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Implications of Brand Image on Retention and Recruitment in 

the Context of an Emergency Service Volunteer-Organization 

Ghida Nasser Merdach 

ABSTRACT 

It is well established that in a highly competitive and resource-scarce environment, 

companies must create a strong brand to attract and retain their customers. Similarly, 

non-profit organizations (NPOs) can use their brand image to influence the 

recruitment and retention of their volunteers. By creating a positive brand image, 

they can attract qualified and talented personnel. One mechanism to convey a brand 

image is through the use of social media as a tool to create the image they want to 

gain the public’s support (financial and tacit) for their given cause and goals. This 

study explores how the social media, co-created brand image of an NPO influences 

the recruitment and retention of volunteers. In this study, we adopted the use of a 

single case study methodology examining just one instance of the volunteer context 

at the Lebanese Red Cross (LRC). A social media mining strategy across Facebook, 

Instagram, and Twitter allowed us to derive the brand image of the LRC. The 

qualitative data was first analyzed using NVivo software and then analyzed by using 

R software to have a holistic reading and understand the difference between the 

official, public,  and volunteer-held image. To probe the volunteer-held image, an 

online questionnaire was leveraged as a joint research project between the Lebanese 

American University and the LRC. The survey was sent to LRC volunteers to 

explore how their perception of the LRC’s brand image is tied to recruitment and 

retention. A total of 1672 usable questionnaires were obtained and analyzed. The 

quantitative data collected was analyzed by using R software. Results indicate that in 
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some cases the reasons for joining and staying at the LRC as volunteer are not part of 

the organizational brand image which points to the possible need to align image and 

aim when working with volunteers.  

 

Keywords: Brand Image, NPO, social media, Recruitment, Retention, Volunteer 
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Chapter One 

Introduction 

The attraction of customers isn’t the only marketing approach that a corporation 

benefits from. The brand image of a corporation can also influence the recruitment 

and retention of employees and volunteers. This requires the development of a strong 

employer brand.  

In this sense, we define a brand as a dimensional construct meant to attract qualified 

individuals for employment. An employer brand image paints a realistic 

representation of what it would be like to work for a certain firm. The image 

provides the firm with a personalized identity to which workers might be attracted 

and includes elements that contribute to the company’s reputation as a good place to 

work (Better than brand X: Brand image plays an important role in the recruitment 

and retention of staff.2007). These elements might include a collaborative and 

teamwork spirit, flextime, and indications of a cheerful place in which employees 

feel they’re home. 

Beyond recruitment, branding can impact the retention of employees. It is important 

to attract talented personnel, but it is vital to keep them.  According to poll data, 

more than 80% of employees are actively planning or seriously considering shifting 

employment, especially in the wake of the pandemic when they’re restructuring their 

career plans to seek better flexibility and skill progression  (Liu, 2021). Branding in 

which the image mirrors reality is an excellent approach to retain key employees. 

Here a question can be raised, if employees are happy in their positions, feel 

respected, have the opportunity to carve out a genuine career path, and are 
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sufficiently compensated, why would they want to change professions? (Better than 

brand X: Brand image plays an important role in the recruitment and retention of 

staff.2007) However, a question arises on whether it is the same for volunteers at 

non-profit organization as it is for paid workers at corporations. Furthermore, social 

media plays an integral part in the process of branding, where non-profit 

organizations (NPOs) may use it as a tool to create the image they want to reflect to 

gain the public’s support (financial and tacit) for their given cause and goals. Thus, 

this study aims to explore how the social-media, co-created brand image of an NPO 

influences the recruitment and retention of volunteers. 

This document continues with a literature review aimed at introducing the key 

terminology in this domain, proceeds to describe the methodology for the proposed 

study and concludes with a timeline for the proposed work. 
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Chapter Two 

 Literature Review 

In order to understand the role of employer branding it is important to first 

understand the concept of branding. Subsequently, we examine the literature linking 

branding to recruitment and retention. We then proceed to describe branding as a 

marketing principle in an NPO. Finally, the literature review concludes with the role 

of social media in general and in terms of specific platforms when it comes to 

branding. The literature review concludes with a review of literature on the specific 

topic of social media in employer branding. 

2.1 Definition and Goals of Branding 

Branding is the establishment of a marketing process that involves the creation of a 

name and/or a sign or symbol that identifies a product or product line from its rivals 

(Ritzer & Lemich, 2018).The concept of the brand is often identified with 

commercial items; nevertheless, the term has been expanded to embrace some 

individual personalities such as Oprah Winfrey and locations such as Las Vegas. 

 Individuals, organizations, and locations frequently devote a significant amount of 

time, effort, and money to develop a brand  (Ritzer & Lemich, 2018).Taking Procter 

and Gamble as an example, the company developed a brand management team to 

promote the Camay soap product as a first attempt at brand management in the 1930s 

– this effort became a standard particularly in corporations such as Nike, which is 

sometimes seen as creating nothing but brands (Ritzer & Lemich, 2018) 
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The cultural and emotional realm of a product or corporation, or non-commercial 

entity such as a religious or non-profit organization, is the brand. It is the company’s 

identifiable and standardized message and the outcome of an intentional strategy.  

In more practical terms, a brand is how the company differentiates itself from the 

competitors, it is a way to stand out in the field of advertising and marketing. The 

brand is a story of unique history reflecting a cultural outlook that shapes the world 

in which we live. It is a perspective, a collection of morals, values, beliefs, emotions, 

and a promise. These features convey a version of genuineness when combined  

(Banet-Weiser, 2017). The success of the brand is determined by its ability to sustain 

a consistent story and identifiable expression throughout time. Communication and 

media technologies in the twenty-first century have been critical to the brand’s 

success (Banet-Weiser, 2017). 

Brand attributes are both tangible and intangible, serving both practical and 

psychological purposes. A brand must have a distinctive identity, in order to resonate 

with consumers and foster brand loyalty. In terms of advertising, the branding 

process demands a well-thought-out communication plan. The advertisement is 

important to promote the brand and disseminate information. Nike, McDonalds, 

Coca-Cola, and Virgin are just a few examples of well-known companies where 

individuals exhibit brand loyalty  (Watson & Hill, 2015). 

Traditionally, branding meant to separate tangible products, but it has now been 

adapted to distinguish people, locations, and businesses. The term employer branding 

refers to distinguishing a company’s features as an employer from its rivals. Ambler 

and Barrow (1996) were the first to create the phrase "employer branding" by 

combining the principles of human resource management (HRM) with brand 

marketing. Employer branding is defined as “a package of functional, economic, and 
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psychological advantages provided by employment and identified with the 

employing company”  (Ambler & Barrow, 1996p.187). It is seen as the image that 

others perceive, as well as what it looks like to work in this organization. It is a 

personalized identity where the organization differentiates itself from other 

competitors by giving current and potential staff a desirable place to work (Tanwar & 

Prasad, 2016). According to Backus and Tikoo (2004) as quoted by Tanwar and 

Prasad (2016), this is the practice of conveying the unique value of the organization 

to employees, as well as a long-term strategy for recruiting, retaining, and motivating 

employees. 

The human resources in an organization are that organization’s most significant 

resource and play a vital role in conveying the unique value of the organization 

through their longevity in the organization. With a diminishing pool of qualified 

candidates and higher turnover rates, organizations must devise ways to address 

these challenges so that there is no shortage of qualified personnel in the future. To 

tackle this shortage, one strategy is that of employer branding. In the traditional sense 

of branding as part of marketing, products are branded in a way to attract customers. 

Similarly, in employer branding, the businesses are branded to attract, recruit, and 

retain key personnel.  

Today branding is also considered to be an effective strategy used by Non-profits 

unlike in the past where it was an instrument used by profit organizations  (Garg, 

Swami, & Sunita Kumari Malhotra, 2019). First, brands make it easier for a business 

and its stakeholders to build mutual trust. Second, non-profit organizations have 

various stakeholders with varying demands that may be fulfilled by a consistent 

brand strategy. Third, great brands build goodwill, which can shield them from 

“image spillover” by avoiding bad images from other similar groups affecting their 
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cause  (Garg et al., 2019).Non-profit brands are the brands that, in a competitive 

market, provide differentiation and identification features, increase confidence in 

their operations and thereby ensure their amount of donations. The non-profit’s 

image can have a strong influence on the donor’s willingness to contribute. In 

contrast to for-profit organizations, the NPO’s brand image should stress the 

organization’s core principles of integrity, idealism, and compassion (Huang & Ku, 

2016). 

Relatedly, it is important to understand how branding image affects the 

organization’s processes of Recruitment and Retention. 

2.2 Branding: Recruitment and Retention   

Today organizations are facing a challenge in the type of recruits they want to attract. 

In the “War of Talent,” many businesses are attempting to improve the way they 

advertise themselves to recruits by incorporating branding strategies into the 

recruiting process. In short, companies are competing for skilled workers the same 

way they compete for consumers. According to the Chartered Institute for Personnel 

development, employer branding “is a collection of traits and qualities, sometimes 

intangible, that distinguishes a company, promises a specific type of job experience, 

and attracts individuals who will flourish and perform best in its culture.”  (Kaur, 

2013). The two important elements of the employer brand are identified as (1) 

awareness and (2) psychological benefit. For job applicants to find the organization a 

good employer brand, they must become more aware of the organization which will 

increase their attractiveness to apply and join. Aside from awareness, psychological 

advantages such as the company’s status and reputation were shown to be important 

components of the employer brand. According to Han and Collins, early recruiting 
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methods enhance both the number and quantity of prospective workers. A brand 

equity method can serve as a framework to investigate how a company’s mix of 

recruiting efforts promotes perceived employer brand equity and how it affects job 

applicants’ inclinations to apply (Kaur, 2013).  

On the awareness front, Collins, and Stevens (2002), also found that pre-recruitment 

practices like advertisement, word of mouth recommendations, publicity was 

favorably connected to job seekers’ attitudes about the company. To include a certain 

firm in the consideration set for job applicants, candidates must be aware that the 

company exists as an employer. Similarly, in the recruiting environment, early 

recruitment communication in the form of referrals, advertising in the form of 

brochures, and job listings is crucial (Kaur, 2013). Thus, Brand awareness is a 

significant factor in influencing employment decisions. 

Lievens and Slaughter (2016) have also applied signaling theory relative to the 

framing required for potential recruits to have an idea of whether they will fit with an 

employer or not  (Keppeler & Papenfuß, 2021).Signaling theory is a well-established 

approach in a variety of disciplines. The process underlying signaling theory, as 

applied to employer branding, is that potential recruits utilize the limited information 

available from visual characteristics of an ad for indications of what it would be like 

to work for a company (Keppeler & Papenfuß, 2021). Signals push potential 

applicants to be more insightful on the information they are viewing due to excess 

information present in the labor market, they are thus speculating on the 

organization's working atmosphere. Potential recruits' interest in an employer can be 

piqued by digital signals in the form of advertisements. The theory offers answers for 

the early stages of recruitment, as well as the digital ad setting, where information 

overload is prevalent. Employer branding in the online environment of social media 
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advertisements is critical for recruiting external candidates, particularly due to scale 

effects and enhanced capabilities in delivering customized signals to specific target 

groups (Keppeler & Papenfuß, 2021). 

With globalization and worker diversity, retention is viewed as a difficulty that 

companies face and will continue to confront in the future. Retention may be 

described as an employee's decision to stay and commit to the organization with 

which they work. It is about retaining key talent to enhance companies’ performance. 

Recruitment practices should be paired with the retention efforts that the organization 

must undertake to retain its key employees, so retention plans are essential to identify 

the reasons that employees feel they are no longer committed to staying and what 

prompted them to look for a new job. Employers have a significant role to play in 

watching and determining what circumstances are leading employees to quit (Tanwar 

& Prasad, 2016). 

Employer branding also plays a vital role in enhancing a company’s staff retention, 

which leads to lower levels of employee turnover. Branding is a way of retaining 

employees since it has a large impact on the entire employee experience and 

promotes a positive work environment while minimizing voluntary turnover. Sokro 

(2012) as quoted by Hadi and Ahmed (2018) believes that an organization uses its 

employer branding strategy to recruit workers who will stay with the firm and 

influence employees’ decisions to stay or quit (Hadi & Ahmed, 2018). Employee 

retention and loyalty are influenced by the employer’s image of the company in 

employees’ minds and whether that image is dissonant or consonant with the 

employees’ perception of the organization. A robust employer brand should strive to 

increase retention of employees by building a desirable place to work and in turn 

make competing businesses less enticing to them. According to Tanwar (2016) as 
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cited by Hadi and Ahmed (2018), the aspects of employer branding reveal variations 

in levels of organizational commitment among workers, and by doing so, enterprises 

may improve their staff retention. 

For Non-profit organizations, volunteer retention has long been seen as a reliable 

indication of how excited and happy they are with their volunteering experience. In 

the volunteer context, and according to (Wiedmann, Hennigs, Schmidt, & 

Wuestefeld, 2011p.206), branding is considered as a brand heritage described as “a 

different branding category with its own set of defining criteria” (Curran, Taheri, 

MacIntosh, & O’Gorman, 2016). There must be a congruence between the non-profit 

external branding and the internal organizational principles and according to Napoli 

(2006) the most successful charitable organizations are more brand focused (Curran 

et al., 2016). 

Thus, it is critical to understand the Process of Branding in general, and within 

NPOs, in specific. 

2.3 Branding as a Marketing principle in an NPO 

According to Rees (1998) as cited in Randle et al (2013) Marketing principles have 

been recognized in recent decades as playing an important role in the fulfillment of 

non-profit organization goals. Saxton (1995) as quoted in Randle et al (2013) 

considers the necessity of the recognition and trust of non-profit brands in the market 

and the necessity of matching the quality of brand image with the requirements and 

motivations of potential contributors and volunteers (Randle, Leisch, & Dolnicar, 

2013). 
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Applying marketing principles is not foreign to non-profits. Some tactics specific to 

the recruitment of volunteers include market segmentation, branding, relationship 

marketing, storytelling, social media marketing, etc. According to researchers, some 

marketing techniques have proven to attract volunteers in NPOs. For example, 

according to Ratje (2003) as quoted in Govekar and Govekar (2007) the brand 

reflects the extent to which non-profit organizations have well-trained and skilled 

volunteers. Hankinson and Rochester (2005) as cited in Govekar and Govekar (2007) 

are studying whether rebranding can be used to decrease unfavorable perceptions of 

voluntary service. Furthermore, these techniques are seen as helpful for non-profits 

to find, develop, and retain key volunteers; similar techniques may help in the 

attraction, involvement, retention, and reactivation of volunteers. Specifically, 

through relationship marketing techniques an organization can develop a Volunteer 

Life cycle model identifying the needs of volunteers at each stage of the cycle and 

linking it to various marketing tactics (Govekar & Govekar, 2008). 

The goal of marketers is to establish and maintain contact with consumers, as 

evidenced by a great deal of relationship marketing literature. Owing to the diversity 

of charity goals, the complexity of the social problems that NPOs are trying to solve, 

and the competition between the interests of many potential stakeholders, the market 

segmentation of NPOs is very important to determine who is the target group of any 

marketing message (Rupp, Kern, & Helmig, 2014). Hence, well-managed 

segmentation and communication can lead to better resource allocation and good 

relationships. Different stakeholders can be differentiated based on supply and 

demand wherein according to a study developed by Rupp et al (2014), donors and 

volunteers are of the supply side along with those who provide the service. In 
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contrast, customers are on the demand-side as are members of the society who use 

the service (Rupp et al., 2014). 

Furthermore, Successful branding in an NPO necessitates regular communication 

with all stakeholders where external and internal communication must be carefully 

coordinated to meet their demands. The demands of the various stakeholders related 

to NPOs vary from the demands of for-profit organizations. And in the competitive 

market, the NPOs’ may gain the form of a strong appealing brand that can be used as 

a strategic resource to attract consumers and donors alike, as well as to create long-

term connections with stakeholders. Thus, the branding strategies designed must 

appeal to the various stakeholders and meet their demands. To address stakeholders' 

demands for better integration, cooperation as well as involvement. The nonprofit 

organizations must progressively meet, engage, and interact with stakeholders, 

becoming more open and transparent about their relationships. This act can enhance 

social integration and in turn improve obligations toward stakeholders  (Vallaster & 

von Wallpach, 2018). Therefore, the greater the level of integration, the higher the 

impact the stakeholders have on the brand’s purpose, vision, mission, and goals.  

Moreover, non-profit organizations have lately adopted a new idea that shifts from 

single exclusive process creation to a co-creation process in which stakeholders are 

considered as participatory agents, rather than a slothful crowd that does not engage 

in the development of comprehensive processes (Vallaster & von Wallpach, 2018). 

Also, stakeholders participate in learning about the NGOs' brand names and missions 

from the television, social media, and the news  (Red cross market study .2013).  

The true value proposition of the company is built when there is an integrated 

marketing mix taking the holistic approach of internal and external perspectives that 
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is the new milestone of the 21st century. Today it’s becoming more of a stakeholder-

oriented than customer-oriented that portrays the genuine value provided  (Sousa, 

Ferreira, Arriscado, & Quesado, 2016). This orientation focused is said to be 

experienced marketing where stakeholders’ interactions with the brand touchpoints 

are taken into consideration, thus giving them valuable meaning (Sousa et al., 2016). 

It has also been shown in research that when an NPO's internal identity and external 

image are in sync with each other and with the organization's goals and values, the 

brand becomes powerful (Iwankiewicz-Rak & Mróz-Gorgoń, 2017).People, 

including members, employees, and volunteers, are seen as a key element of the 

success of non-profit organizations. The beneficial effects of other success factors, 

such as high-quality service, mission, fund-raising, and effective management, 

determine their level of dedication and the quality of their work. When they 

understand their identity and goals, they become ambassadors, promoting internally 

and internationally, while collecting donations at the same time (Garg et al., 2019). 

Therefore, non-profit brand management necessitates acknowledging different 

stakeholders’ involvement in brand creation processes and structures as well as 

acknowledging the complexity and volatility that faces these organizations. 

 Besides, non-profits operate in a highly complex environment where they are 

strongly affected by the societal, political, and economic factors that may shape the 

nature and form of the strategy to be used in the operating environment, so having an 

effective agile strategy is of greater importance. Thus, the non-profits brands' 

strategy is determined by the extent to which the organization and its stakeholders 

collaborate and define what they want to achieve and how they want to achieve it. 

These collaborative strategic initiatives enhance all involved parties’ relationships by 
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defining expectations, commitments, and desirable behaviors  (Vallaster & von 

Wallpach, 2018). 

 Therefore, a company’s brand is a significant marketing tool that gives it a 

competitive advantage and edge over rivals. However, it should be highlighted that 

the idea of the competitive advantage in an NPO is understood as greater access to 

the aid of sponsors, contributors, and volunteers, rather than simply battling to gain 

the customer’s use of services. As mentioned, branding is a marketing tool, as such 

researchers examining non-profit branding express concerns about over-

commercialization of the nonprofit industries and misuse of strategies created 

particularly for the commercial environment (Iwankiewicz-Rak & Mróz-Gorgoń, 

2017).Thus, marketing researchers also investigate ways to apply commercial 

approaches to the non-profit industry. The primary goal of these strategies is usually 

to assist non-profits in operating more efficiently in getting resources (Iwankiewicz-

Rak & Mróz-Gorgoń, 2017). 

 The next section addresses the role of social media in general and in terms of 

specific platforms when it comes to branding. 

2.4 Social Media and Branding  

 Social media includes online platforms that are used worldwide by a plethora of 

people for communicating, networking, and collaborating. They are becoming the 

new trend to find jobs, boost productivity, maintain broader professional networks, 

and promote branding  (Friedland & Smith, 2013). Accordingly, social media is 

defined as “a group of internet-based applications that build on ideological and 

technological foundations of web2.0 and that allow the creation and exchange of user 

generated content” (Kaplan & Haenlein, 2010p.61).Coca-Cola, for example, is one of 
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the largest firms that has done well digitally. Knowing that it does not own any 

stores, its social media approach is primarily focused on preserving its brand image 

and growing awareness of its campaigns. Despite the fact that it does not update its 

content on Facebook or LinkedIn, it is a very active brand among others because of 

its ability to create appealing ads that leave a lasting impression on other social 

media networks. For example, the "#SHARE A COKE CAMPAIGN" received 998 

million impressions on Twitter which reflects the intensity of how much people are 

interacting with the brand  (Coca cola’s social media marketing strategy to become A 

global brand.2017).  

Currently, the major platforms where social media is leveraged include Twitter, 

Facebook, and Instagram. With the advent of technological channels, the integration 

of the hashtag # symbol became a crucial element to communicate on such 

platforms. The concept behind it was to include a # sign before a relevant keyword, 

allowing users to link their posts to other information on the same topic. The features 

of a hashtag are explained by twitter support website wherein the benefits of hashtags 

are described in terms of how they allow users to index keywords of their own 

information and easily follow topics they are interested in (Hayley Dorney, 2022). 

Twitter advises users to use the # symbol before a phrase or term in their tweets to 

classify and show more relevant tweets in the search. The idea is that clicking on a 

certain hash-tagged phrase reveals other tweets that mention the same hashtag. When 

users extensively reference a hashtag, it can result in a trending topic and boost the 

reach of postings.  Furthermore, due to the popularity of hashtags, Facebook, 

Instagram, and many other social networking sites have widely embraced their use 

(Rauschnabel, Sheldon, & Herzfeldt, 2019). 

The brand is stated to be a promise to customers, providing them with perks and 
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privileges that surpass its competitors. Dell, Apple, and Starbucks are just a few 

examples of global corporations that have reaped the benefits of social networking. 

Apple is regarded as one of the most well-known businesses that has utilized 

storytelling as a marketing technique to advertise corporate brands and products  

(Martinus & Chaniago, 2017). Another example is @Proudproject, a non-profit 

organization that utilized the use of social media network, especially Instagram, as a 

way to promote its branding strategy. 

It presently has about 9000 followers and is expanding rapidly by utilizing various 

Instagram features and its own content. It focuses on delivering appealing 

information to the audience that is widely spread. While investigating the comments 

on posts that the proud project has worked on, there has been a large number of 

positive feedback in contrast to negative feedback. This suggests that an increase in 

positive feedback, which can be in the form of comments, impressions, likes, and 

shares of the content, may improve the brand's popularity  (Martinus & Chaniago, 

2017). 

2.4.1 Twitter for branding: 

Twitter is a microblogging platform where users can send 140–150-character 

messages to a group of people known as followers. These people must subscribe to 

the user’s feed. Twitter has quickly expanded to allow individuals to follow themes 

and other topics of interest in addition to persons. It offers a tweet option, where 

users may post anything on their profile, either in response to anything that is 

happening or to answer a request. The user can mention people in a tweet by using 

the # symbol followed by the reference name. There is also a retweet feature for 

sharing what others have tweeted on their accounts, which allows the users to 

comment on other people’s posts. 
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These options are used as a way to indicate how people are interacting toward a 

certain hashtag, how they are perceiving the content, and to what extent they feel it is 

appealing. They can give insights onto their level of engagement for a certain brand. 

High-end brands are using twitter as a social media platform to promote and reach a 

huge number of target customers. For example, a company named Shopify generates 

eye-catching and visually appealing job postings in order to attract prospective 

individuals (Keenan, 2022)They use specific hashtags to target job searchers and 

help them connect and reach out to candidates. @FailbetterGames also uses twitter to 

promote job opportunities. They use a specific hashtag to boost awareness by 

providing appealing content to their target audience (Keenan, 2022).While 

companies use these hashtags, retweets and comments, their level of engagement 

with the target audience is likely to increase, which would lead to an altered brand 

perception in the minds of the individuals (Sevin, 2013). 

2.4.2 Facebook for branding: 

Facebook is a popular online network with around 850 million members. It allows its 

users to communicate with one another. On a more serious note, users may persuade 

others to participate and connect with their postings by commenting, sharing, liking, 

and responding to them. These tools can provide us with insights about how 

engaging and enticing the material is  (Hill & Watson, 2015). 

Most businesses now recognize that if they do not have a social media presence, their 

branding suffers. Facebook is often used to build a distinct and individualized 

identity for a given company, and it offers its users a number of tools and alternatives 

to improve brand exposure and reach a large audience. Commenting encourages 

interaction with the target audience and is a crucial part of social media success. It 

starts, for example, by publishing images, videos, and status updates that reflect the 
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story of the company, and it continues by responding to comments (Blindell, 2014). 

Responding to comments must be done with courtesy and appreciation for any 

involvement with the company’s brand.  The faster individuals comment on and 

interact with posts, the more brand contact with the public there is. 

Posting a lot of the brand photos, inviting the followers to contribute photos of the 

product or service in action, and conducting surveys can help in increasing 

interaction and creating the brand (Blindell, 2014). In today’s culture, which is 

heavily influenced by social media, Facebook plays a significant role in creating an 

appealing brand. 

2.4.3 Instagram for branding: 

Social media is quickly becoming a popular means of interacting with the wider 

public. The ease of access to seeing and connecting with topics of interest via social 

media platforms has been found to be relatively affordable. Instagram is one of the 

most popular social networking platforms, with unique features tailored to the 

demands of its users. Companies are increasingly utilizing these networks to improve 

the efficiency and efficacy of their promotional strategies, as well as to market their 

brands without having to invest more money. According to Kerpen (2011) as quoted 

in  (Martinus & Chaniago, 2017). in addition to the global recession, social media 

has provided organizations, businesses, and governments with a method to find out 

how to achieve more with less money. 

Instagram has been identified as a social media platform that is commonly used in 

business operations, particularly in the establishment and growth of a brand. Users 

may use this app to shoot images and videos, apply digital effects to them, and then 

share them on various social networking sites. Instagram was launched in 2010 and 

immediately garnered 1 million subscribers; it now has 300+ million monthly active 
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users. As a social network that blends the display of visual material with caption 

elements in the presentation of content, it allows companies to reach out to customers 

and enhance their brands in interesting ways (Martinus & Chaniago, 2017). 

2.5 Obstacles in the use of social media 

Being active on social media presents hurdles along the way such as, irrelevant 

content, disengagement with the customer, failure to respond to the audience, 

ignoring cross-functional support and integration with the corporate culture. As a 

result, businesses must be mindful of how they connect with the public and 

communicate on a new level that meets their demands.  For example, if a company 

brand wants to enhance the number of comments, it should intend to post a highly 

engaging brand post feature (Martinus & Chaniago, 2017). 

In conclusion, this paper will further explore how social media is valued and used by 

employers to attract employees and increase retention.  

2.6 Employer branding on social media 

 Previously, employers utilized social media to acquire or sell their products; today, 

they promote themselves as a desirable place to work. Employers now use social 

media as a tool to communicate with consumers as potential applicants, promote a 

brand image, build trust, and interact with the public, thereby increasing their 

chances of becoming the employer of choice. It is now a part of the culture, since 

everything is becoming more tech-savvy, and most enterprises started relying on 

technology in the face of the Covid-19 epidemic, diversity, globalization, and so 

forth. 

Furthermore, companies use platforms like LinkedIn to market job openings to 

potential candidates by demonstrating what the company culture looks like through 
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existing employees and what practices the organization follows. Social media has a 

power to affect people’s attitudes about particular firms and organizations. This 

power allows companies to shape the attitudes of their supporters and it emphasizes 

the significance of maintaining an active and controlled social media presence. The 

public has a huge role in connecting with firms’ brands via media, which shows 

whether the organization is utilizing branding as a useful marketing strategy to 

promote what it does.  Thus, allowing open communication, exchange of opinions 

and experience sharing (Kaur, 2013). Non-profit organizations are among the entities 

that use the Internet's ever-expanding venues to solicit support for their unique 

causes.  

To be able to market oneself to the public, the organization's content and media 

selection must be carefully considered in order to reach a large audience. People's 

interactions are heavily influenced by the type of information utilized and by how 

frequently it appears. Furthermore, people interact through viral marketing tools that 

include promotional materials that aim to raise public knowledge of the product or to 

the service being marketed. Thereby, encouraging people to talk about it and share 

the advertised message embedded in the form of short videos, web pages or 

documentaries. Therefore, Viral advertising increases the likelihood of a viewer or 

potential consumers purchasing and recognizing an organization's goods or cause  

(Kroon, 2014). Another significant aspect that contributes to a consumer's chance of 

supporting a certain non-profit cause is recognition. 

Increased awareness on social networking platforms, especially Facebook, has been 

shown to boost donation and volunteer intention for a cause when compared to an 

organization with no recognition (Barber, 2021). Social media sites offer both 

avenues for companies to communicate with the public and metrics to measure brand 
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engagement. The brands are said to be participating in mass personal communication 

by customizing their communication and reacting to customers. Furthermore, the 

frequency of posting has an impact on a user’s intention of donating or probability of 

purchase. The frequency of posting encourages the public to interact with the brand 

advertisements. Therefore, increasing and influencing their attitude to purchase or 

contribute based on the content provided and how enticing it appears to their 

ideologies and themes (Barber, 2021). Well-known commercial non-profits are likely 

to have a regular posting schedule and prefer to connect with the public in this way. 

In addition, the audience plays a significant role in the support that non-profits 

receive, where social media allows for the re-posting and broad dissemination of 

advertisements or other brand content. 
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Chapter Three  

Methodology 

Prior to engaging in what methods might be applicable for such study. We did a Scan 

on few articles that gives us a glimpse on how Branding affects recruitment and 

retention in HRM practices and the volunteer sector. The Non-profit organizations 

were highlighted. Also, how social media and employer branding relates to each 

other.  The NPO that is used as a case study is the Lebanese Red Cross. 

In this study, we seek to understand how the brand image of the LRC influences the 

recruitment and retention of volunteers. This objective will be achieved in three 

phases. First, a case study on a non-profit organization (LRC) is used to highlight the 

various demands of different stakeholders and the complex environment effect on an 

NPO, specifically LRC. Second, a study of social media will establish the brand 

image of the LRC through both the eyes of the LRC and the public, who through 

social media actively co-create an image of the LRC. Third, a survey will be 

launched among volunteers to understand how the brand image influenced their 

decisions surrounding recruitment and retention. 

3.1 Case study: 

According to Yin (1984) as quoted in  (Zaidah, 2007) case study research is an 

empirical investigation that analyzes a contemporary phenomenon within real-life 

settings when the boundaries between the phenomena and context are not readily 

visible, and when many sources of data are utilized. The case study approach allows 

a researcher to explore data in depth within a specific context. The subjects of study 

in most cases are a small number of people within a small geographical region. In 
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essence, case studies analyze and investigate contemporary real-life phenomena 

through extensive contextual examination of a small number of occurrences or 

situations and their interactions.  

While most research methodologies emphasize the importance of large sample sizes, 

the case study methodology is an accepted scientific research approach with a long 

history. Its first application may be traced back to fields of psychophysics and 

medicine, but today is applied to a large array of research primarily within the social 

sciences (Starman, 2013). One of the reasons for the renewed interest in case studies 

as a research approach is the limitations inherent in purely quantitative approaches. 

Case study methodologies are neither purely qualitative nor quantitative  (Zaidah, 

2007). This is due to the fact that a case study may be defined as a research technique 

employing multiple methods of measurement to examine data, which can be both 

qualitative and quantitative. 

 The measurement approaches commonly associated with case studies, such as 

interviews, can be augmented with other research methodologies, such as 

questionnaires and quantitative measures in experiments.  As a result, Simons (2009) 

believes that a case study should not be considered a method in and of itself. Instead, 

it is a structured framework that may include a range of techniques. Similarly, stake 

(2005) as quoted in  (Starman, 2013) confirms, highlighting that a case study is not a 

methodological option, but rather a decision on what to investigate using whatever 

tools we select to analyze the case. As a result, the approach used does not define a 

case study; rather, it is the analytical idiosyncrasy that is significant (Starman, 2013) 

Efforts to legitimize the application of a single-case study were exhausted by 

discussing three proposals which make these case studies comply with normal-

science criteria. The first proposal is “increasing the rigors in case studies”, in which 
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can be attained by having internal validity, increasing the construct validity, having 

external validity, and reliability.  (Mariotto, Zanni, Salati, & De Moraes, 2014).The 

second proposal is “Generating theory through a single case study” and the third 

which is to falsify existing theories. In our study, the focus is narrowed to the second 

proposal that best matches what we are trying to achieve in the use of a single case 

study.  

Glaser and Stauss (1967), Eisenhardt (1989), and Yin (2009), recommended that 

building theories from case studies is a research technique (Mariotto et al., 

2014).And this technique is increasingly popular in the field of management. 

Because it is viewed as a research strategy, the theory- building process is said to be 

inductive, which implies that the theory emerges as patterns of linkages between 

constructs in the case and between cases. While there is predominating belief that 

high-quality research can only be attained by using multiple cases, the single case 

study refutes this argument and plays an important role in theory building. It is an 

appealing strategy, for example, when it is eloquent, expressive, exceptional and 

presents prospects for rare research access. Even the advocates of multiple case 

studies, who generally believe that they are more effective have recognized that 

single case studies enable the development of more complex theories.  

Understanding the phenomenon of interest and its specificities allows for better 

description and flexibility when considering theories. Thus, rather than seeking 

universal principles that apply in specific circumstances, the particulars of a single 

case can be viewed as chances to refine an already crystallized knowledge of reality, 

seek a better perspective and a better explanation. Freud was one of the advocates in 

clinical psychology who followed the medical tradition of developing theory through 

the use of single case study. His primary focus was to comprehend the peculiarities 
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of a single case under investigation, and he was less concerned with the possibility of 

generalization of results. Nonetheless, the subject of psychology developed under a 

robust influence of a statistical tradition, despite the fact that many academics see it 

is an insufficient basis for psychological theory, because individual behaviors vary 

greatly from one situation to another. 

 The end results are referred to as conclusions used to develop wider theories, and 

Kennedy (1979), emphasized that the importance of single cases in creating non-

statistical inferences should not be overlooked, specifically when new pathways 

emerge for which the inference rules have not yet been specified (Mariotto et al., 

2014) 

Whether it is a single-case or multiple-case study, the case study’s design is critical. 

In this study, we adopt a single case study design examining just one instance of the 

volunteer context which is at the heart of the research question. This choice is 

justifiable as the selection of a single context allows for an in-depth multi-faceted 

mixed strategy study of the phenomena. Specifically, by selecting a single enterprise, 

we are able to examine the brand image from both the official and public view while 

also probing the volunteers on the perceived impact of the brand image on their 

decisions. As the fundamental research question in this work is exploratory relative 

to the influence of brand-image on volunteer recruitment and retention any findings 

from this single case study will either serve to refute existing theories, if the results 

are counter to those theories, or provide avenues for further research, if the results 

are novel.  

 



 
 

25 
 

The Lebanese Red Cross (LRC) is a prominent non-profit organization in the context 

of this work. The LRC is a humanitarian sectarian organization that was founded as 

an autonomous national association on 9th of July 1945  (Lebanese red cross .2020). 

It has three major departments that are pillars of its services creation which are 

Emergency medical services (EMS), Disaster management services (DMS), and the 

youth department (Wehbe, 2021). Each have different missions but have an utmost 

common goal that is serving the society by being there when needed and alleviating 

the human suffering. The LRC is one of the primary emergency medical service 

providers in Lebanon. In addition to the ambulance service that it runs, the LRC is 

active in the arena of disaster management providing care to those in need. Other 

services administered through the LRC include blood donation and outreach on a 

variety of health issues through their youth chapters. All aspects of its operations 

depend on a large cohort of volunteers. According to a Red Cross Market study done 

in 2013, half of those who were surveyed stated that they would volunteer for the 

Red Cross NGO (Red cross market study .2013). Furthermore, volunteerism is 

perceived as the primary value of the LRC by members of the general public, and 

this was noted more frequently by businesses (Red cross market study .2013).  

To sustain operation, the LRC gets support or donations from governments, 

institutions, organizations, businesses, and the local and foreign community. The 

LRC is like most of the non-profit organizations that have a huge stakeholder group 

both internally (Staff and volunteer workers), and externally (Donors and 

consumers). A stakeholder is defined as someone interested or influenced by the 

organization and its services (Rupp et al., 2014). In the LRC the services are 

provided for almost 290,000 people per year (Jabr, 2021). Donors and funding 

sources are also other types of stakeholders. The donations mainly come from the 
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ministry of public health, international aid, and the local community and diaspora 

(Jabr, 2021). Employees and volunteers are those who offer vital services to 

nonprofit organizations and are key stakeholders. It expects emoluments or 

appreciation for its services in exchange. It also wishes to be shielded from personal 

obligations. In LRC volunteers provide services to more than 150000 patients, their 

services are highly appreciated, and people are grateful for their existence in their 

time of need and for the help they provide in their life (Jabr, 2021). Government at 

all its levels is also a key stakeholder. It necessitates the organization’s submission of 

different types of periodic reports in exchange for privileges such as tax exemptions, 

government grants, and a variety of other advantages. 

In addition, the current situation in Lebanon has led to an external complex 

environment consisting of many factors outside the organization’s control yet serving 

to highlight the importance of the LRC’s services. Specifically, Lebanon is in the 

grip of a severe and protracted economic slump, owing in part to insufficient 

governmental response to a slew of interconnected crises, including the country's 

greatest peacetime financial crisis, COVID-19, and the Port of Beirut explosion on 4 

August 2020. In 2020, real GDP growth will be 20.3 percent lower than in 2018-

2019 (World bank: Lebanon’s GDP to contract 9.5 percent in 2021.2021). Inflation 

has reached triple digits, while the currency continues to lose value; poverty is on the 

rise. The country is attempting to establish its third government in less than a year, 

while lacking a fully functional executive power. Monetary and financial instability 

continues to fuel crisis circumstances, with linkages between the exchange rate, 

issues with liquidity, and inflation playing an important role. The banking industry, 

which has imposed strict capital limits on an informal basis, has stopped lending and 

is no longer accepting deposits (World bank: Lebanon’s GDP to contract 9.5 percent 
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In order to understand the interplay of brand image and recruitment and retention, 

perceptions of the organization’s brand image were studied along with the impact of 

those perceptions. We focused on the social media mining strategy that allowed us to 

derive the brand image of the LRC and then proceed to describe how the image was 

tied to recruitment and retention. 

The social media mining and analysis undertaken in this thesis followed three 

primary steps as illustrated in Figure 2 

 

Figure 2 Process for social media mining and analysis 

Compiling  

In order to explore how the LRC’s brand image is put forth through the official 

narrative and perceived by the public, we extracted the posts made with a specific set 

of related hashtags on Instagram, Twitter and Facebook platforms beginning in 

January 2020. Our study scrapes data from the public hashtag community initiated by 

Lebanese Red Cross and consists of public accounts that are involved in the public 

discussion in which they express their thoughts using a hashtag. Thus, to mitigate 

any ethical issues we might encounter we sought permission from the Lebanese Red 

Cross General secretary and explained the nature of our study. We obtained an 

informed consent and gained approval to publish the study’s findings. 

Compiling Data Disassembling Reassembling
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We used Webharvy, a web data crawling software, to retrieve embedded metadata 

along with the posts from Instagram. This resulted in a dataset with one row for each 

post and seven columns for the user’s name, location, the content of the original post, 

time, comments, number of likes and the URL. We also retrieved the metadata from 

Facebook including five columns for the posts, the number of shares, the number of 

comments, the number of likes and the date. For twitter platform, we retrieved the 

user’s name, the primary tweets, the date, the replies, the number of retweets, and the 

number of likes. 

Extracting data for the #Lebaneseredcross, #SupportLRC, and # الصليب األحمر اللبناني   

during the period of January 1, 2020, and 15 October 2021, from Instagram platform 

resulted in four chunks of data and each dataset was extracted based on a specific 

time frame. These chunks of data were then compiled into a final dataset of a total of 

2215 posts.  

We also collected data during the period of Jan 2020-15 Oct 2021, from Facebook 

platform running same hashtags and extracting two chunks of data that were 

compiled into a final dataset of a total of 431 posts. Finally, the #Lebaneseredcross, 

#SupportLRC, and #الصليب األحمر اللبناني were run also on Twitter platform, where we 

also extracted two chucks of data and compiled in a final dataset of a total of 759 

posts. 

The metadata of Instagram, Facebook, and Twitter platforms were copied in the form 

of an excel sheet files. Four excel sheet files for Instagram. Two excel sheet files for 

Facebook and Two Excel sheet files for Twitter were saved in a folder named LRC 

Project.  After organizing the datafiles, we started removing duplicate posts. For 

example, repeated posts from the same user on the same day were consolidated into 
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one to avoid having one person dominate the end results. We then translated the 

posts, comments, and any other metadata; this required translation from French, 

Italian, Spanish and Japanese languages to English. All of the posts were translated 

using an Excel translation tool in Microsoft Excel. (Excel, 2201) 

Moreover, in each of these platform datasets we created a second sheet in which we 

categorized the posts based on the user’s name into public versus official posts. For 

example, the official posts referred back to users named as lrc_support_canada, 

Lebaneseredcross, and other official handles. 

After translating all the metadata from Instagram, twitter and Facebook, we grouped 

all translated copies into a single excel sheet, one each for the Instagram, Twitter and 

Facebook platforms. As a conclusion, three final excel sheets of each platform served 

as the input to the qualitative data analysis process. Thus, the data was ready to be 

downloaded to NVIVO software to be dissected and coded in order to discover its 

components. 

This step allowed us to conduct an initial examination of the collected data yielding a 

clean dataset to move on to the coding stage. 

Disassembling 

In this step, we segregated the data after it was compiled and organized. 

Disassembling the data entails breaking it down and organizing it in useful ways. We 

accomplished this through the coding process. In the NVIVO software, coding is 

defined as the act of grouping similar references into what is known as a node. A 

Node thus represents several related posts that have been put together depending on 

what makes sense to the researcher.  
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For each of Twitter, Instagram, and Facebook datasets, roughly 30% of the data were 

manually coded. We began the exercise of coding the data by first downloading the 

Twitter final dataset into the NVIVO software. The tweets were then studied and 

coded into nodes. For example, “6 teams from #Lebanese_red_cross is now 

evacuating families from the areas of clashes” was coded under a node named 

“Helping the Community”. Initially, each code represented a series of posts that we 

were thoroughly read and considered relative to their common themes. After multiple 

readings of the posts or tweets, a meaning emerged from the data and this meaning 

was thus coded or disassembled. Some of the codes given were descriptive and some 

others were directly pulled from the text. For example, “RedCross Lebanon. All love, 

respect and appreciation for your efforts” was coded under a node named “Respect 

and admiration” which emphasized that the meaning was directly pulled from the 

text. The example is illustrated in Figure 3 

 

Figure 3 Example of Coding in NVivo 12 plus Software 
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This exercise was also performed on the Facebook and Instagram excel files. While 

we were performing the coding exercise, a range of questions were asked. Such as, 

what is this data about? What is happening in the text? What message the user is 

trying to convey? When did this event took place? All these questions allowed us to 

have an idea of what codes will be developed as this process continues. 

After dissecting and identifying the meanings that emerged from each post or unit of 

data, we organized the posts into codes by mixing and matching or by comparing and 

contrasting. The reason behind doing this activity is to organize items that are alike 

or fit together. There should be a specific rule or a set of criteria that helps guide 

those groupings. In our study, we referred to Spradley’s semantic relationships list in 

categorizing the codes. The list consists of items that can be grouped into sets of like 

and unlike. For instance, item X was defined in a way to how it relates to item Y 

(LeCompte, 2000) Therefore, we created a Taxonomic Category named as “Y” and 

units of data that refers to set of posts as “X”. The Taxonomic category used in this 

context refers to “Codes “we created in our study.  A taxonomy of items was first 

created by performing repeated readings of Facebook, Instagram, and Twitter posts 

and by creating commonalities of what perceptions are conveyed toward the 

Lebanese red cross brand image. For example, we started with the Facebook Dataset 

and illustrated what we did in Table 1. The first column represents the taxonomic 

category “Y”, and the second column represents the posts or units of data “X”. The 

row shows the name of the taxonomic category (Code) that a set of posts can belong 

to. 
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Table 1 Example of grouping posts"X"under taxonomic names "Y" from Facebook 

dataset 

Taxonomic Name 

“Y” 
Posts OR units of data “X” 

Unity  

No matter what happens, always 

there  

75 years, and we will stay, always 

there  

 

Always _by _your _side  

 

In NVivo, coding employs verbatim words or phrases from the participants’ narrative 

to describe the data unit. Because it leverages the participants’ voices while 

producing units of code, NVivo codes give insight into how participants are talking 

about a topic (Castleberry & Nolen, 2018)For example, we may refer the word 

“always there” to create a code named “Unity”. 

While we continue this process of coding, we are essentially constructing a definition 

for each code or set of codes. The codes are frequently used as a tag to gather and 

categorize related data, allowing the researcher to extract and assess all data 

associated with that code across the dataset (Castleberry & Nolen, 2018)At last, 

when the researchers completed their coding, the code books were traded, and the 

coding exercise was repeated by each researcher in turn. In this way the coding’s 

were triangulated which promotes credibility in the results. 
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Reassembling  

The codes we created were then used in conjunction with one another to build 

themes. After reviewing the codes created by each researcher on Instagram, Twitter, 

and Facebook platforms. We had a deeper understanding of how these codes were 

built and we thought of what the best way was to group these coding’s under themes. 

The first thing we did is that we wrote all the obtained codes on a sheet of paper. We 

wrote a signaling word next to each code that allows us to identify the meaning that 

emerges from this code. The codes that were comparable or may fit under one 

umbrella were merged to form a theme that pertains to the research question. The 

themes may be seen in such a manner that they take numerous portions of related 

codes and combine them to provide a wider picture of what is being conveyed.  For 

example, we picked two codes, one called “Beirut Relief Challenge” and the other 

“Bidding”. We started asking questions such as what is the purpose of Beirut relief 

challenge? What was the goal of bidding? What is their motivation for engaging in 

such an activity? “To Raise Funds” was the signal term we came up with. These 

signals gave us insights into what codes can be grouped together under one theme. 

Thus, we created a theme called Call for Donations for Charity support.  

Following that, we converted all our work into an excel sheet file called Themes and 

codes as illustrated in Figure 4 
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Figure 4 Example on the grouping of codes under themes 

 

3.3 Volunteer Survey 

In order to link the LRC image to recruitment and retention, we administered an 

electronic survey across all divisions of the LRC – Youth, DMS, and EMS. The 

survey was deployed as a link posted to the official LRC social media channels 

(Twitter, Facebook, and Instagram). 

The text for the post read as follows: “We kindly invite you to participate in a 

research project by completing the following survey. This survey is being 

administered as part of a joint research project between Lebanese American 

University and the Lebanese Red Cross. The purpose of this survey is to develop an 

understanding about how an organization’s perceived image influences the 

recruitment and retention of its volunteers. Please click this link to fill a short survey: 

…..” 
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3.3.1 Measures  

The survey included three primary modules. The participants were first presented 

with social demographic questions seeking basic data such as age, what division they 

work in within the LRC, what outside profession they hold, and the year they joined 

LRC. In the same section, following the demographic questions, the volunteers were 

asked some questions related to their social media interaction. The four questions 

asked respondents to select the frequency of their interaction with the LRC’s social 

media channels (Facebook, Twitter, and Instagram).  

Subsequently, Module 1 measured their own perception on the brand image of the 

LRC organization by using a measurement scale adopted from the study of Huang & 

Ku (2016). The scale is used to study the volunteers’ perceived image relative to the 

LRC’s usefulness, efficiency, affect, dynamism, and typicality. The questions for this 

measure asked respondents to rate their level of agreement with a series of statements 

about the LRC’s brand image as specified by a five-point Likert scale (1=Strongly 

disagree; 5=Strongly agree). Additionally, some questions were added to explicitly 

probe elements relevant to the LRC context – for example, “The LRC is a non-

sectarian organization”.  

Module 2 measured the relationship between the volunteer’s perceived image and 

their decision to join the LRC – that is their recruitment decision. In this section, the 

LRC volunteers were surveyed about the extent to which the image influenced them 

when they considered joining the LRC. This scale was designed by the research team 

and relates the decision to join the LRC to the concepts of the perceived brand image 

– both personal to the volunteers and on the basis of the social media study. The 

questions for this measure asked the respondents to rate their level of agreement with 
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a series of statements when they were considering joining the LRC as specified by a 

Five-point Likert scale (1=Strongly disagree; 5=Strongly agree). 

Module 3 measured the relationship between the perceived image and the volunteer’s 

decision to remain with the LRC (i.e., retention). Here we probed the LRC 

volunteers’ perception of how the perceived image relates to their daily work and 

influences their decision to stay with the organization. This scale is designed by the 

research team and relates the decision to stay with the LRC to the concept of the 

perceived image – both personal to the volunteers and on the basis of the social 

media study. The questions for this measure asked the respondents to rate their level 

of agreement with a series of statements about their choice to stay as a volunteer with 

LRC as specified by a Five-point Likert scale  (1=Strongly disagree; 5=Strongly 

agree).In order to capture the volunteer’s intention to stay with the LRC and the 

reasons behind leaving we added a few questions to this module, asking the 

respondents about the time frame they’re considering to continue to work for the 

LRC and asking them to specify the reason that that dominates when they think 

about leaving the LRC. Also, within this section, questions about the volunteer’s 

experience aligning with their perception of the brand image and the volunteer’s 

perception of themselves relative to their perceived band image were asked. 

An Arabic version of the survey was also administered on the official LRC social 

media channels. In the process of translating the survey, two questions were 

inadvertently omitted –one about the frequency with which they like posts on social 

media and one about staying at the LRC due to the support provided to volunteer’s; 

hence these questions do not appear as part of the analysis. 



 
 

38 
 

3.3.2 Sample  

The questionnaire was distributed through the Lebanese Red cross across all 

sections. A message was sent out to the directors of the relevant departments and the 

social media team of the LRC to deploy and complete the survey.  

Data collection took place in the third week of March 2022, with a total of 1783 

initial responses. The usable completed surveys filled in Arabic and English were 

1672. Within the 1672 usable surveys, 62 percent were female; 84 percent were 

between the age of 17 and 27,13 percent were between the age of 28 and 45, and 2 

percent were between the age of 46 and 56. The majority of volunteers, 69.86 

percent, were in the Youth division, whereas 19.2 percent and 8.91 percent were in 

the EMS and DMS divisions, respectively.  The majority of respondents, 85 percent, 

reported that they were fully volunteering and have never received pay, while 14 

percent reported that they were sometimes volunteering and sometimes paid, the 

remainder (1 percent) reported that they were paid on a regular basis. The volunteers 

of the LRC are a highly educated population with 38 percent reporting that they held 

a bachelor’s degree, an equal percentage holding a high school degree, 19 percent 

with a master’s degree, and the remainder reporting a selection of different technical 

degrees. Not only do the LRC volunteers who responded to this survey hold degrees, 

many are actively studying with 56 percent of the volunteers reporting that they are 

currently students, 22 percent reported that they are currently employed for wages, 

13 percent are out of work and searching for jobs, while 7 percent are self-employed, 

and the remainder are (1 percent) out of work and not searching for work, while 1 

percent reported “other” as their status.  The participation in the LRC was equally 

spread across different lengths of time with 37 percent of respondents reporting 

participation at the LRC for more than 3 years; 28 percent were with the organization 
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for 1-3 years, 12 percent between 6 months and 1 year and 22 percent in the current 

organization for less than 6 months. 
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Chapter Four 

Analysis 

This chapter begins by presenting the analysis of the brand image of the LRC as 

derived by the social media analysis and survey assessment of the volunteers. 

Subsequently, the chapter examines the relationship between the perceived brand 

image and recruitment followed by an examination of the perceived brand image and 

retention of volunteers.  

4.1 Brand Image  

The brand image of the LRC was measure following three lines of analysis – a social 

media analysis of the official channels, a social media analysis of the public’s 

interaction with the official channels, and a survey-based analysis of the volunteers. 

This subsection presents the analysis of these three angles on brand image. 

4.1.1 Brand Image – Official Channel  

Using social media channels, a specific image relating to the LRC's official postings 

was developed. A total of 1089 official postings were extracted for the time period 

and following the process described in Chapter 3. Across all the posts, thirteen 

themes were generated, and each topic comprised a number of postings that provided 

us a sense of what the LRC communicates to the public and what activities were 

prevalent on their official Channels. Table 2 presents the themes-based results 

generated from the official channel. 
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Serving the public interest and helping those in need was a prominent theme across 

the official channel, which had a total of 355 postings; this theme is consistent with 

what the LRC contributes to the public and can be notably seen on social media. 

Many discussions on this theme give an image that LRC plays a significant role in 

helping the community by being the frontliners and providing excellent service to the 

recipients of its aid. We can understand that LRC is dedicated to helping the 

community as has been especially evident during the COVID-19 pandemic. 

According to the postings, LRC was able to accomplish goals through hardships and 

difficulties and was a prompt responder to the COVID-19 missions and the Beirut 

port explosion. The call for donations for charity support theme had 205 interacting 

posts, indicating that this has been a topic of importance. It also aligns with what the 

LRC expresses through its official channels. The postings give an image that LRC is 

always soliciting for donations, whether financial or tacit donations and that it is 

continuously holding challenges and activities in which individuals may participate, 

and therefore raise funds. The Instrumental support theme had 193 postings, and the 

image generated is that LRC is a brand that is constantly supporting and helping 

those in need whether it was a physical or a tangible assistance through various 

means. The Rhetoric and Representation theme had 173 postings, demonstrating an 

image that LRC provides informative information on its official channels. The Tragic 

Beirut port explosion toll theme had 130 interacting posts, representing the image 

that LRC was one of the key organizations that was present at that time, reporting the 

number of wounded, deaths, injured and unsheltered. Which gives an Image that 

LRC was constantly giving updates on any situational factors that were happening at 

that time. The Thanking and Acknowledging LRC theme had 97 postings on its 

official channels, indicating lesser interaction among other present themes. The 
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image that can be derived from this theme is that donors and supporters are valued 

for their contributions. The Spreading awareness theme had 5 postings on LRC’s 

official channels that did not sufficiently explain the image that LRC wishes to 

project to the public. Other themes, such as Contributing for charitable causes, grief 

and sorrow, emotional and psychological support, recreational events, employment 

and training opportunities and heroism are not quite visible on the official channels.  

Using these themes, we constructed a Venn Diagram that shows the intersections 

among them and that can give us insights into what themes mostly correlated on the 

official channels. By this we can estimate the specific brand image that is emerging 

from the official posts.  Figure 5 shows the results of the intersecting themes on the 

official channels of LRC. 

From the intersections we can see that only 61% of the 355 posts fell under serving 

the public interest and helping the most in need theme, with the remaining 39% 

intersecting with other themes. For example, 7% intersects with instrumental support, 

5% intersects with rhetoric and representation theme,2% intersects with both 

instrumental support and rhetoric and representation theme. This theme has nearly 

overlapped with the majority of the themes demonstrating that LRC prioritizes it 

through its official channels.  

Only 38% of the 205 posts fell within the call for donations for charity support 

theme, with the remaining 62% intersecting with other themes. For example, 7% 

intersects with both thanking and acknowledging LCR as well as serving the public 

interest and helping the most in need. Only 7% intersects with thanking and 

acknowledging LRC. And 23% intersects with tragic Beirut port explosion theme.  
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In terms of other topics, an intriguing finding demonstrates that this topic 

significantly overlaps with the tragic Beirut port explosion toll theme. This is logical 

because when the LRC’s official channels post topics on call for donations, these 

appeals were generally for helping the victims of the explosion, either through blood 

donations or any other donations that may save the lives of others. 

Among the other themes, spreading awareness and emotional and psychological 

support had the fewest visible intersections, with only 20% of spreading awareness 

intersecting with serving the public interest and 25% of emotional and psychological 

support intersecting with thanking and acknowledging LRC. This demonstrates that 

LRC has not addressed these issues through its official channels.  

Furthermore, the grief and sorrow topic appear anomalous, as it doesn’t intersect 

with any present theme addressed on the LRC’s official channels. We can understand 

that grief and sorrow were not topics that LRC shared or posted about preferring to 

focus on a positive image to display to the public. Moreover, employment and 

training opportunities as well as heroism themes are also seen as anomalous, 

indicating that they didn’t intersect with other themes and there is only one post that 

points to heroism. This also proves that LRC didn’t address those topics through its 

official channels. 
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Figure 5 Venn Diagram of LRC's Official Channel 

 

4.1.2 Brand Image – Public Channel 

Using social media channels, a specific image relating to the LRC's public postings 

was developed.  A total of 2305 public postings were extracted and handled as 

described in Chapter 3.  Across all data, thirteen themes were generated, and each 

topic comprised a number of postings that provide us with a sense of what public, 

personal perceptions were co-created relative to the LRC channels. 
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The “call for donations for charity support” them was prominent across the public 

channels, with a total of 762 postings; indicating that the public is constantly 

interacting and encouraging others to donate and participate in fund-raising events to 

assist LRC. The “Thanking and acknowledging LRC” them also had a high 

interaction from the public with a total of 702 posts.  Many discussions on this theme 

show that the public express their own perceptions toward LRC volunteers or the 

LRC as an NPO by showing respect and admiration, appreciation and gratefulness, 

honor and love, felicitations and pride, tribute, and loyalty to all the volunteers and 

their activities. These public perceptions create a positive image of LRC. The 

“Emotional and psychological support” theme had 475 postings, indicating that the 

public are expressing this kind of support to the LRC volunteers by mentioning for 

example, motivational and wishful quotes as well as showing kindness and love in 

their posts which gives an understanding of the image they pertain in their minds 

about the LRC volunteers. Furthermore, the public highly interacts toward the 

“Contributing for charitable causes” theme, with a total of 305 posts where they 

mention the #LebaneseRedCross or #SupportLRC to sell artwork or any kind of 

handcrafts with the proceeds going back to the LRC. Other themes such as serving 

the public interest, tragic Beirut port explosion, employment and training 

opportunities, heroism, recreational events and spreading awareness were highly 

addressed by the public.  

Using these themes, we constructed a Venn Diagram that shows the intersections 

among them and that can give us insights into what themes mostly correlated on the 

public channels. By this we can estimate the specific brand image that is emerging 

from the public posts toward LRC. 

Figure 6 shows the results of the intersecting themes on the public channels of LRC 
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Figure 6 Venn Diagram of LRC's Public Channel 

We can observe from these intersections that the majority of the themes overlap. The 

primary themes were thanking and acknowledging LRC, as well as call for donations 

for charity support. There were ten evident intersections, and they intersected with 

other themes such as heroism, spreading awareness, emotional and psychological 

support and so on. Only 23% out of 762 posts fell under the call for donations for 

charity support with the remaining intersecting with other themes. Only 17% out of 
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702 posts fell under the Thanking and Acknowledging the LRC, with the remaining 

intersecting with other themes. This indicates that the public co-created image of 

LRC focused mostly on donations and gratitude. Furthermore, the emotional and 

psychological support was the third dominating theme in the public posts, indicating 

that the public were expressing love, hope, optimism, kindness, and support for the 

LRC.  In addition, popular views of heroism were apparent, creating the impression 

that the public is admiring the LRC’s efforts and its volunteers. Nevertheless, it was 

also quite visible that the public is spreading awareness, employment and training 

opportunities and recreational events demonstrating their interested in addressing 

such topics. 

4.1.3 Volunteer stated Brand Image Scale 

Referring back to Huang & Ku’s (2016) construct scales, the dimensions on the 

NPO’s brand image were used to examine the volunteers’ perceptions toward LRC. 

The mapping of our survey items were slightly different than what the previous study 

found due to the addition of some scale items for the specific situation of the LRC. 

Nevertheless, we made every effort to preserve the theoretical subscale mappings 

presented in the original scale. Table 4 shows the statements associated with each 

subscale along with the average value of the subscale across all of the respondents. 
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influenced with LRC’s generosity and friendliness toward the community. 

Volunteers also believe that it is an attractive NPO because it is a non-sectarian 

organization. The dynamism theme is conceptualized as a fourth order theme, with 

an average of (4.585), implying that volunteers do perceive that the LRC is dynamic 

in setting up clear plans for each volunteer and in offering opportunities to develop, 

however the level of agreement along this facet is less than the others. However, the 

study found that the efficiency theme had the lowest average among the others with a 

value of (4.529), indicating that volunteers associate efficiency and efficient 

management with the LRC image to a lesser extent than the other facets of the brand 

image. Nevertheless, the volunteers do highly perceive that LRC is supportive to its 

volunteers and has the ability to produce results with the least number of wasted 

resources, time, effort money or competency in performance.  

In this instance, we utilize the radar plot to visualize the volunteer data. As noted 

above, the data consisted of five themes and their related averages. Figure 7 shows 

the themes in relation to their average. 

As seen in the figure, the majority of the volunteers’ perceptions are positively 

skewed toward usefulness, typicality and affect themes, implying that volunteers on a 

scale from 1 to 5 with 5 being strongly agree, believe that LRC is displaying a 

positive brand image. However, playing a lesser role in the perception of the 

volunteers is the dynamism theme (with an average of 4.585) and efficiency, where 

volunteers’ perceptions on the efficiency metric averaged (4.529). 



 
 

52 
 

 

Figure 7 Volunteers Brand Image 

 

4.2 Brand Image and Recruitment and Retention  

4.2.1 Volunteers Brand Image and Recruitment Scale  

As noted in chapter 3, module 2 of the survey enabled us to examine the relationship 

between volunteers’ perceived image and their decision to join the LRC, i.e., their 

recruitment decision. Table 5 shows the results of a paired t-test between the 

volunteers’ perception of the various facets of the LRC brand image and the 

associated influence of that item in their decision to join the LRC. The null 

hypothesis of these tests is that there is no difference in their perception of the 

individual brand image elements and their reasons for joining the LRC relative to 

that perception. For example, if this null hypothesis is confirmed, a volunteer who 

agrees strongly with the statement that the LRC serves the public interest and 

improves social welfare would also choose to join the LRC on the basis that the LRC 

serves the public interest and improves social welfare. In this study we use an alpha 

value of 0.05 to interpret the test result through the p-value. 
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As indicated, volunteers believe that the image of usefulness that LRC conveys 

influences their joining decision. Half of the usefulness-related questions resulted in 

no difference, indicating that there is equivalence between the Brand Image and their 

decision to join where alpha is greater that 0.05 (P-value >0.05). As the agreement 

relative to brand image is high for these items so is the influence of these elements 

for joining the LRC. There is a strong alignment between the image and their joining 

decision when LRC serves the public interest and improves social welfare. It implies 

that the Usefulness brand image Facet has a favorable high impact on the volunteer’s 

decision when recalling back to the time they joined LRC. 

The efficiency image perceived by volunteers, explains that in half of the related 

questions, the volunteers believed that there is a strong alignment between their 

perception of brand image and their joining decision. For instance, “I joined the LRC 

because it is earnest about helping people”. 

 An intriguing result can be seen in the items for which the volunteers do not 

perceive it as part of the brand image or rather perceive it to a lesser extent, yet it 

influenced their joining decision to a higher extent. Specifically, “I joined the LRC 

because it helps those most in need” (MD= -0.147, P-value<0.00) shows a significant 

negative differential in responses. Thus, this item had a high favorable impact on 

volunteers’ decision when recalling back their decision to join the LRC. Volunteers, 

on the other hand, have a weaker association of efficiency and effective management 

with the LRC image which has a similar or lesser impact on their decision to join the 

LRC. 
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Furthermore, there is a slight difference between the Brand image and the reason for 

joining in the efficiency related item preceded in the text by “I joined the LRC 

because it provides convenient and thoughtful services”. This shows that for some it 

was a reason for joining, but for the majority it is important for joining the LRC, but 

to a lesser extent -- the difference is only apparent at alpha=0.1  

The Affect image perceived by volunteers, reveals that volunteers believed that there 

is a strong alignment between the image and their joining decision relative to the 

following statement “I joined the LRC because it is a non-sectarian organization”; 

however, as a whole this statement has an average level of agreement lower than the 

other affective statements. In contrast, the image elements of friendly and generous 

are more strongly part of their perception of brand image, but less influential in their 

decision to join. 

With all of the dynamism related elements the volunteers perceived that the 

statements are tied to the image of the LRC, but they influenced their decision to join 

to a lesser extent – this difference is statistically significant in four out of five of the 

associated statements. Where they gave equal importance to the image and joining is 

related to the statement that the LRC provides opportunities for its volunteers to 

develop their personality.  

When it comes to the typicality facet of brand image, the volunteers predominately 

agreed that the LRC’s normative values – i.e., an image or standard against which the 

LRC is judged -- are part of the brand image but influenced their decision to join to a 

significantly lesser extent in three of the four items. The only item that found parity 

between the perceived brand image and reason for joining is the statement that the 

LRC is a good example of the humanitarian sector. 
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Furthermore, comparing the mean level of agreement for each item across the items 

reveals if the brand image impression had a higher agreement than the decision to 

join. It is interesting that the mean level across all of the items is greater than four.  

Across the usefulness theme, a higher-level agreement on brand image perception 

and a lower level on joining decision was indicated. In the efficiency theme slight 

difference in the mean comparison was shown; however, it reveals that the decision 

to join had a higher-level agreement from that of the brand image perception in the 

statement where LRC helps the most in need. And a lesser agreement on joining 

decision because LRC is well managed in accordance with the brand image 

perception. In terms of Affect, it is noteworthy that an equivalent level of agreement 

was displayed toward the brand image and the decision to join in that LCR is a non-

sectarian organization. This suggests that volunteers' images were aligned to a 

greater extent than other related items. In the dynamism items, where LRC has well-

articulated policies and procedures and it is clear about the tasks and duties that each 

volunteer has, there was a higher level of agreement on brand image perception and a 

lower level of agreement on the joining decision. In terms of the typicality theme, 

volunteers were seen to have a high level of agreement with brand image perception 

and joining decision, with LRC serving as a good example of the humanitarian 

sector. However, a significant difference was seen in relation to the LRC's code of 

conduct, demonstrating that there was a high degree of agreement toward brand 

image perception with an average of (4.619) in relevance to the joining choice with 

an average of (4.182). 

4.2.2 Volunteers Brand Image and Retention Scale  

 As noted in chapter 3, module 3 of the survey enabled us to examine the relationship 

between volunteers’ perceived image and their decision to stay at the LRC. Table 6 
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shows the results of a paired t-test between the volunteers’ perception of the various 

facets of the LRC brand image and the associated influence of that item in their 

decision to stay at the LRC. The null hypothesis of these tests is that there is no 

difference in their perception of the individual brand image elements and their 

reasons for staying at the LRC relative to that perception. For example, if this null 

hypothesis is confirmed, a volunteer who agrees strongly with the statement that 

LRC serves all equally would also choose to stay at the LRC on the basis that LRC 

serves all equally. In this study, we use an alpha value of 0.05 to interpret the test 

results through the P-value. 
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As indicated, volunteers believe that the image of usefulness that LRC conveys 

influences the staying decision. Half of the usefulness-related questions resulted in 

no difference, indicating that there is equivalence between the Brand Image and their 

reason to stay where alpha is greater that 0.05 (P-value >0.05). As the agreement 

relative to brand image is high for these items so is the influence of these elements 

on staying at the LRC. There is a strong alignment between the image and their 

staying decision when LRC serves the public interest and improves social welfare. It 

implies that the Usefulness brand image Facet has a favorable high impact on the 

volunteer’s decision to stay.  

The efficiency image perceived by volunteers, explains that in half of the related 

questions, the volunteers believed that there is a strong alignment between their 

perception of brand image and their staying decision. For instance, “I joined the LRC 

because it can succeed in accomplishing its goals despite of difficulty or hardship”. 

 An intriguing result can be seen in the items for which the volunteers do not 

perceive it as part of the brand image or rather perceive it to a lesser extent, yet it 

influenced their staying decision to a higher extent. Specifically, “I stay at the LRC 

because it helps those most in need” (MD= -0.1412, P-value<0.00) shows a 

significant negative differential in responses. Thus, this item had a high favorable 

impact on volunteers’ decision to stay at the LRC. 

Furthermore, there is a slight difference between the Brand image and the reason for 

staying in the efficiency related item preceded in the text by “I stay at the LRC 

because it provides convenient and thoughtful services”. This shows that for some it 
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was a reason for staying, but for the majority it is important for staying at the LRC, 

but to a lesser extent -- the difference is only apparent at alpha=0.1 

 Volunteers, on the other hand, have a weaker association of efficiency with the LRC 

image which has a similar or lesser impact on their reasons to stay at the LRC. For 

example, the volunteer’s perception of efficiency as part of the brand image is 

comparatively low as their assessment of these reasons for staying with the LRC. 

Thus, while they are statistically aligned in five out of eight statements, these are not, 

comparatively influential reasons for staying.  

The Affect image perceived by volunteers, reveals that volunteers believed that there 

is a strong alignment between the image and their staying decision relative to the 

following statement “I stay at the LRC because it is a non-sectarian organization”; 

however, as a whole this statement has an average level of agreement lower than the 

other affective statements. In contrast, the image elements of friendly and generous 

are more strongly part of their perception of brand image, but less influential on their 

reason to stay. 

With all of the dynamism related elements the volunteers perceived that the 

statements are tied to the image of the LRC, but they influenced their reason to stay 

to a lesser extent – this difference is statistically significant in three out of five of the 

associated statements. Where they gave equal importance to the image and staying 

related to the statements that the LRC provides opportunities for its volunteers to 

develop their personality and LRC is innovative-in improving its ways to operate and 

experiment with new possibilities to create value.  

When it comes to the typicality facet of brand image, the volunteers predominately 

agreed that the LRC’s normative values – i.e., an image or standard against which the 
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LRC is judged -- are part of the brand image but influenced their reasons to stay to a 

significantly lesser extent in all of the related items. The parity between the 

perceived brand image and the reasons for staying was not shown in any typicality 

related items.  

Overall, there is a lower level of agreement with all facets of the brand image than 

there was when considering the decision to join and in contrast to their perception of 

the brand image. Most notable among this full set of results is the high level of 

agreement with the statements regarding helping people. This is echoed again in the 

responses to the statement regarding the LRC as an example of the humanitarian 

sector where the volunteer’s rate this highly in terms of why they stay at the LRC.  

Furthermore, comparing the mean level of agreement for each item across the items 

reveals if the brand image impression had a higher agreement than the decision to 

stay. It is interesting that the mean level across all of the items is greater than four.  

Across the usefulness theme, a higher-level agreement on brand image perception 

and a lower level on the reason to stay was indicated. In the efficiency theme, there 

was a slight difference in the mean comparison; nonetheless, it demonstrates that the 

reason to stay had a greater level of agreement than the brand image perception in the 

statement where LRC helps the most in need. Furthermore, there is less agreement on 

the reason to stay in the statement that LRC is well managed in line with the brand 

image perception. In terms of Affect, the overall averages of brand image 

perceptions were higher than the averages of reasons to stay. There was a greater 

level of agreement on brand image perception and a lower level of agreement on the 

reason to stay in the dynamic items, where LRC is clear about the tasks and duties 

that each volunteer has. In terms of the typicality theme, the overall averages of 

brand image perceptions were higher than the averages of reasons to stay. Volunteers 
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were found to have a high and equivalent level of agreement with brand image 

perception and the reason to stay, with the LRC standing as a good example of the 

humanitarian sector. 

4.3 Volunteer stated retention and Image alignment  

4.3.1 Brand Image aligning with experience  

Volunteering with the Lebanese Red Cross NPO has never been an easy task. 

Lebanon with an area of 10,452 km2, is likewise vulnerable to recurring 

environmental disasters and threats. National religious conflicts, exacerbated by 

foreign invasions, occupation, and armed conflict, have led to tumultuous history that 

has consistently presented dynamic and complex humanitarian needs. The LRC is 

Lebanon’s sole leading pre-hospital emergency care provider that delivers necessary 

services on all Lebanese territory without discrimination. This indicates that there is 

a significant responsibility on LRC’s volunteers to serve the public and remain 

strong which might result in mental and physical hardships. Because of the several 

divisions present at the LRC and the various tasks required, the EMS division 

volunteers are recognized to be the first responders to emergencies anywhere and at 

any time. Their job is regarded as the most difficult, despite the fact that they are 

philanthropists. EMS volunteers, like other members of the LRC, are responsible for 

a variety of tasks such as providing first aid, triage, search, and rescue for the injured. 

Many young people aim to be EMS volunteers because they feel it will provide them 

with life- changing experiences that they would not be able to get elsewhere. They 

believe that joining the EMS division will give them a sense of pride and 

responsibility toward their communities. As a result, because working at the LRC is a 

difficult profession, the volunteers’ experiences after several months /years of service 

may differ from the brand image they had when they opted to join. The workload and 
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effort that is required from the volunteers may also lead to dissonance between the 

brand image and their experience. 

Thus, in order to identify whether the discrepancy between the image and the 

experience might lead the volunteers to leaving the LRC. We specifically asked 

about it in the survey questions. Volunteers were asked to rate their level of 

agreement as specified by a Five-point Likert scale (1=Strongly disagree,5=Strongly 

agree). This study assessed the image alignment with experience using the chi-square 

test to highlight where the discrepancies between gender and alignment or division 

and alignment arise. A similar analysis was done to compare the volunteers’ 

perceptions of themselves to their perception of the brand image. 

We first examined if the volunteer’s image of the LRC aligns with their experience 

relative to gender. Table 7 presents the results by gender, supporting that there is no 

gender differential in results relative to the experience and image aligning. Around 

54% of both males and females strongly agreed that their image aligns with their 

experience. Thus, there was no statistically significant difference in genders resulting 

in a (P-value=0.340).  

Table 7 Percent by gender considering that their experience aligns with the LRC 

brand image. 

 

My image of the LRC aligns with my 

experience at the LRC  
Female  Male  

Strongly Disagree  1% 2% 

Disagree  3% 3% 

Neutral  12% 14% 

Agree  31% 26% 

Strongly Agree  53% 54% 
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The same question was examined across the different divisions of LRC. Table 8 

shows that the vast majority of the volunteers strongly agreed that their image aligns 

with their experience. Specifically, 65% of the DMS volunteers showed strong 

alignment between the image and their experience,53% of the youth and 48% of the 

EMS. Interestingly, this is an indication that the EMS may be more emotionally 

affected than others as a result of the real experience they live. Although, they have 

the impression that serving the public interest and helping the community is a noble 

thing, over time they may be impacted by the situations they see or the feelings they 

experience when rescuing injured people. Thus, this may be a reason that led to 

discrepancy resulting in a significant statistical difference across division with a (P-

value=<0.00). 

Table 8 Percent of divisions considering that their experience aligns with the LRC 

brand image. 

My image of the LRC aligns with my 

experience at the LRC  
DMS EMS Youth 

Strongly Disagree 3% 3% 1% 

Disagree  1% 5% 2% 

Neutral 11% 17% 12% 

Agree  20% 27% 31% 

Strongly Agree  65% 48% 53% 

 

We further examined whether the mismatch between the image and experience was a 

reason for volunteers to leave LRC. Volunteers were asked to rate their level of 

agreement as specified by Five-point Likert scale on the following question “I 

sometimes consider leaving the LRC because the image that I have of the LRC 

doesn’t align with my experience at the LRC”. As illustrated in Table 9, across 

genders, the majority of the females and Males at the LRC strongly disagreed that the 

reason for their leaving is due to misalignment between the image they have and the 
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experience they live. However, the propensity to think about leaving due to a 

mismatch in the experience versus the image does have a gendered aspect to it(P-

value =0.001). Interestingly, it is the males who are more likely to consider leaving 

due to a misalignment between the image and their experience within the LRC. It 

appears that males as compared to females are more likely to leave if they feel that 

their experience doesn’t align anymore with their image of the organization. 

Table 9 Percent by gender considering leaving due to the alignment of their 

experience with the LRC brand image. 

I sometimes consider leaving the LRC 

because the image that I have of the 

LRC doesn’t align with my experience  

Female Male 

Strongly Disagree  60% 50% 

Disagree  18% 19% 

Neutral  8% 11% 

Agree 7% 10% 

Strongly Agree 8% 11% 

 

Table 10 presents the distribution across divisions, 64% of the DMS volunteers 

strongly disagreed that a mismatch between their image and experience is a reason to 

leave. In contrast, 57% of the youth strongly disagreed and followed by a 51% from 

the EMS division. Interestingly, 12% of the EMS volunteers among the youth and 

DMS strongly agreed that they might consider leaving the LRC because there is a 

mismatch between their image and their experience; this result is statistically 

significant (P-value <0.000). 
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Table 10 Percent of divisions considering leaving due to the alignment of their 

experience with the LRC brand image. 

I sometimes consider leaving the LRC 

because the image that I have doesn’t 

align with my experience  

DMS EMS Youth 

Strongly Disagree  64% 51% 57% 

Disagree  15% 15% 20% 

Neutral  7% 12% 9% 

Agree  7% 11% 7% 

Strongly Agree  8% 12% 8% 

 

4.3.2 Brand Image aligning with perception of self 

In order to examine if the brand image aligns with the volunteers’ perceptions of 

themselves, volunteers were asked to rate their level of agreement as specified by a 

Five-point Likert scale (1=Strongly disagree ,5= strongly agree) on the following 

statements “I feel that I am a good example of the Image of a volunteer in the LRC” 

and “I consider leaving the LRC because I don’t feel that I am a good example of its 

image”.  These questions provided us with insights into whether females and males 

see themselves a reflection of the image of the LRC. A (P-value=0.294) showed no 

statistically significant difference across the genders. Moreover, 52% of the females, 

and 51% of the males strongly agreed that they reflect their perception of the image 

of the Lebanese Red Cross. This indicates that the LRC has conveyed their image 

well, so that everybody (female or male) feels that they themselves are a reflection of 

the image.  

Across the divisions, 56% of the DMS strongly agreed that they do reflect a good 

image of a Lebanese Red Cross volunteer, and 48% of the youth strongly agreed. 

However, the EMS are the most likely to believe that they are a good example of a 



 
 

67 
 

volunteer resulting in 60% strongly agree. Interestingly, EMS volunteers believe that 

they are a good reflection of the LRC image, but they feel as a greater percent than 

other divisions that the experience they are having is not reflective of the image and 

as a result this impacts their leaving decision. They see that their experience doesn’t 

align, so they feel they are more likely to leave than other divisions, but their 

perception of themselves would not drive them to take such decision.  

Table 11 Percent of divisions agreeing with the self-perception reflecting the LRC 

brand image. 

I feel that I am a good example of the image of 

a volunteer in the LRC  
DMS EMS Youth 

Strongly Disagree  0% 0% 0% 

Disagree  1% 0% 1% 

Neutral  10% 11% 14% 

Agree  33% 29% 36% 

Strongly Agree  56% 60% 48% 

 

 When examining whether they consider leaving because they don’t feel they are a 

good reflection of the Red Cross Image, most of the volunteers across the EMS and 

DMS divisions do not let this influence their thoughts of leaving the LRC. However, 

the youth division is more susceptible to these thoughts. Specifically, 75% of the 

DMS strongly disagreed, 75% of the EMS and 65% of the youth. A P-value of 0.03 

showed that there is a statistically significant difference across the divisions with the 

youth division more likely to consider leaving because they don’t feel that they are 

reflective of the LRC brand image. 
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Table 12 Percent of divisions agreeing with the statement that they consider leaving 

due to self-perception reflecting the LRC brand image. 

I consider leaving the LRC because I don’t feel that I 

am a good example of its image 
DMS EMS Youth 

Strongly Disagree  75% 74% 65% 

Disagree  13% 15% 17% 

Neutral  7% 6% 9% 

Agree  1% 2% 4% 

Strongly Agree  4% 4% 5% 
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Chapter 5 

Discussion and Conclusion 

This thesis studied how a social media; co-created brand image influenced volunteers 

of an NPO to join the organization as well as to remain with the organization. Our 

findings, based on data from the social media mining and volunteer survey, showed 

that the information communicated via social media platforms can help create the 

LRC’s brand Image. Various information is associated with different image 

dimensions. The image was then examined to understand how it is aligned with the 

volunteers’ perception of their decision to join and their reason to stay with LRC; 

where this study revealed that the brand image alignment with joining and leaving 

LRC mattered. The images of usefulness and affect and their alignment with the 

recruitment and retention decision were seen to have equal importance by LRC 

volunteers 

5.1 Theoretical Implications  

Prior studies have found that a non-profit’s brand image can be used as a strategic 

resource to attract consumers as well as to create long-term connections with 

stakeholders. NPOs have recently begun shifting from single exclusive brand image 

creation processes to co-creation processes where multiple stakeholders serve as 

participatory agents, specifically by learning about the brand name and mission 
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through social media platforms (Vallaster & von Wallpach, 2018). Existing studies 

have also revealed that social media plays an integral part in promoting the brand 

image, becoming a new trend to attract and retain customers. However, little research 

has addressed how the social-media co-created brand image of an NPO can influence 

recruitment and retention of volunteers. There are studies on brand image in NPOs, 

but the relationship between brand image and volunteer recruitment and retention 

decisions has not yet been investigated. Recruitment and attraction of talent, as well 

as retention of existing talent are the core staffing processes related to the HR 

department. Talent acquisition is a fiercely competitive undertaking in such rapidly 

changing and dynamic environments. Companies and NPOs are constantly 

competing to acquire competent employees and volunteers with the necessary skills. 

Since the competition for human resources is intense, the NPOs must distinguish 

themselves from others and acknowledge the value of branding and how it can help 

them retain their clientele and attract new ones. Unfortunately, some entities miss the 

importance of integrating the dynamic role that human resource management plays in 

hiring and retaining high-quality personnel.  

Communicating a sincere brand image is critical to the HR strategy since it affects 

the applicant's attraction to the organization; consequently, incorporating HR into 

branding may ease the recruitment process by communicating the right message to 

attract the right people in the right place. Consistency between the internal policies 

and values with the external image is vital to creating a successful brand image in 

support of the HR function. The goal is to align potential candidates’ expectations 

with real values in order to favorably influence employee retention. Thus, HRM 

branding initiatives must be taken into consideration to find the right tactics for 

creating a large pool of candidates from which to select and, therefore making the 
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recruitment process effective. The effectiveness can be increased, if the brand image 

content is delivered and communicated accurately, hence the volunteers are more 

likely to join the organization, and as a result, stay. It is critical that HR, Marketing, 

and Senior executives collaborate to create and communicate the brand image. 

Furthermore, employees are seen as the most valuable asset that the organization 

invests in as brand ambassadors to create and represent their image. In this context, 

the research findings provided us with insights into the official and public view of 

the LRC’s brand image yielding two key findings.  

The information items generated from the official view produced an image of 

usefulness that aligns with the volunteer's stated brand image of the LRC. The LRC’s 

official posts were mainly focused on the image that the LRC is useful and civic 

minded toward serving the public interest and improving social welfare. As such, the 

brand image that volunteers had toward the LRC aligned with what the LRC tries to 

convey on its social media platforms. However, the public view showed that an 

image of appreciation and acknowledgment of the work of LRC volunteers was 

prominent. We can say that the information delivered on the public channels gave an 

understanding that an image of usefulness, efficiency, affect, dynamism, and 

typicality was conveyed. The public for example has an image that LRC volunteers 

are seen as heroes in society and that it is a generous friendly and non-sectarian 

organization that serves all equally. Table 2 and Table 3, in Chapter 4,indicate the 

relative importance of each theme per channel. 

This study also discovered the alignment in relationships between the brand image 

and volunteer recruitment and the brand image and volunteer retention, which a 

relationship not previously examined in the literature. Our study found that LRC 

volunteers showed equal importance to the usefulness and affect facets of brand 
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image and its alignment to their recruitment and retention decisions. In contrast the 

efficiency facet of brand image showed a slight difference among the recruitment 

and retention decisions. Particularly, the brand image that the LRC is well managed 

wasn’t a significant reason for volunteers’ decision to join, but for some, it was a 

reason to stay and for the majority, it didn’t influence their decision at a higher level 

than the role that item plays in their perception of brand image. Furthermore, LRC 

volunteers showed that their joining decision wasn’t aligned to the image that LRC 

succeeds in accomplishing its goals despite difficulty or hardship. Interestingly, the 

findings showed equal importance in the image where LRC serves the most in need, 

this reveals that the volunteers overall agree with the item as a reason for their 

joining and staying at a level higher than the role that item plays in their perception 

of brand image. For the dynamism facet of brand image, some have overall agreed 

that because LRC is innovative in experimenting with new ways to operate and 

create value it might be a reason for their joining, but for the majority, it didn’t 

influence their decision at a higher level than the role that item plays in the brand 

image. For staying, LRC volunteers showed equal importance to the image and their 

decision meaning that their image is aligned with their decision. Nevertheless, LRC 

volunteers showed that because LRC represents an image that it is a good example of 

a humanitarian sector they feel that there is equal importance for the image and 

joining decision. However, volunteers overall agreed that typicality played a higher-

level role in the brand image but wasn’t highly aligned with their staying decision. 

5.2 Managerial Implications  

On the basis of this research, the alignment between the brand image of an NPO and 

the volunteer’s decision to join/stay matters. The management of official channel 

alignment is also important. Managers at LRC who want to brand a positive image 
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toward the NPOs culture should carefully design its official channels by establishing 

a voice, sharing great and appealing content with the public, choosing the right social 

network, being responsive to the audience and determining the frequency of their 

postings. From the analysis of this research, it appears that a low level of interaction 

toward the spreading awareness theme translated to the public activity on social 

media. The LRC mission includes significant awareness spreading actions and thus 

building more public interaction with these posts may facilitate their achieving their 

goals. From this study, the LRC can further measure its brand image on its social 

media official channels by focusing on the image dimensions they want to convey to 

the public.  

When examining the alignment between volunteer perception of brand image and 

their reasons for joining or staying, two potential strategies emerge. If a particular 

facet of brand image is perceived as more important to the image in general than its 

influence on joining, the LRC can either work to increase that items influence on the 

joining/staying decision, or it can drop that item from its image campaign as it has a 

limited impact on the joining/staying decision.  

In reflecting on the reasons for joining the LRC, the availability of training 

opportunities and other aspects of the efficiency facet of brand image did not figure 

as prominently as the usefulness elements. This is likely due to the fact that the social 

media channels do not tend to promote the operational angles of the LRC focusing 

more on awareness and helping others. This suggests that the LRC might benefit its 

HR recruiting function by posting more about its employment and training 

opportunities, which encourages the public to understand and acknowledge the value 

of joining and volunteering in such an NPO. Such posts can also demonstrate to the 

public an image that the LRC is dynamic in setting policies and procedures for each 
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volunteer task, as well as offering exceptional training opportunities that are unlikely 

to be experienced in any other NPO.  

In considering the reasons for staying with the LRC, the results reveal that helping 

people, serving the public, and being part of a humanitarian organization are the 

prominent reasons. Despite holding other elements as part of their perception of the 

LRC brand image those elements impact their staying decision to a lesser extent. As 

such, probing the staying decision in terms of the alignment of their experience and 

their self-perception is critical. In so doing, we find that that males are more likely to 

consider leaving due to a misalignment between the brand image and their 

experience within the LRC. This might require some energy on the part of the LRC 

to ensure that males feel somehow that their experiences align with the brand image. 

Furthermore, a misalignment between experience and brand image perception has a 

bigger impact on the EMS division and considering leaving than it does on other 

divisions. In contrast, a misalignment between self-perception and the brand image 

seems to have a higher impact on the youth division respondents’ considerations of 

leaving. Both of these findings point to a need to integrate brand image into the HR 

function of retention. 

5.3 Limitations and future work 

One of the limitations encountered in this study is that only one NPO was selected 

and the respondents for this research were sampled volunteers in Lebanon. As a 

result, the analysis could only study the perception of the brand image and its 

alignment with recruitment and retention in the LRC. A stronger study strategy 

would be to compare with other organization in a similar domain, such as the 

Lebanese Civil Defense, and check if the results are consistent or not. In such a 

paired study, we might see for example if the female first responders feel that they 
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are a reflection of the perceived brand image at levels similar to their male 

counterparts. It would also be interesting to study if the perceived image of 

volunteers in the civil defense would give a different image than that of LRC and to 

see if the alignment matters. 

Furthermore,, because this study is limited to the Lebanese context, the results may 

imply that the image perceived across this NPO differs from that perceived across 

other contexts because the Lebanese environment is turbulent and intense in terms of 

an economic crisis, increase in public debt, the covid-19 pandemic, a fuel crisis, 

multiple electricity cuts, and so on, which are the major stressors in the Lebanese 

society. This, in turn, is generating a substantial shift in society’s image as a result of 

dissatisfaction, unhappiness, and stress, which may impact employees’/volunteers’ 

perceptions of their organization. Hence, it is recommended to broaden the radius of 

research to embrace the cultural differences and their plausible impact on the brand 

image perceptions and their alignment with volunteer joining and staying decisions. 

In addition, we recommend that future studies investigate both NPO and corporate 

settings in various cultural contexts so that the findings can be unified and 

publicized. Though some research limitations exist, our study has made a start in 

understanding the influence of co-created brand images from social media on the HR 

functions of recruitment and retention, raising several implications for future 

research. 
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Appendices 

Appendix A: Draft Survey  

Consent to participate in a Survey 

Relationship Between Brand Image and Volunteer Recruitment and Retention 

I would like to invite you to participate in a research project by completing the 

following survey. I am a student at the Lebanese American University, and I am 

completing this research project as part of my thesis for the master’s in human 

resource management.  The purpose of this survey is to develop an understanding 

about how an organization’s perceived image influences the recruitment and 

retention of volunteers.  

There are no known risks, harms or discomforts associated with this study beyond 

those encountered in normal daily life. The information you provide will be used to 

enhance and improve appropriate recruitment and retention of volunteers at non-

profit organizations. You will not directly benefit from participation in this study. 

The study will involve at least 100 participants.  Completing the survey will take no 

more than 15 minutes of your time.  

By continuing with the questionnaire / survey, you agree with the following 

statements: 

1. I have been given sufficient information about this research project. 

2. I understand that my answers will not be released to anyone, and my identity 

will remain anonymous. My name will not be written on the questionnaire 

nor be kept in any other records. 

3. When the results of the study are reported, I will not be identified by name or 

any other information that could be used to infer my identity. Only 

researchers will have access to view any data collected during this research 

however data cannot be linked to me.  
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4. I understand that I may withdraw from this research any time I wish and that I 

have the right to skip any question I don’t want to answer.   

5. I understand that my refusal to participate will not result in any penalty or 

loss of benefits to which I otherwise am entitled to. 

6. I have been informed that the research abides by all commonly acknowledged 

ethical codes and that the research project has been reviewed and approved 

by the Institutional Review Board at the Lebanese American University  

7. I understand that if I have any additional questions, I can ask the research 

team listed below. 

8. I have read and understood all statements on this form.  

9. I voluntarily agree to take part in this research project by completing the 

following survey/Questionnaire. 

If you have any questions, you may contact:  

Name (PI) Phone number Email address 

Ms. Ghida Merdach +961 71422763 Ghida.mardach@lau.edu  

Dr. Jordan Srour +961 1 786456 x1235 Jordan.srour@lau.edu.lb 

 

If you have any questions about your rights as a participant in this study, or you want 

to talk to someone outside the research, please contact the: 

Institutional Review Board Office, Lebanese American University, 3rd Floor, Dorm 

A, Byblos Campus 

Tel: 00 961 1 786456 ext. (2546), irb@lau.edu.lb  
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Demographic and Social Media Interaction Questions 

1) With what division do you volunteer within the LRC? 

a. Youth 

b. DMS 

c. EMS 

d. other 

2) How long have you been serving in the LRC? 

a. Less than 6 months 

b. 6 months – 1 year 

c. 1 – 3 years 

d. More than 3 years 

3) What is your gender?  

a. Male 

b. Female 

c. Other 

d. Prefer not to say 

4) What is your year of birth?    

a. 1965 or earlier 

b. 1966-1976 

c. 1977-1994 

d. 1995 -2005 

e. 2006 or later 

5) What is the highest level of education completed? 

a. High School 

b. BS/BA 

c. MS/MA/MBA 

d. PhD 

e. Other  

6) Within the LRC are you: 

a. Fully volunteering (never received pay) 

b. Sometimes volunteering, sometimes paid 

c. Paid on a regular basis 

7) What is your current employment status outside of your work with the LRC? 

a. Employed for wages 

b. Self-employed 

c. Out of work and searching for work 

d. Out of work and not searching for work 

e. Student 

f. Retired 

g. Unable to work 

h. Other 

8) I follow the social media channels of the LRC 

a. Never 

b. A few times per year 

c. Once per month 

d. Once per week 

e. Once per day 

f. More than once per day 

9) I re-post items that come through on the social media channels of the LRC 

a. Never 
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b. A few times per year 

c. Once per month 

d. Once per week 

e. Once per day 

f. More than once per day 

10) I “like” or comment on items posted to the social media channels of the LRC 

a. Never 

b. A few times per years 

c. Once per month 

d. Once per week 

e. Once per day 

f. More than once per day 

 

 

 

11) I believe that the social media posts on the LRC channels are reflective of my 

experience at the LRC. 

a. Strongly disagree 

b. Disagree 

c. Neutral 

d. Agree 

e. Strongly agree 

f. Unable to judge 
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Module 1 – Perceptions of the LRC Image 

In this section of the survey, you will be asked to rate your level of agreement with a 

series of statements about the LRC. There is no right or wrong answer. The module 

is illustrated in Table 13  

Table 13 Perceptions of the LRC Image 

Statement  Strongl

y 

Disagre

e  

Disagree  Neutral  Agree  Strongl

y 

Agree  

The LRC serves the public interest and 

improves social welfare. 

     

The LRC is concerned with the well-

being of the community. 

     

The LRC is earnest about helping people.      

The LRC helps those most in need.      

The LRC is well-managed.      

The LRC can succeed in accomplishing 

its goal despite difficulty or hardship. 

     

The LRC provides an excellent service to 

the recipients of its aid.  

     

The LRC can find the best way to use its 

assets to survive and prosper. 

     

The LRC provides convenient and 

thoughtful services.  

     

The LRC is a friendly organization.       

The LRC is a generous organization.       

The LRC is innovative -- improving its 

ways to operate and experimenting with 

new possibilities in order to create value. 

     

The LRC is a good example of the 

humanitarian sector.  

     

The LRC serves all equally.       

The LRC provides opportunities for 

volunteers to develop their personality.  

     

The LRC has well-articulated policies 

and procedures for each volunteer role.  

     

The LRC is supportive of its volunteers.      

The LRC provides training opportunities.      

The LRC is clear about what tasks and 

duties the volunteers are expected to 

engage in.  
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Module 2 – Relationship between the LRC Image and the Decision to Join 

In this section of the survey, you will be asked to rate your level of agreement with a 

series of statements about when you were considering joining the LRC as a 

volunteer. Please answer these questions thinking back to the time when you were 

considering joining the LRC. There is no right or wrong answer. The module is 

illustrated in Table 14 

Table 14 Relationship between the LRC Image and Decision to Join 

The LRC is a non-sectarian organization.      

The LRC volunteers are heroes in 

society. 

     

The LRC image aligns with the LRC 

Code of Conduct. 

     

The LRC image aligns with the LRC 

Fundamental Principles. 

     

Statement  Strongl

y 

Disagre

e  

Disagree  Neutral  Agree  Strongl

y 

Agree  

I joined the LRC because it serves the 

public interest and improves social 

welfare. 

     

I joined the LRC because it is concerned 

with the well-being of the community. 

     

I joined the LRC because it is earnest 

about helping people. 

     

I joined the LRC because it helps those 

most in need. 

     

I joined the LRC because it is well-

managed. 

     

I joined the LRC because it can succeed 

in accomplishing its goal despite 

difficulty or hardship. 

     

I joined the LRC because it provides an 

excellent service to the recipients of its 

aid.  

     

I joined the LRC because it can find the 

best way to use its assets to survive and 

prosper. 
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I joined the LRC because it provides 

convenient and thoughtful services.  

     

I joined the LRC because it is a friendly 

organization.  

     

I joined the LRC because it is a generous 

organization. 

      

I joined the LRC because it is innovative 

-- improving its ways to operate and 

experimenting with new possibilities in 

order to create value. 

     

I joined the LRC because it is a good 

example of the humanitarian sector.  

     

I joined the LRC because I had an 

interaction with the LRC.  

     

I joined the LRC because it serves all 

equally. 

     

I joined the LRC because it provides 

volunteers with opportunities to develop 

their personality.  

     

I joined the LRC because it has well-

articulated policies and procedures for 

each volunteer role.  

     

I joined the LRC because it is supportive 

of its volunteers. 

     

I joined the LRC because it provides 

training opportunities. 

     

I joined the LRC because it is clear about 

what tasks and duties the volunteers are 

expected to engage in.  

     

I joined the LRC because it is a non-

sectarian organization. 

     

I joined the LRC because LRC 

volunteers are heroes in society. 

     

I joined the LRC because of the LRC 

Code of Conduct. 

     

I joined the LRC because of the LRC 

Fundamental Principles. 
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Module 3 – Relationship between the LRC Image and the Decision to Continue 

as a Volunteer 

In this section of the survey, you will be asked to rate your level of agreement with a 

series of statements about your current choice to stay as a volunteer with the LRC. 

There is no right or wrong answer. The module is illustrated in Table 15 

1) I see myself continuing to work for the LRC for the coming: 

a. 6 months or less 

b. 6 months to 1 year 

c. 1 year to 3 years 

d. 3 years or more 

Table 15 Relationship between the LRC Image and the Decision to Continue as a 

Volunteer 

Statement  Strongl

y 

Disagre

e  

Disagree  Neutral  Agree  Strongl

y 

Agree  

My Image of LRC aligns with my 

experience at the LRC. 

     

I sometimes consider leaving the LRC 

because the image I have of the LRC 

does not align with my experience of the 

LRC. 

     

I feel that I am a good example of the 

image of an LRC volunteer. 

     

I sometimes consider leaving the LRC 

because I don’t feel that I am a good 

example of the image of the LRC. 

     

I stay at the LRC because it serves the 

public interest and improves social 

welfare. 

     

I stay at the LRC because it is concerned 

with the well-being of the community. 

     

I stay at the LRC because it is earnest 

about helping people. 

     

I stay at the LRC because it helps those 

most in need. 

     

I stay at the LRC because it is well-

managed. 

     

I stay at the LRC because it can succeed 

in accomplishing its goal despite 

difficulty or hardship. 
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I stay at the LRC because it provides an 

excellent service to the recipients of its 

aid.  

     

I stay at the LRC because it can find the 

best way to use its assets to survive and 

prosper. 

     

I stay at the LRC because it provides 

convenient and thoughtful services.  

     

I stay at the LRC because it is a friendly 

organization.  

     

I stay at the LRC because it is a generous 

organization. 

      

I stay at the LRC because it is innovative 

-- improving its ways to operate and 

experimenting with new possibilities in 

order to create value. 

     

I stay at the LRC because it is a good 

example of the humanitarian sector.  

     

I stay at the LRC because it serves all 

equally.  

     

I stay at the LRC because it provides me 

with opportunities to develop my 

personality.  

     

I stay at the LRC because it has well-

articulated policies and procedures for 

each volunteer role.  

     

I stay at the LRC because it is supportive 

of its volunteers. 

     

I stay at the LRC because it provides 

training opportunities. 

     

I stay at the LRC because it is clear about 

what tasks and duties the volunteers are 

expected to engage in.  

     

I stay at the LRC because it is a non-

sectarian organization. 

     

I stay at the LRC because LRC 

volunteers are heroes in society. 

     

I stay at the LRC because of the LRC 

Code of Conduct. 

     

I stay at the LRC because of the LRC 

Fundamental Principles. 
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2) When I think about leaving the LRC, it is because:  

a. I would like to emigrate 

b. I don’t have enough time anymore 

c. I have to focus on my work or studies 

d. I cannot afford volunteering with LRC anymore 

e. Other 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 




