leadership and effective management 

d Knowledge and practice of marketing strategies

e Cost effective program implementation

f Contact with community

g Clarity of objectives

h Infra structure & equipment

i Any other (specify below)

13.	Based on your knowledge of NGO managements, can you rate NGOs in general, with respect to each of the 
following aspects?

Check appropriate column against each factor listed

 1 2 3 4 5

Practically 
Absent  

(Non-existent)

Yes, But 
Scrappy 
and not 

Systematic

Systems 
Exist but 

not Pursued 
as part of 

Management 
Process

Reasonable & 
Satisfactory 
(Satisfactory)

Of High 
Order

a Effective use of resources

b Regular measurement of 
impact of programs

c Periodic comparison of 
progress against goals

d Efforts and systems to ensure 
operations are cost effective 

e Availability of a systematic 
tracking mechanism for above

f Any other aspects you would 
like to add (specify) 

	 Name	 Designation	 Organization
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