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ABSTRACT

This study aims to compare factors contributing to fundraising success in large
and small rescue organizations in Thailand, using Poh Teck Tung Foundation,
Ruamkatanyu Foundation, and Takhli Charity Foundation (Nakhon Sawan) as case
studies. Employing a qualitative approach, data were collected through semi-structured
in-depth interviews with 15 purposively selected key informants—comprising executives,
fundraising staff, volunteers, and donors. Thematic analysis was applied to identify
patterns and themes related to fundraising strategies.

Findings indicate that the principal determinants of fundraising success are: (1)
organizational trust and transparency; (2) coherent integrated marketing communications
(IMC) across online and offline channels; (3) capacity to build and maintain donor and
community relationships (CRM and community engagement); and (4) effective use of
digital tools to increase reach and participation. Comparative analysis shows that large
foundations benefit from greater resources, specialized staff, and systematic planning,
whereas the local small foundation leverages strong community ties and operational
flexibility. Practical recommendations include digital communication training for small
foundations, institute transparent reporting systems, and fostering strategic partnerships
among foundations of different sizes to broaden donor bases and enhance long-term

sustainability.

Keywords: Fundraising, Rescue foundations, Integrated Marketing Communications,

Trust, Local charity
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