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The article examines the role of social media as an effective instrument in branding non-governmental
organizations (NGOs), focusing on its influence on brand image, brand awareness, and brand trust. It explores the
concept of branding, emphasizing its strategic significance for NGOs as a tool for identity formation. Key factors
determining donor engagement and audience interaction are analyzed, highlighting how digital communication
Strategies contribute to strengthening public perception and loyalty. The practical application of these factors is
demonstrated through the Instagram publication analysis of three Ukrainian charitable foundations, illustrating
how social media platforms enhance visibility, foster civic engagement, and facilitate sustainable fundraising in the
nonprofit sector. Various Instagram post types are analyzed to determine content effectiveness for engagement.
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Cmamms npucssdeHa G0C/IOXEHHIO PO/ coyiasibHUX Mepex siK IHCmpyMeHmy 6peHOUH2y 2pOMadCbKuxX OpaaHi-
3ayiti (F0O) ma ixHbo20 BIUBY Ha (hopMyBaHHSI BPEHA0BUX Xapakmepucmuk, 30Kpema iMidxy, srnisHasaHocmi ma 0o-
8ipu. Poskpumo 3micm rnoHSImMmsi «6peHOUH2» | BUSHAYEHO (i020 cmpameaidHe 3HadyeHHs1 07151 [O siK MexaHi3my i0eH-
mucpikayii, 3MiUHeHHs1 perymauii ma Hasia200XXeHHs1 00B20CMPOKOBOI B3aeMOAIT 3i cmelikxondepamu. lNMpoaHani308aHO
K/I0Y0Bi YUHHUKU, WO BU3Ha4aomb 3a/lyyeHicms 00HOpPIB i piseHb B3aeMOQii ayoumopii, MioKpec/Iryu, Wwo yugpposi
KOMyHiKayiltiHi cmpameaii cripusitomb NOCUMIEHHIO 2p0MadChKOI MiomMpUMKU, GhopMyBaHHH0 /1051/IbHOCMI ma rioBUUEHHIO
eghekmusHocmi disifibHoCcMI op2aHi3ayiti. AkmyasibHicmb 0C/TIOXEHHST 3yMOB/IeHa mpaHcghopmauieto KoMyHikayitiHo2o
cepedosuwja ma KpumuyHor posiio IO 8 YkpaiHi, e akmusHicmb 2poMadsiH y miompumyi cekmopy 060poHu i ydacmi
B CYCri/IbHUX [HiYyiamuBax € (hyHOamMeHmMasIbHOK 07151 HaUiOHa/IbHO CMItIKOCMI. Y YbOMY KOHMEKCMI Coyja/ibHi Mepexi
suCmynarmb OCHOBHUM KaHa/IoM KOMYHIKaylii ma K/loH0BUM IHCMPYMEHMOM 0151 3a/1y4EHHS NOXepms, MoWUPEHHS
iHghopmayii ma 3abe3neyeHHs1 NpPo30pocmi. BcmaHOoB/IEHO, Wo 07151 eheKmUBHO20 BUKOPUCMAHHS coyia/ibHUX Media
'O nosuUHHI y3200Umu cB8oi cmpameaii' 3 3a2a/lbHUMU YinisiMu op2aHizayii. KepisHuymaso nosuHHo sudiaumu oocmamHi
MEXHIYHI pecypcu, Yac rnepcoHasly ma cmpameaiyHi pekoMeHoauyi 0/151 3ab6e3neyeHHs1 Cmasioeo 3a/1yqeHHs. [oyamkosi
3ycus/isl MOBUHHI 6Ymu CripsiMoBaHi Ha MidBULEHHST 06i3HaAHOCMI, PO3BUMOK BIOHOCUH i3 2pomMadoro ma rnobyoosy 00-
B8ipu, WO 32000M Cripusimume 3yCu/i/IsiM i3 3a/Ty4eHHsT Kowmis. AKYeHm C/1id pobumu Ha BUCOKOSIKICHOMY KOHMEHM,
0BOCMOPOHHIL KOMYHIKauii ma 3as1y4eHHi, 3acHoBaHOMY Ha 00BIpI, & HE Ha i30/Tb0BaHUX, KOPOMKOCMPOKOBUX KaMMaHisix.
lpakmuyHul acriekm 00C/IIOXeHHST BUCBIM/IEHO Ha NPpUKaadi akmusHOCMI MPbOX YKpalHCbKUX 6/1a200iliHUX ¢hOHOIB B
IHcmazpam, Wo 0eMOHCMPYE, K 3aCMOCYBaHHS COYiaIbHUX MEPEX MOCU/MOE My 6/iYHY BUOUMICMb, CrIPUSIE PO3BUMKY
2poMadsIHCbKOI yyacmi ma 3abesrnedye cmasnicmb (haHopeli3uH208UX rpoyecis y cekmopi O. PizHi munu nocmig 8 IH-
Cmaepam rnpoaHasiizosaHi, abu sUsHa4uUMu Hatikpawjuli crnocié miosuLWEHHsI OXOrM/1IeHb Ma 3asly4eHHS MIOMNUCHUKIB.

Knrouosi cnosa: 6peHOuHe, yrpassiiHHs 6peHOoM, couiasibHi Mepexi, iMiox 6peHdy, dosipa 00 6peHOy, 6peH-
OUH2 2pomMadckbKoi opaaHizauji.
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Statement of the problem. With the constant
rise in the number of social media users and the
time spent online, it is no surprise that many brands
are actively adopting social networking platforms
as a way to build awareness and increase sales.
According to Statista, the money spent on social
media ads worldwide from 2025 to 2030 is pre-
dicted to grow annually by 11.719% [1].

Recent research identifies several factors
behind this cultural shift. Demographics are shifting
towards most consumers being Gen Z and millen-
nials, who are increasingly active online, traditional
marketing channels are generating lower response
rates, and internet campaigns cost less than other
types [2, p. 179]. Consequently, contemporary
branding practices are increasingly centered on the
customer, emphasizing personalization and occu-
pying specialized market niches through detailed
customer segmentation [2, p. 178].

In the modern digital environment, the use of
social media has become a crucial component of
strategic brand management for non-governmental
organizations (NGOs). For this study, NGOs were
defined as all types of civic organizations, inclu-
ding non-governmental, non-profit, and charitable.
Social media platforms provide an effective means
for NGOs to establish and strengthen their brand
image, foster community engagement, and culti-
vate lasting public trust. This is particularly relevant
in the Ukrainian context, where citizens’ active par-
ticipation in fundraising for the Armed Forces and
in broader civic initiatives is crucial for the nation’s
survival. Therefore, the integration of social media
into NGO branding strategies in Ukraine is both
timely and essential, serving as a mechanism for
mobilizing public support, enhancing transparency,
and raising donor engagement.

Analysis of recent research and publica-
tions. Recent studies on the use of social media
and digital technologies for branding and nonprofit
development have been conducted by researchers
such as H. Albanna, A. Alalwan, M. Al-Emran [6],
Y. Bilgin, O. Kethtida [5], T. Ostapenko, |. Sozynova,
V. Kovpik [4], and others. Statistical data in the field
of social media and online communications are
systematically collected and analyzed by interna-
tional analytical platforms, such as Sprout Social
and Statista, to help organizations assess audience
interaction and optimize content strategies, as well
as to form comprehensive forecasts of global social
media advertising markets and user behavior pat-
terns. In the field of non-governmental organization
research, leading academic institutions and jour-
nals, particularly VOLUNTAS: International Journal
of Voluntary and Nonprofit Organizations, regularly
explore issues related to NGO development, go-
vernance, branding, and public trust.

Given the crucial nature of donor engagement
for Ukrainian NGOs, it is essential to find an appli-
cable framework for building brand image and
brand trust.

Setting the task. The purpose of this article is
to systematize the theoretical basis and develop
practical recommendations for utilizing social net-
works in NGO branding.

Summary of the main results of the study.
Trachuk T. and others define branding as a set of
methods used to align a company’s offerings with
customer needs. In comparison, brand manage-
ment focuses on maintaining the brand’s effective-
ness and strengthening its recognition [2, p. 179].
Another definition is suggested by T. Yankovets and
K. Medvedieva, which considers branding in its di-
gital dimension. They propose viewing digital bran-
ding as the process of creating and promoting a
brand through digital technologies, using a system of
values and symbols that convey a unified message,
build consumer loyalty, and enhance business per-
formance [3, p. 76]. Digital branding enables com-
panies to build strong connections with their target
audience by communicating a unique value propo-
sition that emphasizes the brand’s distinct features
and competitive advantages [4, p. 323].

Researchers consider branded content as the
primary component of companies’ digital strategies
that influences the brand’s perception on social
media. A brand’s content strategy influences cus-
tomer satisfaction with its products and services,
shapes the level of brand recognition, and deter-
mines the effectiveness of communication with its
audience [2, p. 179]. For charities, social media is
regarded as a vital component of marketing stra-
tegies, serving as a key tool for fostering commu-
nication with donors and volunteers [5, p. 1091].

Bilgin Y. and Kethiida O. view social media as
a powerful tool for attracting donors, increasing
donations, collaborating with like-minded organi-
zations, recruiting volunteers, and showcasing the
impact of charitable activities. It also enhances
a charity’s brand value, which plays a key role in
securing donations, as social media provides a fast
and cost-effective channel for raising funds during
emergencies such as natural disasters or armed
conflicts [5].

They outline several dimensions that con-
clude charity social media marketing. Awareness
involves informing followers about issues that
require support and drawing the attention of poten-
tial donors to those in need. Interaction refers to the
exchange of information and ideas between chari-
ties and donors through social media. Timeliness
emphasizes the regular updating of accounts with
current information about organizational activi-
ties. Informativeness entails providing accurate
and comprehensive details about a charity’s work.
Customization reflects the extent to which charities
engage with donors individually, addressing their
specific interests and concerns. Advertising relates
to social media advertising designed to attract
donors and volunteers [5, p. 1092-1093].

Their study found that, among the dimensions
of social media marketing, only awareness has a
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direct effect on donation intention. Timeliness, infor-
mativeness, and advertising significantly shape the
charity’s brand image, while brand trust is prima-
rily influenced by informativeness and customi-
zation. Overall, SMM impacts donation intention
both directly and indirectly through brand image
and trust, highlighting the importance of strengthe-
ning these factors to enhance donor engagement
[5, p. 1098-1099].

Another research focusing on non-profit organi-
zations (NPOs) in Jordan confirms that the use of
social media positively influences both awareness
and community engagement. It enables NPOs to
promote their work, projects, and mission, foster
connections and interactions with their commu-
nities, build relationships, and receive feedback.
Contrary to the study by Bilgin Y. and Kethiida O.,
this one found that in Jordan, many NPOs did not
use social media for donations, or it wasn't effec-
tive in their context [6].

Managerial implications of that study were that
for effective social media use, NPOs should align
their strategies with overarching organizational
goals. Leadership must allocate sufficient techni-
cal resources, staff time, and strategic guidance to
ensure sustained engagement. Initial efforts should
prioritize raising awareness, cultivating commu-
nity relationships, and building trust, which sub-
sequently support fundraising efforts. Emphasis
should be placed on high-quality content, two-
way communication, and trust-based engagement
rather than on isolated, short-term campaigns [6].

In the Ukrainian context, fundraising is a crucial
activity, primarily conducted through non-govern-
mental, non-profit, or charitable organizations.
Social media, as a cost-effective marketing chan-
nel and a rapid information disseminator, is the
main source of collecting donations and spreading
information about the organization’s activity.

For this study, three charitable foundations
were chosen: Come Back Alive [7], Support AZOV
[8], and Tviy Krok [9]. They all work to meet the va-
rious needs of the Ukrainian Defense Forces, equip-
ping them with everything from vehicles to grenade
launchers. Through third-party data received with
ContentStudio [10], the Instagram pages of these
charitable foundations were analyzed for the types
of content posted and the engagement achieved
(Table 1).

The metric any marketer is most interested in is
the ER. In the context of this paper, ER shows com-
munity engagement, while follower count shows

brand awareness. However, depending on the size
and industry of the account, there is a different
definition of what constitutes a good ER. Statista
reports that in 2023-2024, the average influencer
engagement rate on Instagram was 1.85%. For
accounts having 1k to 10k followers, the average
ER was 2.19%, 10k to 50k followers it was 0.99%,
and 50k to 500k followers it was 0.86% [11]. Based
on this, Tviy krok severely underperforms, Support
AZOQOV is both way above average, and its niche
average, and Come Back Alive is a bit below its
niche average.

Various content types also have distinct suc-
cess rates. According to Sprout Social, the most
recent Instagram performance data indicate that
Reels generate the highest level of user interac-
tion, achieving an average engagement rate of
1.23%. In comparison, carousel posts receive
an average ER of 0.99%, whereas single-image
posts tend to attract a comparatively lower aver-
age ER of 0.70% [12]. The data of the chosen
Instagram accounts painted a different picture
(Figure 1).

Reels generate the highest engagement across
all accounts. Yet, the numbers of both Come Back
Alive and Tviy Krok are half the platform average.
Only Support AZOV is showing excellent Reels
ER. The same tendency continues for other post
types — Come Back Alive and Tviy Krok underper-
form compared to the platform average with carou-
sels and single-image posts. Moreover, the differ-
ence in ER of carousel and single-image posts is
not very distinct. Only for Support AZOV, there is a
stark difference between Reels ER and Carousel
ER, which can be relevant to the content strategy.
It is impossible to say if the ER would remain rela-
tively high for single-image posts as it does for car-
ousels, because during the analyzed period, ab3.
support did not post any.

Another relevant information is the number of
posts per week and in total. As seen from Table 2,
tviy.krok posts the most with 67 posts in 4 weeks,
and ab3.support posts the least with 11 posts in the
same period.

Based on Table 2, the low engagement rate
of Tviy Krok Foundation can be attributed to an
incredibly high number of posts and audience
exhaustion. Nonetheless, the same assumption
cannot be made for savelife.in.ua, as their post
count is significantly lower than that of tviy.krok.

A content analysis of Instagram feeds was con-
ducted to assess the duration of various fundraising

Table 1

Account metrics for chosen charitable foundations from October 9 to November 9, 2025

Competitors Followers Post per week Engagement rate (ER), %
Savelife.in.ua 203400 7.75 0.5
ab3.support 28900 2.75 5.22
tviy.krok 6200 16.75 0.65

Source: compiled by the author according to data from ContentStudio
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Figure 1. Average engagement rate by post type of chosen Inst. accounts, %
Source: compiled by the author according to data from ContentStudio

Table 2
Metrics of Instagram content types for chosen charitable foundations
from October 9 to November 9, 2025
Competitors Reel post Carousel posts Image posts
Savelife 12 (3 per week) 18 (4.5 per week) 1
ab3.support 8 (2 per week) 3 (0.75 per week) 0
tviy.krok 39 (9.75 per week) 8 (2 per week) 20 (5 per week)

Source: compiled by the author according to data from ContentStudio

campaigns, the number of posts published to
advertise them, and the partners involved.

For the content analysis, the first fundrais-
ing campaign with clear posts about its start and
end was chosen. For Come Back Alive, it was
“Campaign Nel3” (Zbir Ne13), for Support AZOV, it
was a campaign with the DOU-community to fund-
raise for Dophin Spiders, and for Tviy Krok, a cam-
paign to fund the repair instruments for the 20th
Brigade “Lyubart”. It is essential to note that all the
foundations have several major fundraising cam-
paigns in parallel. Sometimes, separate donation
campaigns still contribute to a larger, continuous
fundraiser.

Campaign #13, aimed at collecting 100 mil-
lion UAH, was announced on Instagram on April
28, 2025. From the beginning, the fundraising
campaign was supported by Atlas Festival and
PrivatBank. The next post, published on July 16,
2025, contains not only a reminder of the ongo-
ing fundraiser but a raffle with a chance to win
an apartment. At this point, the campaign had
more partners, including Aurora, Royal House,
LUN, Uklon, Prom, BMW Ukraine, and the city
of Lutsk. Both announcements were made with

high-quality Reels with production and actors. On
July 18, 2025, another Reels video with less pro-
duction was posted (an interview with the foun-
dation’s head) to remind followers about the raf-
fle that comes with donating. Last post regarding
Campaign #13 was posted on August 4, 2025. It
announced that the goal amount was achieved,
with the final number of donations being close to
122 million UAH. It was also disclaimed that at
that point, the campaign had 21 businesses con-
tributing to it. Thus, the amount of 122 million UAH
was achieved in roughly 3 months, and reported
on Instagram with 4 posts — 2 entertaining and 2
informational ones.

The campaign to celebrate DOU’s 20th anniver-
sary was announced on May 20, 2025, with a car-
ousel post (It is stated that it actually started 2 days
before, during the DOU Day). The goal of the cam-
paign was to collect 20 million. The announcement
was accompanied by the promise of a chance to
win a MacBook, AirPods, or other prizes from the
DOU community. The next single-image reminder
post about the campaign was posted on July 31,
2025. It was also an announcement about the DOU
Day Picnic scheduled for August 30, with tickets to
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the event contributing to the fundraising campaign.
Another reels post, on August 4, 2025, marked
the halfway point in the campaign and depicted
the first Dophin Spiders being delivered to the bri-
gade. The next reminder carousel post on August
15, 2025, served a pure entertainment purpose,
attracting attention to the campaign. The main
graphic element on the visuals was the same, but
as it was placed in different environments, it was
not very obvious. New Reels, posted on August
26, 2025, showcased a real-life application of
Dophin Spiders and reminded about the DOU Day
Picnic. The final post was made on September 10,
reporting the achievement of the goal and the final
amount of 23 million UAH collected. The 23 mil-
lion UAH were collected in roughly 3 months, and
reported on Instagram through 6 mostly informa-
tional posts. According to Support AZOV, the cam-
paign was supported by 12 businesses; however,
no additional information was provided regarding
those businesses.

For Tviy Krok, a campaign to fund the repair
instruments for the 20th Brigade “Lyubart” was
announced on Instagram on October 27, 2025,
with a Reels video post. However, it did not con-
tain the goal amount in the text of the post or in
the video. After that, three more Reels videos
were posted on October 28, November 3, and
November 4, 2025. Two of them contained vari-
ations of the same video. On November 4, 2025,
a carousel announcing the transfer of tools to
the brigade was made. On November 5, 2025, a
Reels video was posted depicting the transfer of
tools to the brigade and showing their gratitude.
To clarify the monetary campaign’'s goals, the
website was used [13]. According to it, the fund-
raising started on October 22, 2025. Supposedly,
the goal was 220,000 UAH. The website also
shows the transfer of 220,415 UAH on October
27, 2025. On November 10, 2025, the website
indicates that the fundraising campaign is active,
with a goal of 220,000 UAH. Based on the infor-
mation collected and analyzed, as well as an
overall content analysis of Tviy Krok's Instagram
page, several insights have been gathered. tviy.
krok Instagram page has too many similar posts
that do not indicate the start and end of separate

campaigns for different brigades. The content is
very monotonous and not engaging. The clutter of
the page obstructs the transparency of donations,
which hurts brand trust. The website that depicts
different information from social media only wors-
ens the situation. It is clear that the foundation
lacks sufficient resources and/or training to man-
age the account effectively.

Brand awareness of the charitable organi-
zation and follower count influence the num-
ber of partners it has during campaigns and the
benefits they can offer in return for donations.
Consequently, the campaign’s goal and the time
required to achieve it correlate with these num-
bers. Come Back Alive collects 10 times the
amount of Support AZOV in the same amount of
time (arguably, ab3.support took a bit longer than
3 months with their campaign).

Bigger foundations treat fundraising cam-
paigns as advertising ones — they have distinct
names, taglines, and partners. However, the
example of Support AZOV’s content shows that
even with less directed video content and the
reuse of graphic elements, the content can be
effective. It is important to remind the audience
regularly about the fundraising campaigns; how-
ever, excessive reminders can desensitize follow-
ers and decrease community engagement. The
factor that most hurts brand trust and loyalty is
a lack of transparency in communication. NGOs
need to clearly report the beginning and end of
the campaigns, avoid double-posting the results,
and state the goals of the fundraising.

Conclusions. Brand value plays a key role in
donor engagement and securing the financial ben-
efits for the NGO. Brand value encompasses brand
image, awareness, and trust, which can be lever-
aged through social media content. For a social
media branding strategy to be effective, it should
align with broader organizational objectives.

The study confirms that in the Ukrainian con-
text, brand awareness plays a major role in fund-
raising capabilities. Another key point is the need
for transparency, necessary to facilitate brand
trust. The NGOs cannot underreport or overreport
their activities and must truthfully state the amount
of donations received and spent.
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