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Summary 
This thesis aims to answer one main and three sets of related research questions. The main 

question is How do Norwegian non-governmental organizations (NGOs) work with their 

reputation in Palestine? The related questions can be summarized in three groups which are 

reputation, identity and cooperation dynamics. Regarding reputation; Do Norwegian NGOs 

have any system for reputation building and what is the role of employees in building the 

reputation of these Norwegian NGOs? The second group is related to the identity of these 

NGOs, and the questions are: How do the organizations identify themselves? Does their 

reputation reflect their identity? The last group is related to cooperation dynamics between these 

NGOs and their partners, and these are: What type of relationship does these Norwegian NGOs 

have with their Palestinian local partners benefitting from their support and operating in their 

field? What are the challenges that face this relationship dynamics?  

These questions are answered in light of the reputation literature and theories that emphasize 

organizational identity as the base for all reputation, through a qualitative case study on three 

Norwegian NGOs operating in Palestine, which are: Norwegian Refugee Council (NRC), 

Norwegian People’s Aid (NPA), and Norwegian Church Aid (NCA). Two types of data 

collection methods are used: interviews with employees of both the Norwegian and Palestinian 

NGOs and the analysis of policy documents, reports and brochures of relevance to the study.  

A key result is that the selected Norwegian NGOs are concerned with their reputations based 

on their visions and missions. I find that Norwegian NGOs are generally clear in their identities, 

i.e. that those I interviewed were generally consistent in their answers and how they talked 

about their respective organizations, that they agreed and expressed similar thoughts about the 

organization’s origin, raison d’etre, aims etc.  Furthermore, my fieldwork shows that their 

identity is reflected in their reputation amongst the Palestinian partner organizations — the way 

they are talked about by Palestinian organizations is very similar to what I heard from the 

employees in the Norwegian NGOs.  

The Norwegian NGOs enjoy an overall good reputation among Palestinian partners. Even 

though the Norwegian NGOs under study lack a formal system for reputation building, they are 

very conscious about the importance of reputation building, and their procedures, policies and 

activities are designed in a way to serve their reputation. The organizational identity is so strong 

that the staff in the country offices are conscious about being representatives to their 
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organizations not only at work but brings this identity into their private lives and become 

‘spokes persons’ for their organizations outside office hours.  

However, since the Norwegian NGOs, like most NGOs, depend on external funding, they strive 

to secure a good reputation and to be seen by their donors as accountable, highly competent and 

neutral. Neutrality in the Palestinian context implies not having local partners affiliated with 

political parties that are against the so-called Oslo process and a two-state solution. 

Accountability and high competency also imply achieving real, tangible progress toward policy 

goals. However, since competency is not easily observed by donors, policy successes, even 

short-term ones, provide meaningful signals of competence to donors. This focus on reputation 

puts the Norwegian NGOs under pressure especially when it comes to which Palestinian 

partners to choose and which projects to respond to when presented by their Palestinian 

partners. The Norwegian NGOs sometimes choose to support projects that maintains their 

reputation for competence constraining the focus to short term small goals that are quickly and 

visibly accomplished and that may undermine the pursuit of the central goals of the NGO 

defined by Gent. et al. (2015) as the “reputation trap”. However, Norwegian NGOs are better 

than other international NGOs in that regard according to their Palestinian partners.  

Other challenges are related to the rival stakeholders with conflictual interests that Norwegian 

NGOs are facing in Palestine. Although Norwegian NGOs cooperate only with the legitimate 

Palestinian government and Palestinian NGOs that are accepted by the international 

community, other actors including the Hamas de facto government in the Gaza Strip, and the 

Israeli government with its forces also exert pressures. These rivalries put the Norwegian NGOs 

under pressure as they must respond to these challenges and hold a balance in their relationships 

with these rival stakeholders. That can make them sometimes appear more narcissistic and less 

flexible in their cooperation with their Palestinian local partners due to power imbalances.  

This, in turn puts the Palestinian partners – who are in need for the funds and support of these 

NGOs for their survival, in a situation where they try to look as attractive as possible to their 

Norwegian partners, causing them to be in a more “hyper - adaptive” status trying to adapt and 

change in response to shifting preferences of these Norwegian NGOs, which can affect their 

identity and gradually lose their connection to their main stakeholders; the Palestinian public. 

It is also important to mention that the existence of other challenges related to the complexity 

of the Palestine – Israel conflict, the Israeli occupation policies, and the Palestinian political 

division and instability, cast a shadow on the work and the future of these Norwegian NGOs in 

Palestine, where good reputation alone cannot guarantee the sustainability of their work.  
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1 Introduction 

1.1   Background and introduction to the study 

Non-governmental organization’s reputation is a critical determinant of its authority and 

ability to act independently or collaboratively to influence global politics.  

(Mitchell and Stroup, 2017) 

Organizational reputation is a relatively young field of study which draws from disciplines as 

varied as strategy, marketing, organizational culture and behavior, accounting, economics and 

psychology (Fombrun, 1996). 

Recently, the issues of reputation and reputation building have attracted more and more interest 

among academics and practitioners. In June 2008, the search engine Google showed 174 million 

results on the word “reputation” (Brønn and Ihlen, 2009). In January 2019, the same word gave 

336 million hits and “reputation building” gave around 333 million hits1 when I used the Google 

search engine. In other words, there is a huge interest in the use of the word reputation and the 

reputation issue. This importance has been reflected through a whole industry devoted to 

profiling reputation and its impacts on firms and states (Gillies 2010). The interest in corporate 

reputation has surged during the last decade, mostly due to declining trust of stakeholders in 

corporate aims and actions (Helm,  Liehr-Gobbers,  Storck; 2011).  

Reputation is considered to be one of the most important gauges to steer a company’s future. 

Hence, taking a stakeholder value perspective and a utilitarian view, reputation is important 

because of the profit potentials it offers. But reputation is also a reflection of the moral 

principles our economies and corporations adhere to and therefore relevant from a deontological 

(moral) perspective as well (ibid., p. 13). 

While Reputation building might sound like something strictly for big businesses trying to 

create a brand and earn profit, it can be argued that it is equally important for non-governmental 

organizations and that is due to many reasons: 

                                                 
1https://www.google.com/search?ei=85NFXLnvKsXmswHe_qiwBg&q=reputation+building+&oq=reputation+b
uilding 
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Globally, international organizations, development aid agencies, governments and private 

donors have been relying more and more on NGOs to implement substantial parts of their 

programs to fulfil sustainable goals of development, public health, education, human rights and 

more. Competition between NGOs is stiff. Consequently, NGOs need to pay more attention to 

reputation building as a strategic process in order to create a market differentiation (a brand). 

As such, their challenge is very similar to that of their for-profit counterparts. This lies in the 

(business) value of a strong reputation, which can help the NGO raise money, increase 

awareness, and get funded, identify new projects, be taken seriously, have better impact, make 

a brand and attract high-quality partners both locally and internationally. That is why NGOs 

need to live up to their reputation if they want to succeed. 

A recent example of a reputational damage in the NGO community and what this can cause is 

the case of Oxfam2. In February 2018, The Times newspaper published an article under the 

headline: ‘Top Oxfam staff paid Haiti survivors for sex’. The article alleged that Oxfam covered 

up claims that senior staff working in Haiti in the wake of the 2010 earthquake used prostitutes, 

some of whom may have been underage (O’Neill, 2018). Despite that Oxfam denied claims of 

a cover-up and said that the behavior of its staff was ‘totally unacceptable’, and that the 

organization uncovered the accusations in 2011 and immediately launched an internal 

investigation, where four members of staff were dismissed and three were allowed to resign 

before the end of the investigation, the organization faced major consequences due to this 

scandal. According to Oxfam’s chief executive at that time Mark Goldring, a week after the 

scandal emerged, the charity had already lost 7000 regular donors (Cooney, 2018).  Goldring 

stepped down from his position with the charity at the end of the same year (Rawlinson, 2018). 

According to an article by Hickman (2019), Oxfam's prostitute scandal in Central America has 

eroded the value of its brand in the UK by more than 400 million pounds. The article elaborates 

the importance of a good reputation to any NGO in its fundraising activity, particularly in 

driving new donor acquisition and keeping the existing ones. Like consumers, donors are 

increasingly taking decisions based on whether the NGO lives up to its values (Hickman, 2019). 

The story with OXFAM shows the importance for reputation and the risk of reputational change 

and how it can cause serious troubles for the organization. A good reputation can also serve as 

an important asset saving the organization at times of crisis, and returning to the same example 

                                                 
2 OXFAM is a confederation of 20 independent charitable organizations focusing on the alleviation of global 
poverty, founded in 1942 and led by Oxfam International. 
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of Oxfam, despite the fact that Oxfam lost its position as being one of the top five organizations 

in the UK, the organization is still one of the top ten and still have a good position due to its 

good reputational history (Hickman, 2019). That leads to a central question in this thesis: how 

to maintain a strong reputation? 

It was not until recently that many academics began to argue that for an organization to build a 

strong reputation, it has to focus first on its identity and image as the main ingredients that shape 

its reputation (Brønn and Ihlen, 2009; Helm, Liehr-Gobbers, & Storck, 2011). It is therefore 

important for any organization to keep a balance between expectations of the stakeholders based 

on image and reality based on identity to establish a solid reputation needed for its survival.  

This thesis is a case study of three Norwegian NGOs in Palestine. These organizations are: 

Norwegian People’s Aid (NPA), Norwegian Refugee Council (NRC), and Norwegian Church 

Aid (NCA). I will examine how their identities are formed, how they see themselves and how 

they are perceived in a Palestinian context. Moreover, I will try to assess their work regarding 

reputation building and if they are concerned with such a term, and, if they are, how does this 

affect them on the operational level.  

It is worth mentioning that according to the Norwegian Agency for Development Cooperation 

(NORAD) there are at least ten Norwegian NGOs operating in Palestine. In addition to the three 

organizations I have selected, these are: NORWAC (Norwegian Aid Committee), Norwegian 

Red Cross, Save the Children Norway, YWCA-YMCA Guides and Scouts of Norway, Right 

to Play, the Norwegian Confederation of Trade Unions (LO), and Quaker Service Norway3. In 

addition to these Norwegian NGOs, the Norwegian government provides foreign assistance to 

Palestine through multilateral organizations including the World Bank (WB), the United 

Nations (UN) agencies for example United Nations Developing Program (UNDP) and United 

Nations Relief and Works Agency for Palestine Refugees in the Near East (UNRWA), and 

other international NGOs. These organizations and others are partly or mostly funded by the 

Norwegian government, via the Ministry of Foreign Affairs (MFA), and NORAD which 

provides tens of millions of kroner through direct and indirect funding processes to 

organizations and agencies operating in the West Bank, and Gaza. Palestinians received 636.8 

million kroner in bilateral assistance 2018 (ibid.).  

                                                 
3 https://norad.no/en/front/countries/middle-east/palestine/ 



 

4 
 

1.2       Research aims and the importance of the study 

As a master student in organization, leadership and work and a bachelor graduate from the 

Faculty of Economics and Political Science having a major in Political Sciences and minor in 

NGOs management, I am really interested in applying an organizational approach to NGOs that 

are considered in many contexts—and especially in a foreign policy context—to be politicized. 

Another personal reason is that as a Norwegian citizen with Palestinian roots, I am particularly 

interested in a better understanding to how Norwegian NGOs are perceived by their Palestinian 

partners and beneficiaries.   

Beside my personal motivation, I have also a theoretical motivation related to the growing 

importance of the terms “reputation” and “reputation building” as a trend focusing on business, 

and recently on public organizations, with less emphasis on NGOs (Mitchell and Stroup, 2017).  

It is interesting to study the reputation in NGOs as despite the similarity between the NGOs and 

the corporates in their need to have a good reputation as both are competing to be different and 

create a “brand”. I believe that reputation is even “more important for NGOs than for firms” 

(Bykova, 2018), due to basic differences between NGOs and firms: one of these differences is 

that NGOs are dependent on the revenues from government grants and donors for their survival.  

A second fundamental difference between NGOs and firms is that NGOs are valued “because 

we believe they are somehow more morally authentic” than other kinds of organizations (King, 

2014). “Authenticity” means “true-to-type,” – i.e., it represents a pure expression of a particular 

category, and “true-to-self”, which conveys the idea that the organization is internally 

consistent or true to its own commitments to others (ibid.). Therefore, an NGO’s reputation is 

grounded in how well it meets its audiences’ expectations about its true morality and therefore 

needs to be based on a moral identity.  

 Furthermore, NGOs’ reputation is also a critical determinant of their authority and ability to 

act independently or collaboratively to influence global politics. (Mitchell and Stroup, 2017). 

In addition to these differences, there has been an increasing debate over the importance, 

effectiveness and accountability of non-governmental organizations, whether they achieve the 

intended goals for development, where some academics have even questioned the real goals of 

these NGOs and their dependency on governmental funding (Zaidi, 1999; Edwards M. and 
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Hulme D., 1996). These issues became more interesting for me, after I read an article by Cornish 

(2017), which reveals that although the number of NGOs is booming, the NGO sector has been 

witnessing a decline in trust. This deterioration in trust really matters because trust underpins 

all NGOs’ interactions, and without it, their work costs will rise, and their impact will fall. 

According to the Edelman Global Survey from 2017, trust in NGOs has declined in 21 countries 

and they are outright distrusted in eight countries. Even more worrying, people trust NGOs less 

than they trust businesses in eight countries – Russia, Sweden, Japan, Germany, Ireland, the 

Netherlands, the UK and Poland. 

Thus, the aim and importance of this study lies in contributing to a better understanding of the 

importance of reputation to NGOs and its influence on performance. On a theoretical level, this 

thesis complements the few studies that examine reputation building theories on the NGO 

sector, through adding the impact of identity on reputation building of NGOs.  On the empirical 

level, it aims to complement existing understanding of NGOs’ awareness of the importance of 

reputation, whether they concerned with it on a systematic level, and how they deal with issues 

of reputation and identity. Due to the limited scope of a master thesis project, I will, as I 

mentioned above, restrict the analysis to three Norwegian NGOs: NRC, NPA and NCA.      

1.3 Research questions  

The main question in this thesis is: How do Norwegian NGOs work with their reputation in 

Palestine? 

Moreover, this study answers three groups of questions related to the main question, which are 

also used to organize the analysis in Chapter 4. These are questions of relevance to reputation, 

identity and cooperation dynamics.   

1. Reputation: Do Norwegian NGOs have any system for reputation building? What is the 

role of employees in building the reputation of the organizations? 

2. Identity: How does these organizations identify themselves? Does their reputation 

reflect their identity? 
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3. Cooperation dynamics: What type of relationship does Norwegian NGOs have with 

other Palestinian local organizations benefitting from and operating in their field? What are the 

challenges that face the relationship dynamics? 

1.4      The structure of this thesis 

The thesis is organized as follows: the first chapter introduces the study, formulates the research 

questions and objectives of the study as well its importance on both the theoretical and empirical 

level. The second chapter examine how concepts like identity, image and culture are linked to 

reputation and the theories related to them and how they can be applied to the study of reputation 

in the context of NGOs. This chapter also outlines the theoretical framework. The third chapter 

is devoted to the research design where I will present my case study, the methods and 

methodology adopted and their limitations as well as data analysis procedure. The fourth 

chapter is devoted to analysis and discussions. I will try to discuss and answer the main and the 

three related groups of questions related to reputation, identity and cooperation dynamics. 

Finally, the fifth chapter presents concluding remarks, results and recommendations alongside 

marking potential areas for further research.  
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2      Theoretical framework 

In this chapter, I will explain the theoretical framework that underlies the thesis. To discuss and 

answer the research questions about organizational identity and reputation building in NPA, 

NCA and NRC, it is important to review the key concepts in a theoretical context. I will then 

describe the relationship between them according to the literature, and in doing so, I also define 

two other terms, which are image and culture as they are closely interrelated. It is important to 

note, however, that these terms are still contested between academics with different 

backgrounds and, indeed, overlap with similar debates in related disciplines which has led to 

conceptual confusions. I will then define what is an NGO, and give a brief introduction about 

NGOs, their history and development as they are today. Following that, I will discuss the 

existing research on the concept of reputation in NGOs. At the end of the chapter, I will describe 

assumptions and expected findings. 

2.1      Organizational reputation 

‘Reputation is the most relevant corporate asset … It is a challenge to grasp its core contents or 

to explain what specific value is associated with achieving a good reputation.’ 

(Sabrina Helm, 2011) 

Reputation as a term possess high degree of complexity and despite numerous attempts to 

describe and integrate the definitions in use (e.g., Barnett et al., 2006; Gotsi and Wilson, 2001; 

Wartick, 2002), no consensus as to its definition could be achieved, and no coherent theory on 

reputation has emerged (for example: Helm 2005, 2007; Highhouse et al., 2009). That has also 

resulted in the difficulty in operationalizing organizational reputation (Walker, 2010). 

Carroll (2008a) defined organizational reputation as what is generally said about an 

organization. Deephouse (2000, p. 1093) referred to reputation as “the evaluation of a firm by 

its stakeholders in terms of their affect, esteem, and knowledge”. Reputation, he contended, is 

the result of the interaction between a firm and its stakeholders and the information circulated 

among its stakeholders about the firm and its behavior. 
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 Reputation has also been described as stakeholders’ collective judgments about an organization 

and its achievements and actions (Fombrun, 1996; Fombrun & Shanley, 1990) and has been 

considered as relatively stable (Fombrun & Shanley, 1990), cumulative over time, and not 

entirely predictable (Murphy, 2010). 

Although definitions still vary widely, many academics and practitioners agree that reputation 

is a perceptual phenomenon (Fombrun, 1996; Brown et al., 2006; Walker, 2010), it is the 

aggregate perception of all stakeholders (Fombrun, 1996; Walker, 2010), it is comparative 

(Wartick, 2002), it can be positive or negative (Brown et al. , 2006; Mahon, 2002; Rhee and 

Haunschild, 2006) and it is stable and enduring (Gray and Balmer, 1998; Mahon, 2002; Rhee 

and Haunschild, 2006; Rindova, 1997; Roberts and Dowling, 2002). Together, these five 

attributes can lead to a comprehensive definition of corporate reputation.    

Sabrina Helm (2011, p.13) tries to gather a holistic understanding of perceived corporate 

reputation suggesting to define corporate or organizational reputation as ‘stakeholders’ overall 

evaluation of a firm in respect to its past, present, and future handling of stakeholder 

relationships that reflects a firm’s ability and willingness to meet stakeholders’ expectations 

continuously.’ Based on existing definitions: companies may have multiple reputations 

depending on which stakeholders and which issues are being looked at, but each reputation 

represents the aggregate perception of all stakeholders for that specific issue (Walker, 2010). 

As we can see from the previous definitions, the term stakeholder is often mentioned. So, I 

think it is important to precise what is a stakeholder. A stakeholder is any person, group or 

organization that has interest or concern in an organization. Stakeholders can affect or be 

affected by the organization's actions, objectives and policies4.  

It is important to distinguish between reputation and reputation building. While it can be 

claimed that “all” organizations have a reputation (Røvik, 2007; Maringe & Gibbs, 2009) which 

develops over a period of time, “it might good or bad”, not all organizations take care of it, or 

focus on it to the same extent. Reputation building, on the other hand, is something active. To 

make it simple, reputation is a key aspect of organizational development that requires strategic 

approaches in building, maintaining and developing it (Maringe & Gibbs, 2009, p. 135). Røvik 

                                                 
4 Stakeholder. BusinessDictionary.com. Retrieved May 06, 2019, from BusinessDictionary.com website: 
http://www.businessdictionary.com/definition/stakeholder.html 
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(2007, p. 196) defines reputation building as: ‘measures aimed at conscious, planned 

presentation of an organization facing relevant actor groups in the environment with a view to 

strengthening their perceptions of and confidence in organization”. 

Most literature dealing with reputation outlines the positive consequences of achieving a high 

reputational status (Caruana 1997). Such favorable outcomes include ease of acquiring new and 

retaining current customers, ability to attract and keep the best workforce, gain access to capital 

markets, all of which result in improved financial performance and corporate success. All in 

all, it is claimed that investment in reputation is a good investment (Fombrun & Rindova 2000; 

Caruana 1997; Caruana et al. 2006; Fombrun and Shanley 1990; Helm 2007). Furthermore, 

practice shows that reputation has clear positive results in the stability of the firm, that is to say 

that a good reputation leads to better chances in overcoming crises as reputation serves as a sort 

of “buffer” or “safety net” (Fombrun et al. 2000a, p 89). A positive or favorable reputation can 

also assist an organization in gaining legitimacy (Staw & Epstein, 2000). 

The importance of reputation can be seen from different perspectives; from a utilitarian 

standpoint, linking reputation to corporate profit may serve as proof of relevance of reputation 

for the firm. Some academics claim that ‘as reputation goes, profits follow’ (Herbig and 

Milewicz,1995, p 10). Yet, it is still difficult to measure the exact impact of reputation, it is still 

true that “despite its obvious worth, the dollar value of a company’s reputation proves difficult 

to quantify” (Fombrun 1996, p 85). From a deontological perspective of reputation, good 

reputations can follow when observers see good effects from actions, and when observers see 

the focal actor adhering to sound principles. Many assume deontological reputations are more 

valued than utilitarian ones. That is, society rewards reputations that are based on moral grounds 

more than these based on receiving or distributing benefits (Mitnick and Mahon 2007).  

It is important to mention here that media plays an important role in organizational reputation 

at many dimensions and levels, through for example setting the agenda (Carroll and McCombs, 

2003). It can be argued that organizational reputation is formed and built in part by media, as 

reputation is formed by the firm and its observers, which include the media. The media, as 

intermediaries, reflect signals sent out by firms, and transmit, distort, and add information about 

a firm (Bouchikhi et al., 1998). Media can also act as source of recording the events.  

Furthermore, reputation depends also on the stakeholders’ evaluation. Their perceptions are 

more likely to rely on the news media for reputation dimensions which are difficult to observe 

directly and for which the news media are the main source of information (Einwiller, Carroll, 
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and Korn 2010). Favorable media coverage may improve an organization’s reputation, improve 

relationships with stakeholders, and lead to strategic advantages (Deephouse, 2000), while 

negative coverage is considered as one of the biggest threats to reputation (Pharoah, 2003). 

A review of the literature on reputation shows numerous recipes that tried to include dimensions 

of corporate reputation. Examples of dimensions used to assess corporate reputation include 

environmental practices (Toms, 2002), sound leadership and good management practices 

including the personal reputation of top management, investments in good governance, 

competence development including training and relevant compensation packages (Dowling, 

2004), engaging in socially responsible behavior (Brammer and Pavelin, 2004) and displaying 

ethical values (Porter and Kramer, 2006), to be seen as a good employer, to respect the rights 

of workers, and to remunerate and reward appropriately (Gatewood, Gowan and, 

Lautenschlager, 1993) and to consider social responsibility (Brønn & Ihlen, 2009; Apeland 

2010) and the like. However, these dimensions can be issue specific for each stakeholder and 

each organization, therefore a one size fits all approach to corporate reputation fails to consider 

the complexity inherent in managing corporate reputation (Walker, 2010).  

Most literature agree that in order to ensure a real and sustainable organizational reputation, it 

should be based on the organizational identity (Gray & Balmer, 1998; Schultz, Hatch, & Holten 

Larsen, 2000; Apeland, 2007; Brønn & Ihlen, 2009). This is discussed in more detail below.  

2.2      Organizational identity 

‘The behavior that supports a corporate reputation ... needs to be deeply rooted, it needs to rest 

on the organization’s identity.’ (Schultz, Hatch & Larsen; 2000 p. 1). 

The term identity has attracted considerable attention from both academics and practitioners 

resulting in many definitions, issues and differences. Some academics differentiate between the 

two terms corporate identity and organizational identity (for example Hatch and Shultz 1997, 

Van Riel and Balmer 1997, Brønn and Ihen 2009). The concept corporate identity refers to how 

an organization expresses and differentiates itself in relation to its stakeholders (Van Riel and 

Balmer 1997). Here top managers define who we are as an organization towards external 

stakeholders mainly, this involves choosing symbols as logos and slogans and this identity 

expressions are frequently mediated (M. Schultz, M. Hatch & M. Larsen; 2000). This form of 
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identity is more like a ‘desired identity’. While organizational identity refers to ‘the actual 

identity’ or how organizational members perceive and understand ‘who we are’ and/ or ‘what 

we stand for’ as an organization (M. Schultz, M. Hatch & M. Larsen, 2000 p. 15). These 

expressions are informal rather than planned or deliberate (ibid.; p. 17) and are expressed 

directly (Ibid.; p. 19). Other academics believe that identity is both corporate and 

organizational, it represents internal culture, values and behavior of an organization, as well as 

its visual appearance (Melewar and Jenkins, 2002; Melewar, 2003). 

One of the most cited definitions is that of Albert and Whetten (1985) who defined 

organizational identity as ‘the features that organization members perceive to be central, 

enduring, and distinct’. Here it is important to differentiate between the enduring identity and 

the continuity of the identity. The enduring nature of identity means that identity remains 

relatively the same over time, the continuity on the other hand implies the interpretation that 

shifts “while retaining the core beliefs and values (Gioia et al., 2000).  

Bouchikhi and Kimberly (2008) argue that having a clear, consistent, and valued identity can 

increase the loyalty, commitment and cooperation among employees, serves as a guide for 

problem-solving and helps an organization obtain legitimacy internally, and improve the 

reputation of the organization, attracts employees, customers, and business partners externally. 

While scientific discourse tends to treat most organizations as either one type or another, many, 

if not most, organizations are hybrids composed of multiple types of identities (Albert & 

Whetten, 2004). This multiplicity of identities is related to the multiple interpretations of the 

collective acknowledgement of who we are as an organization (Illia, 2010).  

It is important to note that media plays also a significant role not only in shaping the reputation 

of the organizations as mentioned earlier, but also in communicating, influencing, and creating 

organizational identity both internally and externally; media serve as a mirror that reflects the 

identity of an organization (Huang, 2011, p. 21). 

2.3      The relationship between identity and reputation 

The discussion of identity and reputation so far has shown that the two concepts are two sides 

of the same coin, as Bouchikhi et al. (1998) noted reputation is the evaluation and assessment 

of organizational identity, while organizational identity incorporates reputational feedback. 
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Image is so closely interrelated that it is difficult to provide a comprehensive discussion of 

identity and reputation without defining image. Image is ‘what comes to mind when one hears 

the name or sees the logo of a particular firm’ (Gray and Balmer,1998: 696). 

In that sense, some scholars tend to use the terms image and reputation interchangeably (for 

example Gioia et al., 2000). However, others differentiate between them in the sense that the 

image is what comes to mind immediately when one sees or hears the corporate name or sees 

its logo and that can be achieved through a coordinated image-building campaign that 

encompasses a formal communication system. While organizational reputation on the other 

hand, connotes the estimation of the organization by its stakeholders and that requires more 

than just an effective communication effort, it requires a solid identity that can only be molded 

through consistent performance, usually over many years. (Gray & Balmer, 1998). 

As mentioned earlier, most literature agree that in order to ensure the sustainability of 

reputation, it has to based on organizational identity. Schultz, Hatch and Larsen (2000) state 

that, ‘in order to influence how the firm wants to be perceived, it has to review who it believes 

itself to be. In doing so, it shifts from impression management communications to expressive 

communications and achieves transparency, which stakeholders are likely to reward with a 

deeper sense of trust and commitment.’ Thus, the sustainability of a firm’s reputation as an 

asset is also better ensured. They define transparency as – a state in which the internal identity 

of the firm reflects positively the expectations of key stakeholders and the beliefs of these 

stakeholders about the firm reflect accurately the internally held identity (ibid., P. 94).  

Another term that is closely related to identity and reputation is culture, Hatch and Shultz (2002) 

define organizational culture as, ‘the tacit organizational understandings (e.g. assumptions, 

beliefs and values) that contextualize efforts to make meaning, including internal self-

definition.’ They argue that culture is the context of internal definitions of organizational 

identity, and organizational images as the site of external definitions of organizational identity. 

Apeland (2007) explained that in order to create a good reputation, one must make sure that 

word and action match. He emphasized that reputation should be built on a strong identity, 

which in turn influences culture, visions and external impressions. Good internal 

communication is also essential for achieving a common identity; an organization with good 

reputation is an organization that can speak unanimous (ibid.). 

Brønn og Iheln (2009) emphasized the importance of focusing on the conformity between the 

identity and image as the first step before speaking about any reputation building. To work with 
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reputation building is about fundamental change when it comes to both values and behavior. 

The authors stated that communication is important, but it cannot be compared at all to the 

importance of doing what the organization says. Building relationships with stakeholders 

together with consistent behavior that matches the expectations of these stakeholders over time 

are the keys to strong and good reputation (ibid.). Transparency is also important to attain the 

trust of these stakeholders (ibid.).  

Organizational reputation is increasingly viewed as a behavioral process, which must be built 

from within and integrated across the organization (Da Camara, 2011). He points out, that any 

attempt to understand the interrelation between identity, image and reputation must focus 

ultimately on the relationship between internal and external stakeholders in organizations as the 

internal–external stakeholder interaction is at the heart of reputation building. He adds that 

reputation building is most successful when it starts from within and repeatedly fulfils the 

expectations of (external) stakeholders and is most visibly influenced by the interaction 

between employees and customers. This mandates that organizations need to understand and 

manage the impact of internal behavior on the perceptions held by external stakeholders and to 

align corporate identity with image and reputation as much as possible. He warns managers that 

reputation should not be managed by public relations or corporate communications functions, 

but to embed reputational concerns in core business functions and integrate data from all 

stakeholder groups in a holistic reputation management strategy. 

2.4 Non-governmental organizations (NGOs): definition, 

history and development 

Non-governmental organizations, or nongovernment organizations5, commonly referred to as 

NGOs are post – World War II expressions and were first called such in Article 71 in the Charter 

of the UN in 1945 (Martens, 2002, P.271). So, the term was mainly applied to the international 

organizations that are engaged with the UN context. In recent decades, especially since the 

1980s, the term NGO has also become popular for societal actors of all sorts engaged outside 

the UN framework, nationally and internationally. It is increasingly adopted more broadly by 

academics as well as by activists themselves (ibid., p. 272). 

                                                 
5 https://en.wikipedia.org/wiki/Non-governmental_organization 
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According to Wikipedia, NGOs are highly diverse groups of organizations - usually non-profit- 

that are engaged in a wide range of activities and take different forms in different parts of the 

world. Some may have charitable status, while others are based on recognition of social 

purposes. Others may be fronts for political, religious, or other interests. They can be organized 

on a local, national or international level. Some are organized around specific issues, such as 

human rights, environment or health. They provide analysis and expertise, serve as early 

warning mechanisms and help monitor and implement international agreements (ibid.). 

Due to this diversity, there are still disagreements on the definition of NGOs, depending on the 

conceptual framework (broad vs narrow), their national or regional contexts, sectoral identities, 

and the interpreter's academic background (Bevir, 2011; p. 331). DeMars and Dijkzeul (2015) 

define an NGO as any private actor that claims to pursue public goals, hence making a 

representative claim on the behalf of some social group. This definition is concerned with the 

development side of NGOs (the one that I am concerned with, since my case study is about the 

Norwegian NGOs in Palestine). Such organizations are mainly concerned with poverty 

alleviation, refugees and development. It is important to differentiate between Southern NGOs 

(SNGOs), which are NGOs that are created and work in developing southern countries, and 

Northern NGOs (NNGOs) are those, which are formed and work in more developed northern 

countries; but in the development area, they work internationally (Edwards and Hulme, 1992).  

It is important to note that there is no agreement on the right word for the poor countries in 

Asia, Africa and Latin America. These countries refuse terms like the ‘Third World’. Other 

terms like developing countries and developed counties are problematic as well. Organizations 

like the World Bank (WB) stopped using them acknowledging the diversity of these countries, 

using ‘low and middle-income countries’ and ‘upper middle-income economies.’ But again, 

these terms are problematic, so any expression one can use is questionable. Therefore, I use the 

term developing and developed (like the UN) to denote the countries where NGOs implement 

development activities, despite acknowledging diversity of these countries6.  

Because NNGOs are engaged in community development in developing countries but have 

headquarters in Northern countries, they are also called international NGOs (INGOs) (Edwards 

and Hulme, 1992) or non-governmental development organizations (NGDOs) (Fowler, 2000a). 

                                                 
6 https://www.newtimes.co.rw/opinions/wb-eliminating-term-developing-countries-its-vocabulary) 
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NGOs are usually funded by donations from individuals, corporations, foundations and 

governments. Many NGOs prefer private donations, because of the less political and more 

emotional interest individuals have with their donations. This means the NGOs can stay more 

independent in their choices of projects and work strategies, than if they get donations from 

governments and companies that can imposing demands with their donations, pressures and 

suggestions on projects (Tortajada, 2016; AbouAssi 2014). 

NGOs have a long history in Norway and has played an important role both domestically and 

internationally (Ofstad, 2017; Braadland, 2016). The government of Norway recognizes the 

role of NGOs in tackling local and international issues and therefore works closely with these 

organizations through NORAD, in order to support them both with funds and expertise in their 

interventions, and to build their capacities. This includes the three Norwegian NGOs in this 

thesis (NCA, NPA, NRC). These organizations will be presented in more detail in chapter three. 

2.5       The reputation of NGOs 

As mentioned above, the notion of reputation finds support in a quite extensive literature review 

on reputational issues in general. However, most of the studies cover this aspect from the 

perspective of states or companies (Gillies, 2010). Significantly, fewer studies are devoted to 

the issue of reputation in the context of non-governmental sector (exceptions are Gent et. al., 

2015; Schloderer et. al., 2014; Mitchell and Stroup 2017; Bykova, 2018). An important point 

here that is even in the studies that are concerned with reputation in NGOs, most of them used 

international relations approach and theories (for example: Gent et. al., 2015, Braadland 2016).  

Some researchers argue that in many aspects, the world of NGOs is like the marketing field for 

firms; although NGOs might not be profit driven, the need to secure a steady source of funding 

and contracts shapes their decision-making process and actions within the NGO market. Thus, 

the NGO market operates with similar competitive pressures encouraging NGOs to actually 

compete with each other instead of working together toward a common goal (Gent et. al., 2015). 

So, it is widely agreed in the literature that reputation is at least as important to NGOs as it is 

to both the private organizations and states (Gent. et. al., 2015; Mitchell and Stroup, 2017; 

Bykova, 2018).  
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One of the reasons why reputation is important to NGOs is that NGOs lacks the classic 

mechanisms of power afforded to states and private organizations. Therefore, they need 

alternate sources of influence (Gent et. al., 2015; Mitchell and Stroup, 2017). The power of 

NGOs depends on whether they are accepted as an authority rather than their ability to wield 

material power. A solid and well communicated reputation can offer NGOs such an alternate 

foundation to help it succeed in its goals (Gent et. al., 2015).  

Another reason why reputation is so important to NGOs is that any reputational change may 

result in quite tangible troubles for the organization or can serve as an important asset saving 

organization at times of turbulence (Bykova, 2018). The same can be said about the public 

willingness to support NGOs by means of donating or volunteering in their activities, and there 

is a positive association between their reputation and the amount of funds the NGOs collect 

from the general public. Good reputation can also reduce different types of transaction costs 

and lead to economic gain (ibid.). 

As a result of this importance of reputation to NGOs, NGOs tend to identify reputation as one 

of the key factors that influences the decision-making process regarding the opening of new 

humanitarian operations (ibid.). There is also an increasing trend of creating consortium, i.e. 

close collaborations and networks between NGOs, as a tool for ‘expertise cultivation’ and a 

‘legitimizing measure’ (ibid.). So, it is important that NGOs choose their consortium partners 

carefully, because the choice of unreliable partners, can damage their own reputation and result 

in undermining their expertise or even legitimacy (Ibid). 

The many factors actors that can affect NGOs reputation are also discussed in the literature, 

including effectiveness (Mitchell & Stroup, 2017) and accountability (Gent et al., 2015), NGOs 

positioning in Media (Wonneberger & Jacobs, 2017). The organizations strive to have a 

reputation that is “competent”, “effective” and “solid” (Bykova, 2018). 

Wonneberger and Jacobs (2017) discussed the importance of media for NGOs; media is an 

important channel to connect to their stakeholders and media relations are an important part of 

their strategies to gain public support for their cause. The success of NGOs in terms of public 

support or influencing social change has been found to be highly dependent on agenda-setting 

effects. However, NGOs’ prominence in the media is often limited due to the “access dilemma” 

of NGOs as they often lack institutional power, act fragmented and are characterized by internal 

rivalries hindering a clear and consistent positioning in the media. But again, although NGOs 
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receive overall less media attention than public and private organizations, NGOs appear more 

often in longer and more in-depth coverage that is typical for societal problems, as “experts” 

and “societal problem solvers” (Wonneberger & Jacobs, 2017).  

Some of the literature emphasizes that NGOs enjoy different reputations with different 

audiences and that the effects of reputation building efforts depend also on the reactions of 

audiences – their values, the ways in which they receive signals from the organizations, and the 

importance they place on the particular issues at hand (Mitchell & Stroup, 2016). 

Gent et al. (2015) examined the role of reputation in the behavior of NGOs and concluded that 

NGOs, concerned with their reputations with donors, adopt strategies that provide short-term 

results at the expense of their long-term missions. NGOs tend to use the resources provided by 

the donors to achieve real, tangible progress toward policy goals, even short-term ones, in order 

to provide meaningful signals of competence to donors. Donors then reward these signals with 

funds. In a world of uncertainty, reputation becomes an important part of the NGO-donor 

relationship that affects the activities of NGOs fundamentally. The constant need to maintain a 

reputation can constrain the focus of NGOs to the short-term small goals that are quickly and 

visibly accomplished and undermine the pursuit of the central goals of the NGO (ibid.). 

It can be argued that NGOs can be potentially accountable to many different stakeholders, 

including donors, clients, partners and themselves. However, in practice, NGOs have primarily 

focused on “upward” and “external” accountability to donors, largely ignoring accountability 

to other actors (Ebrahim, 2003), leading to organizational practices that do not effectively 

achieve their long-term goals (Ebrahim 2003; 2005) 

Gent et al. (2015) argue that “reputation stability, if possible, would relieve the NGO’s need to 

re-demonstrate its competence to donors. This condition may be most likely to be achieved by 

changing the duration of funding agreements. Longer funding cycles give NGOs more time to 

accomplish their goals without focusing on “survival” thus achieving longer term objectives.  

Hardly any of the previously mentioned studies about NGOs and reputation discussed 

reputation building based on identity, which is widely agreed to be the basis of all reputation 

from an organizational and marketing approach. 
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2.6       Theoretical assumptions and expected findings  

This thesis is mainly concerned with the reputation of Norwegian NGOs in Palestine. The main 

research question is: how do Norwegian NGOs work with their Reputation in in Palestine? In 

addition to three groups of related questions. The first groups related to reputation building, and 

the questions are: do Norwegian NGOs have any system for reputation building? What is the 

role of employees in building the reputation of these NGOs? Since much of the literature 

assumes that in order to achieve a good reputation, it must be based on a strong identity, the 

second group of questions are related to organizational identity, these questions are: How do 

these Norwegian NGOs identify themselves? Does their reputation reflect their identity? The 

third and last group of questions are related to the dynamics of cooperation and the challenges 

facing these dynamics. The questions are: what type of relationship does these Norwegian 

organizations have with their Palestinian local partners benefitting from their aid and operating 

in their field? What are the challenges that face this relationship dynamics? 

In order to answer these questions, my point of departure is what is known as the process-based 

theory of organizational identity presented by Hatch and Schultz (2002), built on social identity 

theory. In this model, organizational identity occurs as the result of a set of processes that 

continuously cycle within and between expressed cultural self- understandings and mirrored 

images by stakeholders. A so-called Organizational Identity Dynamics Model links identity, 

culture and image together by mirroring (identity mirrors the images of others), reflecting 

(reflecting embeds identity in culture), expressing (identity expresses cultural understandings) 

and impressing (expressed identity leaves impressions on others). They argue: 

This is how organizational identity is continually created, sustained and changed. It is 

also why we insist that organizational identity is dynamic … that organizational identity 

is not an aggregation of perceptions of an organization resting in peoples’ heads, it is a 

dynamic set of processes by which an organization’s self is continuously socially 

constructed from the interchange between internal and external definitions of the 

organization offered by all organizational stakeholders who join in the dance. 

Another important aspect in this model is “power” where any (or all) of the processes are open 

to more influence by those with greater power. Hatch and Shultz (2002) believed that when 

organizational identity dynamics are balanced between the influences of culture and image, a 

healthy organizational identity results from processes that integrate the interests and activities 
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of all relevant stakeholder groups. However, it is also possible for organizational identity 

dynamics to become dysfunctional, when culture and images become disassociated due to 

power interference where links between culture and images are denied or ignored, causing one 

of two dysfunctions: either narcissism or hyper-adaptation.  

Organizational narcissism is a dysfunction that emerges from a construction of identity that 

refers exclusively or nearly exclusively to the organization’s culture, where organizational 

members infer their identity based on how they express themselves to others and, accordingly, 

reflect on who they are in the shadow of their own self-expressions. They ignore the mirroring 

process by not listening to external stakeholders and this leads to internally focused and self-

contained identity dynamics. So, instead of mirroring themselves in stakeholder images, 

organizational members reflect on who they are based only in cultural expressions and this 

leads to organizational self-absorption and/or narcissism. A likely implication for this 

dysfunction is that organization will lose interest and support from their external stakeholders. 

Hyper-adaptation is giving stakeholder images so much power over organizational self-

definition that cultural heritage is ignored or abandoned. In such cases, cultural heritage is 

replaced by exaggerated market adaptations such as hyper-responsiveness to shifting consumer 

preferences. When image replaces substance, ‘the core’ of the organization (its culture) recedes 

into the distance, becoming inaccessible, leaving organization members unable to reflect on 

their identity in relation to their assumptions and values and thereby renders the organization a 

vacuum of meaning. The same way as stakeholders will turn away from extremely self-

absorbed, narcissistic organizations, they will find they cannot trust organizations whose 

identities are built on image alone. 

However, Hatch and Shultz (2002) argue that narcissism or self-absorption is temporary, and 

at a certain point, the dynamics of organizational identity will either correct the imbalance or 

contribute to the organization’s demise, and the same applies to hyper – adaptation.  

Based on the literature and theory presented earlier, one can assume that Norwegian NGOs, 

like all other NGOs, are concerned with reputation and work actively to build and maintain a 

solid reputation. Furthermore, one can assume that to achieve this good reputation, there is a 

strong emphasis inside these organizations on finding and developing a clear and common 

identity, an organizational identity that is based on continuous communications both internally 

and externally, a balanced identity that is based on openness between top management, 
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organizational members and external stakeholders. and since organizational identity is a 

dynamic process, these NGOs may have to continually map current identity, examine the gap 

between different perceptions externally and internally, implement and add strategy for 

preparation of any new identity, and finally communicate this externally and once again.  

Due to power imbalances between these organizations and their donors from one hand, and 

these organizations and their Palestinian partners from the other hand, I expect some sort of 

disfunction in the dynamics of organizational identity of these organizations.  

Furthermore, I expect that due to the large size and the complexity of these NGOs, where there 

are head offices, regional and country offices with local and international employees, and with 

diverse stakeholders, I think there will different understandings and interpretations to the 

identity within these NGOs internally, that is between the main offices and their country offices 

which may possess difficulties in achieving common identity and thus cause challenges for 

reputation work.  
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3       Research design and methods 

3.1       The nature of the qualitative case study 

As mentioned above, this thesis aims to answer a main research question which is: how do 

Norwegian NGOs work with their Reputation in Palestine? Moreover, it aims to answer three 

sets of research questions related to reputation building, identity and cooperation dynamics. 

The questions are: do Norwegian NGOs have a system for reputation building? What is the role 

of employees in building the reputation of these Norwegian NGOs? How do these Norwegian 

NGOs identify themselves? Does their reputation reflect their identity? what type of 

relationship does these Norwegian organizations have with their Palestinian local partners 

benefitting from their support and operating in their field? What are the challenges to the 

relationship dynamics? 

In order to answer these questions, I use qualitative case study. Case studies are the source of 

some of the foundational work in the organizational research (Langley and Royer, 2006). 

According to Wikipedia, a case study is a research approach that involves an up-close, in-depth, 

and detailed examination of a subject of study (the case), as well as its related contextual 

conditions. Case studies facilitate exploration of a phenomenon within its context using a 

variety of data sources. This ensures that the issue is not explored through a variety of lenses 

which allows for multiple facets of the phenomenon to be revealed and understood (Baxter and 

Jack, 2008) 

There are many methods for data collection that one can use in case studies. My case study is 

based on interviews as the primary source of data and documents that are related to the study 

and the NGOs under study as a complementary source of data. Through applying interview and 

document analysis, which are both qualitative, I am trying to examine and understand the 

complicated nature of the phenomenon under examination, which is reputation.  

It is important to mention here that this qualitative study doesn’t claim to identify cause – and 

effect relationships or achieve generalizations, its aim is to describe the nature of this 

complicated phenomenon, gain new insights about it and discover the challenges related to it 

through testing the earlier mentioned review and theory about identity and reputation.  
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In this chapter, after I introduced this qualitative case study, I will describe how I have collected 

and processed the material, before the assessment of validity, reliability and generalization. At 

the end of this chapter, I will discuss the ethical challenges in the work and choice of case. 

However, prior to that, I would like to give a brief introduction about the three organizations 

where data collection took place. 

3.2       Introducing the study objects 

In this section, I will introduce the three Norwegian NGOs that are covered through my study. 

These organizations are NCA, NRC, and NPA. I chose those three organizations through a 

purposive sample mainly because they posed some similar attributes, and also some differences. 

All of them are registered in Norway, they are large organizations that have main offices in 

Oslo and many country offices in around the world including Palestine, they have some 

common objectives as well as similar stakeholders in each of the countries they work in. 

However, when one examines them closely, there are also differences between them related to 

their fields of work, their local partners, and their donors who come from different sectors. That 

is in addition to the differences in identities, visions and missions they have. I will discuss this 

issue in more details in chapter four.  

Despite these differences, it is still possible to claim that at large due to their similarities, one 

can expect that the three organizations are in principle similar when it comes to the importance 

of reputation, and therefore, studying them can provide grounds for some generalizations 

afterwards. 

3.2.1 Norwegian Church Aid (NCA) 

‘Together for a just world is our vision’ (NCA global strategy, 2015) 

Norwegian Church Aid began in 1947 as a small fundraising drive by Norwegian churches. 

Today, it is one of the Nordic countries’ largest aid organizations that provides emergency 

assistance in disasters and work for long-term development in local communities. Norwegian 

Church Aid is a diaconal organization mandated by churches and Christian organizations in 

Norway to work with people around the world to eradicate poverty and injustice, and save lives 

regardless of their creed, race, political or religious affiliation. 
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NCA’s major part of revenues come from donations from NORAD and the Norwegian Ministry 

of Foreign Affairs, corporates and individuals. NCA is the largest recipient of public funding 

among the development NGOs in Norway. In 2017, NCA received 580,885 million kroners 

from Norwegian government agencies (NCA Financial Statements, 2017). 

To ensure efficiency and create results, NCA is a member of the Action by Churches Together 

Alliance (ACT Alliance), which consists of church-based organizations throughout the world 

and cooperates with organizations across religious faiths. Through the ACT Alliance, 

Norwegian Church Aid has a presence in 130 countries. The ACT Alliance is one of the world’s 

five largest humanitarian alliances and includes more than 100 member organizations. 

NCA defines itself as a faith-based organization that is committed to working with faith-based 

actors domestically, regionally and globally. NCA defines faith-based actors as groups, 

institutions and organizations that draw inspiration and guidance from their own religious 

tradition (NCA global strategy, 2015, p. 15). 

In 2016, NCA together with other ACT members, became a part of the joint management of 

five country offices which are led by one ACT member including Palestine, where a bilateral 

integration of country programs with Danish Church Aid (DCA) as lead agency. The DCA and 

the NCA Joint Country Program in Palestine implements a peace-monitoring program, a 

reproductive health program, an economic empowering program, a learning and capacity 

development program. (NCA’s Progress Report to NORAD, 2016). 

3.2.2 Norwegian People’s Aid (NPA) 

‘Solidarity in Practice is our vision’ (NPA 19th Congress, 2015) 

NPA is a politically independent membership-based organization. Founded in 1939 as the labor 

movement’s humanitarian solidarity organization, NPA supports people in their struggle for 

more power and greater influence over their own lives and social development. 

Internationally, NPA is engaged in more than 30 countries. Local foundation is the key to 

sustainable projects and that is why they always work through local partners and local 

authorities. NPA’s work is based on cooperation between equal partners, not on charity. Charity 

gives the giver control over the recipient whereas solidarity means respecting the partner’s 

integrity and their right to set their own conditions (NPA International Strategy 2016 - 2019, 
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2016). NPA is also one of the world’s foremost organizations in humanitarian mine clearance 

and works actively in Norway and internationally to obtain a ban on landmines.  

When it comes to Palestine, the NPA supports Palestinians' legitimate right to independence 

and freedom from oppression, occupation and forced exile. Since 1987, NPA has done aid work 

in Palestine. One of NPA main objectives is strengthening local organizations, protecting the 

right to land and resources, Palestinian women's rights and protection against violence. 

NPA also supports relief and development projects within agriculture and fishing; financial 

support interventions that contribute to the soil continue to be grown and the fishermen in Gaza 

can sustain their business are also examples of projects that are supported by NPA either 

directly through NPA’s offices in Palestine or indirectly through local partners. 

3.2.3 Norwegian Refugee Council (NRC) 

‘Rights Respected… People Protected is our vision’ NRC Policy Paper adopted May 2012 

NRC is an independent emergency assistance organization, that has main focus of helping 

people forced to flee. NRC works in both new and protracted crises across 32 countries, where 

they provide camp management, food assistance, clean water, shelter, legal aid, and education.  

In 1991, NRC established the world's first emergency standby roster for the UN system which 

they called NORCAP (short for Norwegian Capacity). Today, NORCAP roster consists of 850 

experts ready to assist international operations anywhere in the world. NORCAP, is meant to 

be NRC’s global provider of expertise, and can be mobilized within 72 hours.  

NRC has worked in Palestine since 2009, according to their fact sheet about Palestine (2019), 

they work to protect and assist Palestinians affected by, or threatened with, displacement in 

Gaza and the West Bank, including East Jerusalem. They provide legal counselling to promote 

human rights and work to improve shelter, water and sanitation facilities. They support the 

provision of quality education, and help communities prepare for, and respond to, emergencies. 

They also advocate for the rights of displaced Palestinians locally and internationally. 

One major difference between NRC and the two other organizations is that whereas NPA and 

NCA work almost only through Palestinian partners, that is to support projects presented and 
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implemented by the Palestinian partners, NRC works both independently and through 

Palestinian partners, i.e. they carry some projects from scratch to end alone.   

One more thing is that NRC does not have program activities in Norway. In Norway, it is just 

informational work towards the public, in addition to advocacy and media work. 

3.3       Data collection techniques 

As I mentioned earlier in this chapter, the main data sources in this qualitative case study, is the 

Interviews with key people in both Norwegian and Palestinian NGOs, in addition to document 

analysis of reports, booklets and brochures of relevance to the issues under investigation 

3.3.1 Interviews with key figures in both Norwegian and Palestinian NGOs 

I approached three Norwegian NGOs in the beginning of 2019 with the stated aim of identifying 

and exploring issues associated with identity and organizational reputation. The three NGOs 

accepted to participate, and I am thankful for that.  

When selecting the three organizations, I considered the following factors. First, I wanted to 

ensure that the sample included organizations that were different, at least to some extent, with 

regard to focus areas. Secondly, I wanted similarities between them in the sense that they are 

large organizations (and that it thus was reasonable to expect that they had ‘systems’ in place 

to handle reputation), and that they all had main offices in Norway and a country office in 

Palestine. Together this would allow some comparison but at the same time ensure a certain 

degree of variation and hence make the findings more ‘representative’ for Norwegian NGOs 

operating in Palestine. 

Altogether, I interviewed ten people in the Norwegian NGOs where seven of them worked in 

the main offices in their organizations here in Norway, one in the regional office and two in the 

Local offices in Palestine. I tried to choose the respondents based on two criteria; (i) I wanted 

to interview people both in the headquarters and in the country or regional office for two 

reasons; the first is to see if the sense of common identity is similar between employees working 

in Oslo and those in the field. The second reason is that these who are in the country offices or 

the regional offices are more familiar with the case ‘Palestine’ and are directly connected to the 

Palestinian partners, and therefore can give me more details, and these who sit in Oslo may 

know more about Reputation and have daily connection to the senior management groups. 



 

26 
 

(ii) I wanted to include at least one informant from the communications departments in each of 

the NGOs. This was particularly good when discussing the issue of reputation, therefore three 

(one from each organization) out of ten informants were from the communications field. 

In order to have a broader and deeper understanding of the identity and reputation of these 

NGOs, as well as their relationship with their Palestinian partners, I contacted also Palestinian 

NGOs, I approached 8 organizations, but due to time constraints and some technical issues, I 

was able to interview key staff in five of these organizations; two partners for NCA, two 

partners for NPA and one organization that has partnership with both the NPA and the NRC.    

Totally I have interviewed 15 people, where ten worked in the Norwegian NGOs and five 

worked for the local partners. A general title for the fifteen people and their NGOs are listed in 

table 1. Other details are deleted to protect the anonymity of the informants. 

 Title  Organization’s name 

1 Communication advisor Norwegian Church Aid 

2 Monitoring & evaluation adviser  Norwegian Church Aid 

3 Head of program  Norwegian Church Aid 

4 Communication advisor Norwegian Refugee Council 

5 Regional program advisor  Norwegian Refugee Council 

6 Senior regional advisor  Norwegian Refugee Council 

7 Communication advisor Norwegian People’s Aid 

8 Senior regional advisor Norwegian People’s Aid 

9 Head of development program Norwegian People’s Aid 

10 Program coordinator  Norwegian People’s Aid 

11 Director of education Evangelical Lutheran church in Jordan & the 

Holy Land 

12 Project manager  Palestinian center for democracy & conflict 

resolution 

13 Director of a vocational training center  East - Jerusalem YMCA Palestine 

14 Advocacy department director Union of Agricultural Work Committees 

15 Executive director  Palestinian NGOs Network 

Table nr. 1 

Johannessen, Tufte, & Christoffersen (2016) differentiate between interviews based on two 

criteria; number of participants and the structure. If we look at the number of participants, then 

there are basically two types of interviews: One-to-one interview and group interview. Group 
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interviews are best suited to present a wide range of views, as well as to study the interaction 

between the participants. One-to-one interview is best suited if the goal is to gain a full insight 

into the opinions and attitudes of a participant to the current phenomenon. I used both types of 

interview, in some interviews two participants were sitting together where one of them was a 

communication advisor and the other more concerned about the policies and these were very 

rich interviews in the sense that I learned a lot and saw different perspectives of the same 

phenomenon. The remaining interviews were hold one-to- one which was also very useful to 

get more depth and full insight about the case under study.  

When it comes to the structure, these are structured, semi-structured and unstructured/ open 

interviews. The interviews adopted in this study were that of an extended, semi-structured 

interview. The semi-structured interviews are often advised to be used when there are certain 

topics within research area that need to be uncovered (Bryman, 2016). It is particularly 

important here in our case taking into consideration the extent of complexity, that surrounds the 

notions of identity and reputation.  

I submitted a number of issues drawn from the existing literature on reputation building in 

organizations, in order to provide some structure and focus prior to the interview. The initial 

list of issues was: 

- The meaning and overall framework of reputation in the organization. 

- Main objectives of the organizations in Palestine. 

- The system for reputation management, its importance and results. How they measure it? 

- Cooperation dynamics with the Palestinian local partners and prioritization of funds. 

- The definition of organizational identity, its importance and its relationship with reputation. 

- The effect of reputation on their work and improvement potential.  

Moreover, I prepared an interview guide for the interviews with these Norwegian NGOs 

(Appendix A), that was used to ensure that similar questions were asked so as to be able to 

compare between the organizations. However, there was a room for more issues emerging from 

individual interviews to go beyond the list of prepared in advance questions and pose some 

follow-up questions. The same applied to the Palestinian organizations but with another 

interview guide (Appendix B), and that is due to the different objectives of these interviews.  

The guides were constantly updated if one of the respondents revealed an interesting topic or 

aspect that was previously not included in the guide. 

The interviews were carried between March and April 2019. Both genders were represented in 

the interviews where I had 60% females and 40% males in both groups, i.e. 6 women/ 4 men in 
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the Norwegian NGOs, and 3 women / 2 men in the Palestinian NGOs. All the interviews in the 

main offices were carried at the headquarters of these NGOs in Oslo. With the exception of the 

interview with NCA’s local office, which was carried out during a visit to Oslo, all interviews 

with local and regional offices, and the Palestinian partners have been carried out via Skype. 

All the interviews were taken in English. However, the informants had the option to express 

themselves sometimes in their mother tongue to avoid misunderstandings. The interviews were 

audio recorded and further transcribed. The interviews, in general, lasted from forty-five 

minutes to one hour. Respondents were sent copies of the whole transcription to be approved 

and to be commented on as to accuracy. Follow-up questions were posed, by phone and e-mail. 

Once completed, the 15 interviews were clarified, categorized and re-analyzed. Some of the 

informants asked for quote – check, which was also sent and approved.  

The participants were guaranteed confidentiality as reputational concerns are quite a sensitive 

area and the Palestinian case makes it even a more sensitive issue. 

3.3.2 Documents and document analysis  

Data from interviews is the primary source of information for analysis within this thesis, and 

document analysis serve as an additional source. Document analysis is a form of qualitative 

research in which documents are interpreted by the researcher to give voice and meaning around 

an assessment topic (Bowen, 2009). Documents can provide background information and broad 

coverage of data and are therefore helpful in contextualizing one’s research within its subject 

or field (ibid.). Analyzing documents incorporates coding content into themes similar to how 

focus group or interview transcripts are analyzed (ibid.). A rubric can also be used to grade or 

score document. O’Leary, (2014) distinguishes between three types of documents: 

 Public Records: The official, ongoing records of an organization’s activities. Examples 

include mission statements, annual reports, policy manuals, and strategic plans. 

 Personal Documents: First-person accounts of an individual’s actions, experiences, and 

beliefs. Examples include e-mails, blogs, reflections/journals, and newspapers. 

 Physical Evidence: Physical objects found within the study setting (often called 

artifacts). Examples include flyers, posters, agendas, handbooks, and training materials. 
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I have gained access to various documents from the three Norwegian NGOs, including booklets, 

yearly reports, strategy papers, brochures and other documents from their official internet 

websites, in addition to some Palestinian media reports. Regarding media reports, I googled in 

Arabic using the search words “Norwegian NGOs and Palestine” and restricted the search to 

the years 2005 to 2019. Moreover, I analyzed reports from ‘NGO Monitor’, which is an NGO 

registered in Israel that writes on the international NGOs operating in Palestine from a pro-

Israeli perspective. NGO Monitor was mentioned to me by some of my informants. 

The documents which I will analyze her are used mostly as background information, but 

sometimes also as empirical data that are used as basis for the analysis (for the list of documents 

see Appendix F). I compared the information from these documents with the information from 

the interviews to reach a more comprehensive understanding about these organizations.  

3.4      Quality of the qualitative study 

Leung (2015) argues that the essence of qualitative research is to make sense of and recognize 

patterns without compromising their richness and dimensionality. The author emphasizes that 

the quality for qualitative research can be assessed in terms of validity, reliability, and 

generalizability, just like the quantitative research. 

3.4.1  Validity 

Validity in qualitative research means “appropriateness” of the tools, processes, and data 

(Leung, 2015, p. 325). In other words, it is about whether the research question is valid for the 

desired outcome, whether the choice of methodology is appropriate for answering the research 

question, whether the design is valid for the methodology, whether the sampling and data 

analysis is appropriate, and, finally, whether the results and conclusions are valid for the sample 

and context (ibid., p. 325). 

Putting the issue of validity in mind, I have consciously tried to be aware about it throughout 

the research process. I will now go through the elements in my research and explain how 

concerns about validity is relevant for each of them. Starting with the selection and definition 

of the main concepts like ‘reputation building’ (and not reputation management for example) 

and that is due to the factors of ‘time’ and ‘accumulation’ and not as a response, at the same 
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time building means structured through the whole organization while management refers only 

to ‘leadership’, and I was clear in that even with my informants.  

When choosing the research questions, due to the complexity of reputation as phenomenon and 

its relationship to organizational identity as mentioned in the literature, I added another group 

of questions after addressing the reputation questions, which are related to identity. And since 

Identity is a dynamic process and is not an aggregation of perceptions of an organization resting 

in peoples’ heads (Hatch and Shultz, 2002), I added a third group of questions related to 

cooperation dynamics and how the identities of these Norwegian NGOs are formed. In that 

sense, I think the research questions are valid for the desired outcome.  

When it comes to the choice of methodology, I needed a methodology that can enable me to 

investigate the phenomena deeply in its context, so the case study gave me this opportunity. 

Again, when it comes to the methods, I found that semi-structured interviews were best, on one 

hand the questions are organized which can give basis for linking and comparing, and on the 

other hand it allowed for more open ended questions, different perceptions and views more than 

a structured interview.  

To capture the complexity of the phenomenon and get a broader understanding, I included the 

main stakeholders in Palestine; the Palestinian partners. This was very positive in getting more 

reflections about the results of that reputational work that is done by the Norwegian NGOs.  

Moreover, document analysis helped me to get to better know the organizations and contributed 

to additional findings related to other stakeholders that were very important to the study and 

added a new perspective such as NGO monitor and other threats related to the shrinking of the 

space of these organizations.  

The issue of validity was also relevant when I chose the purposive sample of the Norwegian 

NGOs. A purposive sample refers to a group of sampling strategies typically used in qualitative 

research, where key idea underlying this purposive sampling is to select instances that are 

information rich with a view to answering the research question (see for example Emmel, 2013). 

That was particularly important due to the criteria I set earlier including the similarities and 

differences I mentioned in the last section. Choosing informants in both the Norwegian NGOs 

and the Palestinian partners, depended on snowball sampling which is again a type of purposive 

sampling where the researcher gets help from the first element recommending others for him/ 
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her and so on. (see for example: Patton, 2015). I did the same, the first element I met in each 

Norwegian NGO, recommended other elements who fitted the description of the sample I 

needed and so on. 

 Finally, to increase the validity of the results and conclusions, I had the help of my supervisor 

who acted as the “devil's advocate” helping me to develop critical thinking, discuss and see 

different perspectives, as well as respondent verification (recommended by many authors for 

example Leung, 2015), where the results were sent to the informants for comments.  

3.4.2 Reliability  

Leung (2015) emphasizes that the essence of reliability for qualitative research lies with 

‘consistency’. Consistency relates to the ‘trustworthiness’ by which the methods have been 

undertaken and is dependent on the researcher maintaining a ‘decision-trail’; that is, the 

researcher’s decisions are clear and transparent. Ultimately an independent researcher should 

be able to arrive at similar or comparable findings (Noble & Smith, 2015). Taking that into 

consideration, I tried to explain each and every step I did in that research and how things were 

done, so as to make it possible for other researchers to replicate my study.  

Noble and Smith (2015) add another dimension to reliability which is “Neutrality” and this is 

achieved when truth value, consistency and applicability have been addressed. Acknowledging 

the complexity of engagement with participants and the methods undertaken, the findings are 

intrinsically linked to the researchers’ position, experiences and perspectives, and therefore 

should be differentiated from participants’ accounts (ibid.). I have therefore tried in the analysis 

to distinguish between what has been told by the informants themselves, and my own 

interpretations of what they said. 

3.4.3 Generalization 

Most qualitative research studies, if not all, are meant to study a specific issue or phenomenon 

in a certain population or ethnic group, of a focused locality in a particular context, and at a 

certain time. Hence generalizability of qualitative research findings is usually not an expected 

attribute (Leung, 2015). For me, it is not even an aim to generalize, taking into consideration 

the limited time frame of this study, the limited number of organizations that participated in the 
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study, and the special context of the case (nature of the Palestine – Israel conflict is very 

special). This in turn provides limited grounds for generalization and further applicability of 

the findings. However, it is still possible and beneficial to test if my findings can be applied to 

other organizations in similar contexts, settings or groups. 

Also, studying reputation as mentioned above is quite a sensitive research area, in addition to 

the very special nature of the Palestine–Israel conflict. For example, I could see that some 

informants were reluctant sometimes to describe the actual state of affairs in their organizations 

because they may have felt that their answers might affect the organization and its work in 

Palestine. Thus, there is always a possibility that certain facts may be presented subjectively.  

It is also important to highlight that the NGOs under examination are large NGOs that are more 

likely to have reputational concerns than smaller NGOs and face implications due to change in 

their reputations. However, it might not be the case for smaller NGOs, which might not have 

such a vast international presence and therefore less interest in reputation. So, my findings may 

not be relevant to smaller Norwegian NGOs operating in Palestine, non-Norwegian NGOs 

working in Palestine, let alone international NGOs active elsewhere in the world. 

3.5       Ethics 

Nygaard (2017) differentiates between four types of ethical issues: ethics related to the research, 

ethics related to the informants, ethics related to the profession and ethics related to the writing. 

When, it comes to ethical considerations related to the research, the two worst forms of 

unethical conduct are to falsify or fabricate. According to Nygaard (2017), fabrication means 

that the researcher invents data that never existed, and falsification implies intentionally 

misinterpreting data to suit your questions.  

In this project, I have tried to investigate as much as I could, and to report what I saw, read and 

heard from as many perspectives as possible given the constraints of the thesis work. It is 

important to mention that I have had the role of the researcher and at the same time, originally 

Palestinian, who worked as a local employee in a project supported by the EU to strengthen the 

Palestinian Judicial system thirteen years ago. In that capacity, I was dealing with other 

international NGOs, local Palestinian partner organizations and the Palestinian Authority (PA). 

So, despite that these organizations were not Norwegian, but I can say that I am familiar with 
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the NGO sector in Palestine, so I had to be aware and careful with my interpretations through 

the whole process. It is important to note however that I have been living in Norway as an adult 

more than my adult life in Palestine (which hopefully has helped me to have a certain distance 

to my research questions and to the informants’ experiences).  

So, I can argue that my background was positive in the sense that I could understand both 

Arabic and Norwegian, which helped me to get a deeper understanding to the case under study, 

so, I felt I was near to both informants the Norwegians and the Palestinians, in the sense that 

we could communicate  more openly and especially with Palestinian partners as I felt I was 

trusted, they could better express themselves sometimes in their mother tongues. I could also 

read some documents and media reports in Arabic. 

Regarding the ethics related to the informants, because of the collection, storage and electronic 

handling of personal data, the project was reported to the Norwegian Social Science Data 

Services (NSD) and approved (Appendix E). Before the beginning of the interviews, I visited 

the Norwegian NGOs, presented myself and the theme of my master’s thesis, and I mentioned 

that all the information that they were willing to share would be kept confidential, anonymized 

and deleted at the end of the project. In order to preserve the anonymity of the research 

participants, their names and their specific titles are not mentioned and their positions are 

presented in a general manner so it is difficult to identify them: Furthermore, the way I present 

citations and information from the interviews in the analysis is done in a way that ensures 

anonymity. So, in some citations, I don’t even mention which NGO the informant is from. 

I received the permission to record every interview, which I transcribed shortly afterwards. 

Recording and transcribing them made it possible to go back to what had been said when it was 

needed and use accurately some of the statements in this study. I deleted the recordings once 

the interviews’ transcriptions were approved of the informants and I did not even write any 

names or details for these people in my transcription. When it come to the other ethical issues 

that are related to profession or to writing, I can just say that I have been trying all the way to 

be honest and trustworthy, whether in my work in this research or in my writing when it comes 

to focusing on referencing and not taking credit for someone’s work. I tried to apply 

organizational reputation that is based on a real organization identity, on myself as a person that 

needs a good reputation based on an identity of honesty and respect as a researcher. 
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3.6       Challenges and limitations of the study 

NGOs as reputational organizations are interesting to study. However, reputational concerns of 

NGOs may be considered sensitive and members in the organizations, therefore, can become 

careful about what they say and how they express themselves and even reluctant to discuss it. 

The NGOs, which are put under scrutiny by this study, work both in Norway and Palestine 

(where one of the most intense political conflicts have been going for more than seventy years), 

must relate not only to stakeholders that they are familiar with, but also to rival interest groups 

not only on the local but also on the international level, something which add to the sensitivity 

and the complexity of the case.   

Despite their stated interest in the research topic, two NGOs at first seemed reluctant to 

participate due to the sensitivity of the Palestinian case and the third organization preferred not 

‘to stand alone’ in this research for the same reason. So, it took considerable efforts and time to 

secure their participation and start with the interviews. 

I have also noticed that some of the informants (especially in the Norwegian NGOs) appeared 

uncomfortable at times and were reluctant to answer some of my questions. These situations 

could have affected the reliability of my research method (see for example, Grønmo, 2004). 

The solution was that when these circumstances occurred, I would stop recording and take notes 

instead. In this way I managed to get the information I sought and include important points in 

my own analysis and not as a citation from any informant, so as to protect the informants’ 

anonymity and to have reliable answers. Moreover, sometimes during the interviews with the 

Palestinian partners, I felt that some of the answers to questions about the visions, objectives 

and the benefits from these partnerships were based on strategic considerations. 

Transparency and openness are frequently mentioned in the reputation literature (Schultz, 

Hatch, & Larsen, 2000; Brønn and Ihlen: 2009). Many Norwegian NGOs experience 

continuous accusations, pressures and reputational threats from the Israeli government and 

Israel-friendly organizations and individuals, real threats that could affect the future of the work 

for these organizations in Palestine. To avoid more pressures and threats, the Norwegian NGOs 

becomes less open about many of the challenges and the problems that these organizations face. 

It is common that one of these Israel friendly organizations “can take any sentence out of its 

context”, which in turn can affect their reputation and thus affect their work and accessibility 

in Palestine. 
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4 Analysis and discussions 

In this chapter, I will respond to my research questions. Doing so, I present my analysis and 

discussions in light of the literature on reputation and identity as well as relevant theory. The 

chapter is divided into four sections, where each of the first three sections relate to research 

questions that tackle reputation building, identity, and the cooperation dynamics between the 

Norwegian NGOs and their Palestinian partners. The final section is dedicated to the main 

question: how do the Norwegian NGOs work with their reputation in Palestine?  

4.1 Reputation building  

Reputation is how people see you in their eyes and think about you in their minds, and 

then their behavior towards you will be according to that. How the stakeholders perceive 

your action as being both justifiable and appropriate. 

(Informant, Palestine office of Norwegian NGO) 

As I mentioned earlier, the literature holds that reputation is as important to NGOs as it is to 

private organizations and states. (Gent et. al., 2015, Mitchell and Stroup, 2017; Bykova, 2018). 

In this section, I will answer the following two questions: Do Norwegian NGOs have any 

system for reputation building? What is the role of employees in building the reputation of the 

organizations? Towards the end of the section, I will also discuss how the Norwegian NGOs 

perceive their own reputation in Palestine and how their reputation is perceived by their 

Palestinian partners.  

4.1.1 Norwegian NGOs’ concern with reputation 

We are highly dependent on reputation, I mean the reputation from local governments 

and civil society in the countries we are working in, so it is not only the Norwegian 

public, but also definitely the local and national authorities and the different 

stakeholders locally. (Informant, NCA) 

All the Norwegian NGOs under the study are concerned with their reputation and consider the 

importance of reputation for many reasons, including funds and trust from donors, access and 
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legitimacy in the communities where they operate, as well as its importance in advocacy work. 

Some of them even described it as an ‘essential condition’ for their survival as an NGO. All 

informants expressed the importance of reputation to their organizations. Most of them agreed 

that a good reputation is very important in order to have good relations with donors. An 

informant from NRC elaborated: 

As an NGO with good reputation …we get funding; donors trust us; they want to give 

money to a humanitarian crisis, and they want to give it to the NGOs who are going to 

reach [people in need] and achieve, and they do give it to us. We get very good support 

from donors all around the world, and we also get access in very hard-to-reach areas. 

This is done due to our diplomacy, advocacy and reputation. 

Other informants expressed its importance when it comes to advocacy work. An informant from 

NPA, for example, explained that reputation is particularly important when doing political and 

advocacy work; it is important to have a good reputation in the Norwegian public to be able to 

do advocacy work with credibility. According to the informant, there is a strong relation 

between reputation and credibility.     

Another informant from NCA elaborated the strategic importance of having good reputation in 

local communities (where the NGOs operate) when it comes to accessing hard to reach areas. 

The informant said: 

Our real strength is that we work through local partners …. We have been working with 

them for several years and the connection there and cooperation is very important for us 

… We work through local churches and we can put our efforts in areas where no one 

else can really work, so that also shows how important our reputation within the local 

and small societies is. It is very important for us to have the trust as an organization and 

a good reputation at all levels through the work we are doing. 

Other informants connected good reputation to the success of implemented programs. An 

informant from NRC said: 

I think that there are many actors out there, and I think that if you are an organization 

that continuously demonstrates that you talk to your beneficiaries, that you listen to what 

they say, that you are inclusive where they feel that they have influence on the way you 
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design your program, that the assistance you deliver is based on consultations with them, 

I think … that increases the quality of the program, … and impacts your access. 

To conclude, it is obvious that all the three Norwegian NGOs understand the importance of 

reputation in the different contexts whether in the Norwegian public, amongst donors, within 

the communities in which they operate and with all the relevant stakeholders. Therefore, they 

are concerned about their reputation, something which was clearly reflected in the answers I 

received.  

4.1.2 Are reputation building recipes followed at Norwegian NGOs? 

As just discussed, Norwegian NGOs are conscious about the importance of reputation building. 

Accordingly, and considering the previously mentioned theories about and literature on 

reputation, the process of reputation building connotes the perception of the organization by its 

stakeholders and requires more than just an effective communication effort (Gray & Balmer, 

1998). It requires building relationships with stakeholders together with consistent behavior 

that matches the expectations of these stakeholders over time (Brønn and Iheln, 2009).  

Although all the informants in the Norwegian NGOs stressed the significance of reputation to 

their organizations, only a few of the informants could confirm having a formal apparatus in 

place that is concerned with reputation building. Most of the Norwegian organizations consider 

that reputational issues are the responsibility of the communication department. When asked if 

they have a system for reputation building, an informant replied: ‘at least the last few years, we 

have had one dedicated person in the communication department who is doing everything else 

as well but gives most of his attention to reputation issues.’ This can contradict with theories 

considering reputation building as a holistic strategy where the internal–external stakeholder 

interaction is at the heart of it, and therefore should not be managed by public relations or 

corporate communications functions alone. Instead, reputational concerns should be addressed 

in core functions and where data from all stakeholder groups can be integrated (Da Camara, 

2011).  

However, from the informants’ answers on policies and procedures, together with the 

documents analyzed, I would say that their policies, procedures and activities in general are 

designed in a way to serve their reputation—despite not mentioning that formally. An informant 
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from NRC described that the NGO works with two sides of reputation: the media and the 

identity. The informant stated:  

I would say that we work systematic and strategic on…the media side of it, that is one 

thing. We also work from an identity perspective on building our reputation which is 

another thing. When it comes to systems, we have guidelines and procedures to follow. 

Another informant from NPA described their communication strategy as a starting point to 

working with reputation. The informant said: 

Our system for reputation would be our communication strategy combined with the 

work and the objectives of the communication department. We have a communication 

strategy … that is an overall document that describes NPA’s persona [character] and the 

way that we want the public to see us… But the communication strategy, of course, is a 

document that should guide all NPA employees in how we together build our reputation: 

[It is] not just for the communication department. 

Analyzing the communication strategy mentioned above by the informant for example, one can 

see that a clear and common identity is defined based on solidarity in practice and not charity, 

the importance of internal and external commination is clarified, the goals they want to achieve 

and the ways to achieve them are also mentioned. In addition to that, the communication 

strategy contains a map of all the possible interest groups (stakeholders) including employees, 

donors, members, volunteers, international organizations, the Norwegian public and media, and 

how to communicate with them. Thus, despite the fact that it is not written officially that this is 

the plan for reputation building, the way the communication strategy is designed shows huge 

interest in reputational issues. However, it is worth mentioning that the map of interest groups 

and stakeholders did not mention partners in other countries nor the beneficiaries.   

In the literature, transparency is seen as essential to the reputation building process (Hatch and 

Shultz, 2000; Brønn and Iheln, 2009). There is little doubt that Norwegian NGOs consider 

transparency as an important condition for good reputation. An informant at NRC clarified: 

We need to have our mission and mandate clearly understood by all stakeholders … 

[We need] transparency on what we do… Our program policy outlines exactly what 

NRC does. We support people who are forced to flee from crisis, so that usually means 

conflict… We try to be very clear about where our added value is and where we work. 
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We are clear what our mission and mandate is and that is all very transparent, and it is 

on our website... So, I guess it is not what we call a reputation building system, [but] it 

is more about our position in the humanitarian sector and how we say it publicly. 

Most of the informants emphasized the role of communication—whether internal or external—

in the reputation building process. Some even emphasized that there should be no difference 

between the information that is communicated internally and externally. As one of the 

informants in NCA said: ‘I think as a rule; it is the same way how we communicate. It is more 

or less the same indoors at the head office or country offices or outdoors.’ Another informant 

from NRC explained the importance of communicating reputation internally and externally the 

same way for transparency reasons. The informant said:  

We have certain internal introductions and trainings that one need to do when joining 

NRC... These are internal introduction trainings that teaches NRC staff our mission, our 

mandate, what we are here to do, how we operate and so on... These same principles 

and [the] mission are exactly the same in our advocacy that are given to our external 

stakeholders. They are all alike, we are not keeping anything different internally. 

As mentioned in Chapter 2, one of the aspects that can affect reputation is media. Favorable 

media coverage may improve organizational reputation, improve relationships with 

stakeholders, and lead to strategic advantages (Deephouse, 2000), while negative coverage is 

considered as one of the biggest threats to reputation (Pharoah, 2003). The Norwegian NGOs 

understand well the role that media plays in their reputation building. They have similar and 

‘active’ approaches towards media in general. One of the informants described how NPA deals 

with media:  

Our approach to media is to always answer the media… It is an important part of relation 

building with the media. We always respond and with as many facts as we can give. 

Generally, I think that media is doing a good job in covering our work… We do also 

contact media quite a lot, especially when we think that there is an important situation 

going on in a country, especially when we feel that we have good spokespeople, either 

my colleagues in other countries or our partner organizations, either to get our message 

through or to push the message of our partner organizations. 

An informant from NCA explained the importance of media and described the constant 

competition for visibility between organizations: 
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We are in daily contact with media. Our main task is to get positive coverage to our 

work, our projects and whatever we do all over the world... It is important that our 

supporters first of all get to know our work, and of course to get support from our donors 

as well as the government. We have to show that we are there, that we are doing a 

substantial work and that we need to be covered (by the media). So, it is important for 

us to be in the media and of course in a positive way… There are many organizations in 

Norway, and we are fighting for the same attention and support, and for that we need to 

be visible.  

Similarly, an informant from NRC described the importance of appearing as a trusted source of 

information in the media: 

In this region, we have a good reputation and we have a good relationship with the media 

outlets... Our media advisor is often on Al-Jazeera talking about the different 

complexities. They come to us for credible humanitarian stories and what's going on 

and we do it in a very humanitarian way… I don't think we've ever had a bad experience 

with a media outlet. 

Accordingly, I can see that Norwegian NGOs understand different aspects of reputation 

building and follow some of the recipes for good reputation, despite lacking the formal 

apparatus that can systematically address reputation.  

4.1.3 The role of employees in NGOs reputation building  

As mentioned in Chapter 2, and since the internal–external stakeholder interaction is at the heart 

of the reputation building processes, it is important to emphasize the role of the employees. Are 

the employees conscious of such a role and responsibility? Is the reputation building effort 

equally strong in the main office as in the country and regional offices thousands of miles away, 

where employees are from totally different backgrounds, cultures and interpretations? These 

questions are answered in the following paragraphs. 

Most of the informants were aware and agreed that all the employees are responsible for the 

reputation of the organization wherever they are and under whatever circumstance. An 

informant in NPA emphasized that most employees are aware of their roles as representatives 

of their organization:  
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Most people understand their role as representatives of the organization, both when they 

appear as part of their work and also in private, when they speak about their employer. 

It is quite a well-known part of Norwegian work life that you are a representative of 

your employer. It is expressed explicitly in our ethical guidelines. 

Country office staff were interested in the reputation of their NGOs like the employees in the 

main offices and those working with communication. An informant in a country office said:  

We are all expected to be ambassadors for our NGO… It is not that we as staff have to 

build a reputation, but just by being staff, we are expected absolutely to uphold our 

NGO’s mission and mandate. That is how we project what our organization is doing. 

Another country office employee in a emphasized the crucial role that the local staff play: 

The local employees are very important; people look to their behavior, their honesty and 

their reputation in the society. If these employees are known to be honest people, and as 

people who want to serve their community, then this contributes also to the 

organizational reputation locally. Our organization’s reputation depends a lot on its staff 

and how they represent it in the society. 

Other informants described how the organizations work to include and engage staff outside the 

main offices in the reputation building process from designing introduction and training 

courses, to defining the policies and procedures clearly and so on. One informant said: 

There is always increasing awareness. We have online trainings and every single 

employee has to go through these training courses. There is proper introduction to the 

organization. When someone joins the organization, he/ she must sign, for example, a 

child protection policy [form and an], anti-corruption policy [form], so there are sets of 

policies and procedures that we follow, in addition to trainings even before signing [of 

the employment contract].  

Others emphasized the importance of internal communication in building the sense of 

belonging and organizational reputation. An informant from NCA explained:  

We have developed an internal webpage… that is global ... Our goal is that everyone, 

whether in the main office or in other country offices, get the same information as much 
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as possible…, so that everyone should feel that they are part of one big family. Even if 

you sit in Kabul, you should have more or less the same information. 

4.1.4 What is the reputation of the Norwegian NGOs in Palestine? 

You can never be really sure what your real reputation is, because when people tell you 

that they like you, it could either be because they like you or because they feel they have 

to say it because they want your help and cooperation. But we have many indications 

that our reputation in Palestine is strong. (Informant, NPA) 

It is my firm impression that Norwegian NGOs enjoy an overall good reputation both among 

Palestinian partners and in the local Palestinian media. This conclusion is based on the 

perceptions of the NGOs themselves as well as the perceptions of their partner organizations. 

Additional support for this is found in media’s writing on Norwegian NGOs.  

When I asked Norwegian NGOs what they thought their reputation in Palestine is, all the 

informants were positive about having a good reputation. Otherwise, they believed, their NGOs 

would not have grown and developed into what they are today. An informant in NRC said:  

In Palestine, I think we have a very good reputation in the humanitarian sector. We are 

one of the biggest NGOs in Palestine. People know exactly what we do and our 

achievements…. So, we have a very good reputation. And we are registered with the 

Israeli government and the Palestinian authority, so we are accepted there, and we 

operate there on a known transparent basis. 

An informant from NPA clarified that their clear and positive stands towards the Palestinian 

case and maintaining the country office in the Gaza Strip—despite the blockade and the de facto 

Hamas government—strengthened their reputation in Palestine. The informant said:   

When it comes to Palestine, I think our clear stands in the conflict certainly helps our 

reputation in Palestine ... Part of our job is also to amplify the viewpoints of our partners, 

so when we want to take a position on a certain matter, we always ask our partners what 

they think … and we report that back to the Norwegian and the global scene as part of 

our message, and that too creates a stronger reputation in Palestine. Also, the fact that 

we have our Palestinian office in Gaza, and it has been there for many years, and [that] 

we didn’t move our office [away] from there—and I have heard representatives of 
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Palestinian partners saying that this was important for them and an important display of 

solidarity—that creates trust, of course.  

NCA is not an exception as informants believe that also NCA has a good and strong reputation 

in Palestine. One of the NCA informants reported:  

NCA has a very good standing in Palestine, historically as a faith-based organization 

supporting Palestinian faith-based organization, and also working with the Palestinian 

organizations including civil society organizations, or development organizations and 

community-based organizations … Also, the fact that we have a very clear mandate to 

support human rights in Palestine, especially during this situation under occupation, is 

important for our reputation in Palestine. 

The perceptions that Norwegian NGOs have about their own reputation is in accordance with 

the perceptions of their Palestinian partners. All the Palestinian informants I interviewed, 

described the reputation of their Norwegian partners as good if not “excellent” or “wonderful.” 

Some even described the reputation of their Norwegian partner to be exceptional. One 

informant said:  

When it comes to NPA, to be honest, I think NPA has an exceptionally strong 

reputation…Therefore, NPA is respected by both the Palestinian community and 

organizations. When an NPA car with its flag drives in the Gaza Strip along the borders 

for example, it is both respected and protected by Palestinians and if something goes 

wrong, the Palestinians will be the first to protect and defend it. 

An informant who is a partner with NCA described how the NCA tries to hold the relationship 

between them and the Palestinian partner as even as possible. The informant said:  

 They are very respected, friendly, and well connected to Palestinian needs. We do not 

have formal relation of a donor and an organization that gets help [symmetric 

communication]. Sometimes, we have our notes and comments and other times they 

have theirs, and all the time we are cooperating to solve anything between us.   

NRC was no exception. An informant at the partner organization said that NRC has a good 

reputation and that it is a good organization when it comes to procedures and that NRC were 

not corrupt.   
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An aspect of the positive reputation of Norwegian NGOs that was mentioned by many of the 

Palestinian informants is that Norwegian NGOs give unconditional economic support, unlike 

many other international NGOs. This gives more freedom to the partners. Furthermore, the 

Norwegian NGOs’ funding and support agreements tend to be longer term than what is common 

for the (other) international NGOs: This is well received as it gives the Palestinian organizations 

more room to develop and instill less fear of losing the funding. 

When it comes to the press in Palestine (2005-2019), I found only a limited number of articles 

that spoke about the Norwegian NGOs in Palestine. However, all the articles I read, described 

the Norwegian NGOs in positive terms, where some articles considered them as part of the 

Norwegian foreign policy that supports Palestine, the Palestinian civil society and Palestinian 

schools. Other articles referred to the Boycott, Divestment, Sanctions (BDS) movement7 and 

how the Norwegian NGOs are pressured by Israel not to support this movement, or how the 

Norwegian NGOs continue to stand with the Palestinians against occupation. For example, one 

article specifically thanked NPA for its advocacy efforts and successfully calling on the 

Norwegian government to stop tax exemption for Israeli institutions that support Israeli 

settlements in the Palestinian territory (PFLP, 2012). Some newspapers and websites also 

reported and provided details about local projects supported by Norwegian NGOs. All in all, 

the reputation of the Norwegian NGOs—as reported by the Palestinian local media—is very 

good.  

4.2 Organization identity 

As mentioned in Chapter 2, it is widely agreed in the literature that organizational identity is 

the base for strong reputation. i.e. in order to influence how the organization wants to be 

perceived, it has to review who it believes itself to be (Schultz, Hatch & Larsen, 2000).  

Organizational identity is formed as the result of a set of processes that continuously cycle 

within and between expressed cultural self-understandings and mirrored images by 

stakeholders and is not just an aggregation of perceptions of an organization resting in peoples’ 

heads (Hatch and Shultz, 2002). 

                                                 
7 The Boycott, Divestment, Sanctions (BDS) movement works to end international support for Israel's oppression 
of Palestinians and pressure Israel to comply with international law, for more information, see: 
https://bdsmovement.net/ 
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Applying that on the three Norwegian NGOs under study, this section is concerned with 

answering the following research questions: How do the Norwegian NGOs define their 

identities? Are these identities reflected in their reputations?  

4.2.1 How does the Norwegian NGOs define their identities? 

According to my informants, each the three Norwegian NGOs has a vision, a mission and a 

mandate, and define themselves as an organization and their work in accordance to these. The 

visions and missions shape the organizational identity that has accumulated over time. Since 

each of these NGOs define itself and its identity in a unique way, I decided to discuss their 

respective identities separately.  

Although each of these NGOs has a unique identity, I found that the ways they adopted in the 

processes of identity formation and developing were similar. That is to say they adopted similar 

approaches in defining their identities, in expressing these identities, in communicating these 

identities internally and externally, and in reviewing identities’ relevance to the organizations 

regularly. In the following paragraphs, I will discuss their identities in more detail and how they 

deal with them. 

Norwegian People’s Aid (NPA)   

All NPA informants, whether in the main office or the country offices, had a shared identity on 

a broad level, and agreed that: 

- NPA is a political organization that originated from the trade unions combining what is 

political with what is practical. 

-  NPA is based on solidarity, not charity. 

-  Collective organizing is crucial in NPA’s work as a tool for people to assert power. 

- NPA has the practice of taking a strong political stand and speaking out loudly against 

injustices and inequalities.  

These features make up ‘the glue in the organization’, according to one of the informants, that 

‘links the different activities to that identity. At the same time, NPA is involved in [so many] 



 

46 
 

very different activities that it sometimes seems that we are many different organizations.’ 

Another informant elaborated: 

But again, if you look at these different activities, there has always been that 

combination of solidarity and solving practical problems, so even in practical problems 

such as mine clearance actions and rescuing, for example, there is that sort of combining 

the practical work with political work, and the same applies to rescuing inside [Norway], 

and first aid outside [Norway]. Again, this is also both practical and political. So, there 

are sort of common ways of doing things that creates for us a unique identity despite the 

different activities.  

To understand their identity, one has to remember NPA’s history and origin as a solidarity 

organization within the labor union movement. One of the informants argued, ‘we are an 

organization that was founded by the Norwegian labor movement and their identity of solidarity 

and believing in organizing people… [and] to be able to challenge the power of an employer 

and so on. … That identity has then been transferred to us in our solidarity work which is quite 

unique, not only in Norway but also globally.’ 

According to the informants, although NPA’s identity is rooted in its history, it is still a dynamic 

process in the sense that it is revisited every four years to check its relevance to the organization, 

the members, the country offices and relevant stakeholders. One of the informants clarified:  

NPA is a membership organization in Norway. There are around 13,000 members. The 

members are the ones who decide the vision, mission, and the program of principles for 

NPA. It is decided by the general assembly every four years... They don’t change every 

four years, but they discuss it and they see if it needs any updates or changes. But the 

general idea of solidarity and supporting peoples’ movements and so on, have been 

consistent for decades. 

The identity of NPA is what is reflected in their principles and in their communication strategy. 

These principles are presented to all new employees and that is their strategy for building 

organizational identity. To strengthen its identity, according to one of the informants: ‘NPA 

needs the effort of all our employees, and our members. It is important that people in the 

organization understand that it is their responsibility too, and not just the communication 

department, but I think that they do understand that to a large extent.’ 
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This identity was shared by the country office—I received similar answers from the informants 

in NPA whether they worked in the main office or were local staff in Palestine. NPA’s identity 

of openness and respect is applied also on their partners as well; an informant said:  

We are proud of our partnership policy where we give full autonomy to our partners, we 

implement their agenda without imposing anything. Organization development is based 

on mutual respect and a transparent and open relationship. We are concerned with topics 

that are important for people including democratization, fair distribution of power and 

resources, access to natural resources and organizing for change. 

Norwegian Refugee Council (NRC)  

According to NRC informants, NRC is a Norwegian humanitarian agency, where its identity 

reflects the humanitarian principles common in Scandinavia. One of the informants said:  

Our identity is based and rooted in our mission and mandate... For NRC, organizational 

identity is rooted in Scandinavian culture; it has the whole humanitarian principles 

behind. We have our history … We are very clear about our donors and our identity is 

of a Scandinavian organization that has gone global looking to assist people who have 

been forced to flee to meet humanitarian protection needs. I think “rights respected 

people protected”, is our organizational identity. 

One of the informants emphasized that it is essential that NRC is a Norwegian NGO. The 

informant said: 

When it comes to identity, I think that absolutely the Norwegian model and the 

Scandinavian kind of philosophy that is rooted in how Norway acts, does help our 

identity in terms of global understanding of an organization that is linked to a country… 

We are clear that we are the Norwegian Refugee Council, we are based and registered 

in Oslo; we're very transparent; we have strong support of the Norwegian ministry … 

So, we're very clear on that identity… I guess the legacy of Norway as a diplomatic 

country that has negotiated peace deals … is part of our identity and I think it does help 

our reputation… But we don't rely on that ... We just hope that being Norwegian is 

enough that people trust that we don't have any particular political agendas and then we 

go straight back to our mission, mandate and humanitarian principles. We are neutral, 
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not aligned with the Norwegian government, we are an NGO ... We follow international 

humanitarian principles. 

Informants emphasized that every NGO has a unique mandate. NRC is unique in the sense that 

the organization focuses on the six sectors that are identified as the organization’s technical 

strengths which are wash, shelter, ICLA (short for ‘information, counselling and legal 

assistance’), food security, camp management, and education, making the NGO the best placed 

organization to work where it is.  

Another source of uniqueness of NRC, according to its informants, is that when NRC started 

as a humanitarian agency, a decision was made to deploy people directly to the field as the 

organization felt they had the position, the status and the technical expertise needed to carry out 

humanitarian programs. In that sense, NRC does not only work through partners, but also has 

its own programs where the organization plans, implements and evaluates programs from 

scratch.  

According to the informants, it is important to have a clear identity that differentiates NRC from 

other NGOs and create a brand. In a way, this is similar to how the private business sector 

works. Market laws apply also to NGOs as they seek private sector funds where they have to 

stand out to attract donors.  

The informants emphasized the importance of reviewing, revisiting and evaluating NRC’s 

vision, mission and mandate. An informant said: 

Every year in line with our strategy planning process, we have these global events. They 

[the directors]. sit together, they look at our mission, mandate and strategy. What is 

NRC strategy globally? What is it regionally? What should we be doing? …  I guess … 

what they are really looking at is whether we are still relevant, whether we are reaching 

the right people … So, it's not that we change the tagline every year, but we certainly 

look at our mission and mandate on an annual basis. 

Common identity can be strengthened through internal communication. One of the informants 

added the importance of including local staff even more in NRC programs. The informant said: 

I think we can be better at making sure everybody knows [the identity, mission and 

mandate of the organization]. We do have the systems in place, I think, it's just the case 

of following up, making people feel appreciated, especially at the country office level 
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... I think our national staff [in country offices] need to feel that they are included... We 

want them to be NRC ambassadors... So, I think just a more inclusive environment for 

all our staff would probably reinforce and help them feel that we all have the NRC 

identity, and then there is no confusion about it. 

Norwegian Church Aid (NCA)   

All the informants that I interviewed in NCA agreed that NCA is a diaconal organization that 

has an identity as a faith-based organization where the humanitarian principle is very important. 

NCA supports marginalized people and other faith-based organizations that do diaconal work. 

One of the informants stated that the identity of the organization is defined in its global strategy.  

It was argued that having a common identity is of extreme importance to the organization, 

because as a large organization with many country offices and a huge number of partners, ‘it is 

important to work under the same identity and principles’ in order to achieve their goals and 

have success in their work.  

One of the informants directly linked NCA’s identity to its reputation, the informant said: 

Our identity is always part of every plan and every strategy that we have, because it is 

so important for us to maintain our identity and hence also our reputation, I don’t think 

it has always to be written, but it is something that we should have in mind in every plan 

and every strategy… and should be followed quite closely. 

The informants emphasized that although the organizational identity has not changed for 

years—NCA is owned by the Norwegian churches in Norway and has a strong identity—it is 

still important however to review it NCA’s organizational identity, vision and mission to see if 

they are still relevant to the organization’s objectives. According to an informant, ‘this is 

something that is done continuously, like revising our strategies and our plans, some, every year 

and some, every five years, so it is a mix, but it is something that is done regularly…’ 

Another informant clarified that these revisions are not done in the main office alone, but it is 

done through a representative process including all country offices. That is particularly 

important taking into consideration the views of other stakeholders. The informant added: ‘it is 

also important to mention that key documents such as the global strategy went through a long 

consultation process in the country offices and with the partners.’  
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As mentioned in Chapter 2, there is an increasing trend of creating close collaborations and 

networks between NGOs, as a tool for ‘expertise cultivation’ and a ‘legitimizing measure’ 

(Bykova, 2018). NCA is a member of the ACT alliance through which NCA cooperates with 

organizations across religious faiths and that is the most important of the many alliances and 

networks to which NCA belongs, according to informants. NCA has also a wide interreligious 

network. These networks help NCA in preserving and developing its main identity as a faith-

based organization. 

In addition to their importance to developing the identity of NCA, these networks of partners 

are sources of uniqueness to NCA. An informant said: 

Having these networks of partners in so many parts of the world is of the key strengths 

and sorts of uniqueness that NCA has, which gives NCA the possibility to participate in 

a humanitarian crisis even if the organization doesn’t have any country office there.  

It is important to mention that this sense of common identity was also emphasized at the local 

level, when it comes to the country offices. According to one of the informants: ‘Employees in 

the country offices are an integrated part of the organization. This integration is achieved 

through systems, procedures, daily communications with the team, and travelling to Oslo… All 

of that is an important part of maintaining the identity of the organization.’  

4.2.2 Does the reputation of Norwegian NGOs reflect their identities? 

I think that reputation is … [not only] what you look like and what is said on your 

website, it is [also] how you behave and how you deliver programs and your actual 

actions that you take. So, we like to think that reputation is based on our code of conduct, 

our principles and how we deliver our programs in the field.   (Informant – NRC) 

After discussing the different identities of the three Norwegian NGOs, I explore if their identity 

is reflected in their overall reputation among their Palestinian partners. However, before turning 

to partner institutions, I look at how the representatives of the NGOs themselves consider their 

reputation. I asked if they thought that their identity is reflected in their reputation. Most of the 

informants were of the opinion that identity is definitely reflected in their reputation. One of 

the informants in NPA said: 
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Identity and reputation are intertwined and can’t be separated, so our reputation is strong 

because we have this identity of clear stands, solidarity and so on. Many people who are 

members of NPA or are donors have chosen NPA specifically because we believe in 

solidarity not charity for example, or because we are clear in our messaging about 

Palestine or the refugees… 

Another informant from NCA said, ‘reputation and identity are very related to each other. The 

reputation is affected by the identity and vice versa, there is a strong correlation.’ 

However, some informants thought that it can be both yes and no. People perceive NGOs 

differently depending on the angle from which they know it. An informant from NPA said:  

I think it varies a lot; those who know us from the rescue work perceive us differently 

from those who know us mostly for mine action work. They will probably emphasize 

different parts of that identity, so I am not so sure that we have a reputation where 

identity is directly reflected … 

Considering the perception of Palestinian partner organizations, I found that most of the 

dimensions that the Norwegian NGOs described as important features of their identities were 

‘picked up’ and reflected in how the partners reflect on the Norwegian NGOs’ reputation. 

For example, most of the Palestinian NGOs described these NGOs as having a similar view of 

being Norwegian, in the sense that Norway is a ‘country that supports peace’ just as described 

by the informant in NRC above in this section. The partner organizations think that the 

Norwegian NGOs stress the fact that they are Norwegian organizations and are proud of it. One 

of the informants said, ‘they identify themselves as Norwegian organizations that work 

internationally, so they are proud of their identity as Norwegian organizations but work 

internationally.’ 

Furthermore, partners of NPA perceived NPA as a ‘political organization’, NCA as ‘diaconal 

organization’ and NRC as a ‘humanitarian organization’—just as they defined themselves.    

NPA was generally described as a political organization, one of the informants said, ‘NPA is a 

political organization that support the Palestinian rights. It is rare to find an international 

organization that works with the right of return. NPA works with the right of return, the rights 

of the Palestinian farmers and fishermen, [and] stands against the violations of the Israeli 
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occupation.’ This corresponds directly to what the informants in NPA said about being a 

political organization that speaks loudly and takes positions.  

Another informant that works in a Palestinian NGO that has partnership with NPA, said: 

Mutual vision is very important for NPA. For other organizations, it is not important to 

them if the local organization is part of their vision or not. They work with national 

NGOs in a relation that is like a contractor and subcontractor to implement things, but 

not as partners in decision making and in prioritizing. NPA is not like that, they are real 

partners. 

One of the informants that has partnership with NRC, said: ‘NRC, has a good reputation but 

the organization has its own limitations (due to its neutrality) and therefore is seen by 

Palestinians as a humanitarian organization, and not a political organization’. This corresponds 

well to how NRC staff understood the identity of their own organization.  

The same applies to NCA, a faith-based organization that implements programs through 

partnerships based on equal terms. One of the informants said: ‘they are open and cooperative. 

With the NCA, it is a less formal relation, and everything can be discussed… Compared to 

other donors, and to be honest, they are the best and they are partners and not donors.’  

Another important and common aspect of the identity of the three NGOs, that was perceived 

by most of the Palestinian partners, is that these NGOs are “Norwegian” NGOs and that they 

are proud to be so, which was earlier identified by the Norwegian NGOs. One of the Palestinian 

informants said, ‘they are proud of their identity as Norwegian organizations but work 

internationally’.  

From the answers discussed in this section, one can conclude that the reputation of the 

Norwegian NGOs as perceived by their Palestinian partners is strong and that there is good 

match between the identity as understood by the Norwegian NGOs themselves and their 

reputation as perceived by their Palestinian partners.   

4.3 Cooperation dynamics  

As mentioned in chapter 2, strong organizational reputation should be based on a common 

organizational identity. Identity, in turn, is formed through a dynamic process with balanced 
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feedback from both culture (internally) and images (externally). A healthy identity results from 

processes that integrate the interests and activities of all relevant stakeholder groups. If one of 

them takes more place than the other and have more influence due to power imbalances, this, 

according to Hatch and Shultz (2002), may lead to one of two dysfunctionalities; hyper- 

adaptivity (when images takes over the culture) or narcissism (when culture takes over the 

images). 

This section is concerned with the cooperation dynamics between the Norwegian NGOs and 

the Palestinian partners benefiting from their aid. I answer my final research questions: What 

type of relationship do these Norwegian NGOs have with their Palestinian partners? What are 

the main challenges facing this relationship dynamics? 

4.3.1 What type of relationship does these Norwegian NGOs have with 

their Palestinian partners benefitting from and operating in their field? 

Generally speaking, according to the informants from both the Norwegian NGOs and their 

Palestinian partners, the relationship between them is a relationship that is based on mutual 

respect, where they discuss and agree to projects from design, inception and planning to 

implementation and eventually to evaluation. This is especially the case for NPA and NCA. 

Informants from both organizations said that they are doing their outmost to make this 

relationship an equal one. However, there is power imbalance due to the nature of the 

relationship, in particular because one party—the Norwegian NGOs—usually brings the 

economic resources into the collaboration. One of the informants in NPA said: 

It is an interesting question in terms of power dynamics, because we do of course hold 

the funding and being the organization that sits with the money, gives us a lot of power 

even if we are trying to downplay that power or even if we are open about that power. I 

think we are very aware of it, but we really try to make the negotiations as even as 

possible because it is very important for us that we do not override the objectives of the 

partner and that we don’t make them change to be a service provider organization. This 

is not our objective at all. 

When it comes to NRC, the situation is a bit different as NRC implements many programs on 

their own, without teaming up with or relying on Palestinian partners. One of the informants in 

NRC emphasized the importance of achieving better partnerships. The informant said:  
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NRC has a much more of direct implementation model than other Norwegian 

organizations... In specific programs like the legal aid programs, we will work with our 

partners to plan and design... But we are very much in the driving seat because we have 

this implementation model that we take all the risks, we get the funding and design. But, 

we're trying to get better in terms of programs where we are involving partners for them 

to come in and work with us in designing the overall programs and adjoin outcomes 

because we cannot just choose our partners as service delivery agents, we want them to 

be proper partners and design [projects] with us, so we are working on that. 

One of the informants at an NRC partner organization confirmed this point. When asked about 

what can be done to enhance the cooperation with NRC, the informant said: 

I think that when it comes to NRC, there should be more participation with the local 

NGOs in their needs’ assessment. I mean, they should have a more bottom–up approach 

in the way they assess the needs of the Palestinian community.  

In addition to the power imbalances between the Norwegian NGOs and their Palestinian 

partners, there are also other challenges that add to the complicated nature of this relationship. 

In the coming section, I will summarize the challenges I have identified. 

4.3.2 What are the main challenges that face Norwegian NGOs in Palestine?  

In some contexts, it is quite complicated to get a good reputation, so, it also takes time 

to build trust from all the stakeholders and it can be challenging.  Informant, NCA 

I can distinguish between two different types of challenges that Norwegian NGOs face in 

Palestine. The first type are general challenges, which all NGOs are facing regardless of their 

origin, location or their fields of activity. One example is funding and donor relations. The 

second type of challenges are those which are particularly related to the NGOs’ presence in 

Palestine, i.e. those that are context or country specific. Such challenges were identified by most 

of the informants and include: the Israeli occupation; lack of access (especially in hard to reach 

areas like the Gaza strip which is under blockade and area C in the West Bank); the political 

division in Palestine; and the shrinking space of operation. I will first discuss the general 

challenges that apply to all NGOs.  
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One of the major general challenges of NGOs are related to funding and the relationship with 

donors. There are numerous theories and literature that discuss the issue of funding to NGOs 

(for example: Tortajada, 2016; Abouassi, 2014; Zaidi, 1999). NGOs—and Norwegian NGOs 

are not an exception—depend on external funding for their survival. In order to secure the 

needed funds, NGOs strive to have a good reputation. However, as explained in Chapter 2, 

reputation building efforts may undermine their attention to the (most crucial) needs of its 

intended beneficiaries (UN report, 2006). The NGOs are accountable to their donors and they 

strive to appear highly competent, neutral and transparent. In the Palestinian context, such 

concerns are particularly important and challenging. I will discuss these points in detail in the 

following paragraphs.  

Accountability to donors is one of the most important and common aspects of NGOs including 

the Norwegian NGOs. All the informants from the three organizations stressed the importance 

of accountability to donors and highlighted which partners to work with, which projects to 

support and reporting mechanisms.  

Generally speaking, the Norwegian NGOs are cautious when it comes to selection of partners 

in Palestine. The three organizations carefully assess and screen potential Palestinian partners. 

These assessments cover matters like the reputation of the organizations, their financial status 

and delivery capacities, for example, as explained by an informant in NCA: 

They (potential partners) have to have at least some minimum standards to begin with 

and we prepare also a plan on how to upgrade the organization and support it to reach a 

suitable level that doesn’t harm the people or our partnership with them once we start 

working together.   

Abiding by the rules and procedures stated by the Norwegian government and the donors, 

Norwegian NGOs undertake the assessment process. An informant in NRC explained: 

It's not just reputation. We have robust partner selection and assessment processes 

because there are a lot of legislations ... that say who you can and cannot work with, so 

we have very systemized selection processes where we look at the partner. We look at 

their board and if they pass these processes, then we [can] work with them. 

One of the informants in NCA argued that, ‘even if they [the Palestinian NGOs] are doing good 

work, they need to be able to function in that environment. We are accountable to our donors.’  
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Another important aspect, which is related to the accountability to donors, is the issue of 

neutrality.  Neutrality in the Palestinian context implies that the NGO should not be biased to 

any of the conflicting parties (Israel and Palestine) and not have local partners affiliated with 

Palestinian political parties that are against the so-called Oslo peace process and the two-state 

solution. When it comes to the aspect of neutrality in the Norwegian NGOs, an informant from 

NRC elaborated: 

If we were seen as partisan in any conflict, that we were not neutral, the government of 

that country would not allow us to have access … I think it [neutrality] is important in 

terms of access, and in terms of funding. It is also important in terms of the media 

listening to us; we get invited on important TV channels as a trusted source for 

information, and we are invited regularly on the media. That's another big impact and 

therefore with this reputation we're able to spread the messages that we need to get 

access to the people that we need to and get money for the people that we need to help. 

Neutrality is also sought when selecting partners. One of the informants from NCA explained, 

‘it is part of the risk management, and we do partner assessment of all new partners and potential 

partners. For instance, if we know that the partner is very politically controversial, it might be 

difficult to get funding, so we have to consider it.’ 

Another aspect related to accountability to donors is high competency. Norwegian NGOs 

support a wide range of projects within what they define as their areas of competence and their 

objectives and set plans to achieve these objectives in cooperation with their partners who share 

similar objectives or have crosscutting objectives. As mentioned in Chapter 2, accountability 

to donors entails competency, and since competency is not easily observed by donors, 

Norwegian NGOs sometimes tend to support projects that maintains their reputation for 

competence towards donors, constraining their focus to the short-term goals that are quickly 

and visibly accomplished. This in turn may undermine the pursuit of the NGOs’ central goals, 

something which has been termed the “reputation trap” (Gent. et al. 2015).   

One of the Palestinian partners was frustrated due to the focus on short-term humanitarian 

projects in Gaza and ignoring longer-term development projects in the West Bank saying that 

‘there should be more balance’. Another partner said that their Norwegian partner puts them 

under pressure, as they give them the feeling that, ‘one day we [the Norwegian NGO] will stop 

giving you [the Palestinian NGO] money and you must find ways to finance yourself.’ The 
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Palestinian partner elaborated that this feeling puts a strong pressure on them and their work. 

Another Palestinian partner said, ‘objectives are relevant, but sometimes they [the Norwegian 

NGOs] are under pressure from their donors to push us to do things that we cannot do …’. 

The last point related to accountability to donors, is the projects reporting mechanisms. Both 

the Norwegian NGOs and their Palestinian partners agree on the importance of reporting. 

However, almost all the Palestinian NGOs complained about the extensive and complicated 

reporting methods that the Norwegian NGOs require from their partners, due to requirements 

from the donors of these Norwegian NGOs. One of the informants from a Palestinian partner 

said, ‘I am not happy with too much emphasis on bureaucratic reporting … Our partner relies 

so much on theoretical stuff and too much paperwork … which is really time-wasting.’ Some 

of the Norwegian NGOs admitted that the reporting process is a bit extensive, but that they have 

to abide by the rules and requirements of their donors.  

Other challenges related to funding, is the increasing demands of the Palestinian society. Many 

good projects presented by the Palestinian NGOs to their Norwegian partners go unfunded due 

to limited resources. Other times, both the Norwegian NGOs and their Palestinian partners want 

to implement a project, but they are unable to obtain funding for it. An example presented to 

me is ‘the food security and the livelihood project’, where NPA and their Palestinian partner 

agree that it is very relevant both the Gaza Strip and the West Bank but have not succeeded to 

fund it. One of the informants in NPA said, ‘one of the challenges that we face is funding; 

sometimes the funding is not adequate to the huge needs and demands of the Palestinians.’ 

The accountability of the Norwegian NGOs to donors and the funding challenges presented 

above, have effects not only on the Norwegian NGOs, but also on how they are perceived by 

their Palestinian partners. I will discuss that in more detail in the following section, but first I 

will discuss other challenges that are particular to the Palestinian context. 

Norwegian NGOs are facing rival stakeholders with conflicting interests in Palestine. Although 

Norwegian NGOs cooperate only with the legitimate Palestinian government and Palestinian 

NGOs that are accepted by the international community, pressures from actors—including the 

Israeli occupation which may hinder access to certain areas (especially the Gaza Strip and Area 

C in the West Bank) on one hand, and the political division in Palestine (between the PA in the 

West Bank and the Hamas de facto government in the Gaza Strip), on the other hand—are 

challenges that were identified by most informants. These challenges in addition to what the 
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informants called ‘shrinking the space’ for NGOs are considered to be the main obstacles that 

make the work of these NGOs difficult in Palestine. 

The Israeli occupation and the lack of access: 

The Palestinian territory where the three NGOs are operating, is, according to international law, 

occupied by Israel. Israeli forces control borders and check points in the Gaza Strip, the West 

Bank and East Jerusalem. Moreover, the Gaza Strip has been under blockade by Israeli for 

almost 12 years—since Hamas assumed control over Gaza in 2007. According to one of the 

informants in NCA, the Israeli occupation has been tightening the restrictions on NGOs more 

and more. The informant said:   

Generally speaking, NGOs have to work under the occupation according to the 

international law and Geneva convention... etc., but from year to year we face more 

restrictions on NGOs working in Palestine. These challenges face the organizations 

themselves and regardless of project type. When it comes to projects, the constraints 

have become worse when the project is in Gaza or Area C in the West Bank, where 

access to land, resources or mobility become gradually more difficult—but this applies 

to everyone in Palestine generally. But when we speak about challenges related to the 

organization itself, this includes restrictions on visas, on bank transfers and accessibility 

to Gaza, and these are challenges that face all NGOs working in Palestine. 

Other challenges related to the occupation, is the tendency of Israeli occupation forces to 

destroy any progress achieved by the NGOs. An informant in one of the Norwegian NGOs said:  

There's been a steady trend of destruction of humanitarian assistance by the (Israeli) 

authorities where schools have been bulldozed, people have been blocked from 

accessing their lands when trying to put up temporary shelters. So, this is blocking the 

aid and is a big obstruction for the humanitarian aid. We do what we can to increase 

people's protection and reduce vulnerability. But if we're physically being blocked by 

the authorities, then it becomes very challenging. 

The political divisions between the Palestinians: 

The political division between the Palestinians in the West Bank and the Gaza Strip puts more 

pressure on the Palestinians and add to their suffering. ‘The Palestinian people are fed up’ [with 
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this split], according to one of the informants in NCA. The political conflict on the Palestinian 

side worsen the situation in Gaza: for example the PA continues to impose punitive measures 

on the Gaza Strip as a tactic to force Hamas to give up power, and Hamas does not want to give 

up the power and pressures people in the Gaza Strip with gradually tougher taxation, which 

makes the situation catastrophic (Alnaouq, 2018). This in turn escalates the needs and increases 

the demands for support from international NGOs including the Norwegian ones. An informant 

said:  

An important challenge is the disunity in the PA itself; trying to deliver assistance in 

Gaza is challenging, I think the deterioration of the situation in Gaza is exacerbated by 

things like the disunity in the PA. It is very challenging to get humanitarian supplies in 

there to keep a population going under such deteriorating situation. 

This political division also puts pressure on NGOs due to the abuse of power of these 

authorities, the limitations on the freedom of association, the lack of freedom of expression and 

weak democratic processes. According to an informant in NPA, ‘the internal division between 

Palestinian governments in the West Bank and Gaza, makes us work with caution.’  

Shrinking space for Norwegian NGOs:  

NGOs in general and the Norwegian ones included experience increasingly shrinking space due 

to the activities of the Israeli government and organizations that support the Israeli government. 

NGO Monitor, which is an NGO registered in Israel, is an example of such an organization. 

This organization analyses and reports on the output of the international NGO community from 

a pro-Israel perspective and condemns anyone who criticizes Israel (Fein, 2005; Friedman, 

2014; Human Rights Watch, 2009). Many of the informants mentioned the pressures exerted 

by such organizations and groups in targeting not only their reputation but their entire work in 

Palestine.  

A review of some of the documents published by NGO Monitor, showed that it has accused 

both the Norwegian NGOs and the government of Norway of providing tens of millions of 

kroner through direct and indirect funding processes to politicized NGOs that operate in Israel, 

the West Bank, and the Gaza Strip. They also accused the Norwegian NGOs of a lack of 

transparency, being biased towards the Palestinian versions of the stories and carrying out 

activities against the state of Israel.  
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NPA is attacked by NGO monitor as a supporter and partner of NGOs affiliated with terror 

(NGO Monitor, 2018a). NRC is criticized for massive political campaigns exploiting the Israeli 

legal system. In contrast to their humanitarian agenda, NRC focuses on some of the most 

complex and sensitive political issues in the Arab-Israeli context according to NGO monitor 

(NGO Monitor, 2018b). NGO monitor urged donors to cease funding these NGOs, claiming 

that they violate democratic principles and national sovereignty and have ties to terrorist 

organizations either directly or indirectly (ibid.). 

A report titled ‘NGO Monitor: Shrinking Space’ by the Policy Working Group (PWG)8, 

published in 2018, concluded that, ‘NGO Monitor is a politically-motivated organization that 

maintains close coordination and cooperation with the Israeli government. It consistently 

shields and promotes government policies that seek to perpetuate, consolidate and expand 

Israel’s occupation of, and control over, the Palestinian territories.’ 

This type of organizations puts enormous pressure on the NGOs operating in Palestine—

including the Norwegian ones “as experience taught that responding to its claims would be    

interpreted in bad faith, provide ammunition for further attacks and force the targeted 

organizations to divert scarce resources away from their core mission” (PWG, 2018). 

These pressures are added to other pressures exerted by the Israeli government on NGOs that 

for example provide legal assistance. An informant said: 

The position of the international community and our position is that the people in 

occupied territories should be protected; they're protected citizens under international 

humanitarian law and therefore everything that goes against that protection is a violation 

of that law. Israel does not recognize that… So, that's a challenge having different 

interpretations of the law. 

The shrinking space of operation of Norwegian NGOs is not solely practiced by the Israeli 

occupation or affiliated organizations. Sometimes Norwegian NGOs experience challenges 

from the Palestinian society as well. For example, working with partners that promote the rights 

and roles of women and youth in society, can face fierce internal Palestinian opposition. Other 

projects related to freedom of speech or the rights to assembly can also be challenged by both 

                                                 
8 The Policy Working Group (PWG) is a collective of Israeli ex-diplomats, academics and others, who advocate 
and promote a transformation of relations between Israel and Palestine from occupation to coexistence, based on 
a two-state solution. The PWG is also engaged in advocacy to protect the civic space in Israel.  
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Hamas in the Gaza Strip and the PA in the West Bank. An informant in NPA explained, 

‘restrictions on the freedom of speech and freedom of assembly is also an internal challenge we 

face, shrinking our space and the space for our partners.’ 

The above-mentioned pressures can affect the quality of programs, the cooperation with 

partners, general cooperation dynamics and the NGOs’ reputation. I will discuss this in more 

details in the following section.  

4.3.3 What is the impact of these challenges on the Norwegian NGOs and 
their partnerships? 

In addition to the unequal relationship between the Norwegian NGOs and their Palestinian 

partners, the above mentioned challenges put the Norwegian NGOs under pressure as they have 

to respond to these challenges and attempt a balance in their relationships with these rival 

stakeholders on the one hand, and try to be accountable to donors, on the other hand. 

A good reputation amongst Palestinian partners for example, does not mean a good reputation 

with the PA or Hamas. This good reputation amongst Palestinian partners can even imply 

negative reputational issues with the Israeli government, which can affect negatively their 

access to the people they would want to support, to their partners on the ground and perhaps 

also their relationship with donors. Therefore, the Norwegian NGOs have to balance their 

relations with all these rival interest groups, which is not easy.   

These challenges and the required responses from the Norwegian NGOs can make them 

sometimes seem more narcissistic and less flexible in their cooperation with the Palestinian 

organizations than would have been the case under less complicated circumstances.  

One of the Palestinian partners expressed his frustration over this situation. When asked 

whether their organization has to modify its proposals, objectives or work plans to meet the 

requirements and criteria of the Norwegian NGO. The informant said: 

Unfortunately, with our Norwegian partner, lately yes. We were asked to suit the goals 

of our partner; this was kind of frustrating. I think that our partners should work the 

other way around; they should help us satisfy our goals and not their goals, especially 

when our mission and outcomes are aligned with their goals whether directly or 

indirectly… They should be trying to help Palestine, and Palestine should not help them. 
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As will be understood, this puts the Palestinian local partners—who are in need of the funds 

from and support of these NGOs for their survival—in a situation where they try to look as 

attractive as possible to their Norwegian partners. They can be in a “hyper- adaptive” status 

trying to adapt and change in response to shifting preferences of these Norwegian NGOs. This 

in turn can affect their identity and gradually make them lose their connection to their main 

stakeholders, which are the Palestinian public. When asked how they respond to these 

‘limitations’ by the Norwegian partner, one of the informants in a Palestinian NGO answered, 

‘then we are just trying to implement the activities not thinking about the impact or the results.’ 

Despite these possible dysfunctionalities—narcissism of the Norwegian NGOs and hyper-

adaptivity of the Palestinian NGOs—in the relationship between the Norwegian NGOs and 

their Palestinian partners, when compared to other international NGOs, Norwegian NGOs are 

perceived to be amongst the best foreign and international NGOs in responding to the 

Palestinian partners’ needs. One of the informants said:  

The Norwegian NGOs allow for long-term partnership; which gives us more options. 

The technical support from the staff and the capacity building to our organization and 

our staff is precious. Our relationship is good and is based on mutual respect and 

understanding… We are partners and not a fundraiser and a follower… We have mutual 

objectives and crosscutting points. Both of us believe that the success of a project is 

success to us all, and therefore we do our best in this partnership. 

When it comes to the “reputation trap” mentioned above, this can lead to a focus on short term 

projects, which can impact the reputation of the Norwegian NGOs and their Palestinian partners 

in the long run. However, it is noteworthy that Norwegian NGOs are perceived as better than 

many other international NGOs in the sense that they usually offer three to four-year plans 

allowing for longer term objectives and projects according to the Palestinian partners. 

Furthermore, Norwegian NGOs adopt long-term partnerships, which give more trust to their 

Palestinian partners and opportunity for achieving higher goals.  

Other challenges relate to the Israeli government’s tendency to destroy many of the 

accomplishments that are achieved—by confiscating lands or bulldozing homes and schools, 

for example. These acts can also lead to reputational problems for both the Norwegian NGOs 

and their partners in the sense that there are no sustainable achievements and many times they 

have to begin over and over again.   
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4.4 How do Norwegian NGOs work with their reputation 
in Palestine and what is their future in Palestine?! 

 ‘Compared to other donors and to be honest, they [the Norwegian NGOs] are the best… 

They are partners and not donors ...’ (Informant in a Palestinian partner organization) 

In this section, I draw on the previous sections to answer the main research question: how do 

the Norwegian NGOs work with their reputation in Palestine? 

Norwegian NGOs have strong reputation, based on their organizational identities that are shared 

by both their central and local offices. The NGOs believe that their reputation is their asset and 

that there is a positive relation between their reputation and their sustainability in Palestine.  

The Palestinian partner NGOs, from their side, perceive the Norwegian NGOs to be amongst 

the best, if not the best in responding to their needs and projects despite some challenges. Due 

to the overall good partnerships with the Norwegian NGOs, they are able to respond to needs 

and demands of the Palestinian people—whom they think they represent. They hope that their 

partnerships will continue. 

However, the existence of particular challenges related to the complexity of the Palestine–Israel 

conflict, the Israeli occupation policies, as well as the Palestinian political division and 

instability, do not only affect the dynamics of cooperation between the partners, they also cast 

a shadow on the work and the future of the Norwegian NGOs in Palestine, where good 

reputation alone cannot guarantee the sustainability of their work there. One of the informants 

in NRC described these insecurities: 

Our reputation is good … But the situation itself in Israel – Palestine is beyond our 

control … The protracted occupation, the crisis in Gaza… Many people wish that 

Palestinians were not getting any assistance or protection. But, until now our presence 

is tolerated and supported by EU member states and the International Community … 

And therefore, we are there.... Whether our reputation will mean, we will always be in 

Israel- Palestine is absolutely something that we can't say. Because at the end of the day, 

it's the country and the authorities who have the power to decide who can stay and who 

can go. With the changing political landscape, we never know if we are going to be able 

to continue, all we can do is to stick to our line, continue to be transparent, keep working 

on the same programs and keep advocating for the rights of Palestinians.  
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5 Conclusions and recommendations 

5.1 Conclusions 

This thesis attempts to provide answers to a main research question which is: how do 

Norwegian NGOs work with their reputation in Palestine? Furthermore, it addresses three 

groups of research questions related to reputation building, identity and cooperation dynamics.  

I use a qualitative case study approach where Palestine is the case and collected information 

from three Norwegian NGOs operating there: NRC, NCA and NPA, based on two qualitative 

methods which are: interviews and document analysis. All the three NGOs are large 

organizations, which define themselves as Norwegian NGOs working internationally. They 

have their headquarters in Oslo and have many country and regional offices around the world, 

including in Palestine. My findings, therefore, may not be relevant to smaller Norwegian NGOs 

operating in Palestine, non-Norwegian NGOs working in Palestine, and other international 

NGOs active elsewhere in the world.  

In the following paragraphs, I summarize the most important results of my research.  

First, the study shows that Norwegian NGOs are concerned with their reputation. They do not 

have a formal system or apparatus in place called a reputation building system or similar. 

However, most of their plans, activities, programs and policies are directly or indirectly related 

to build their reputation. Organizational reputation is formally the responsibility of the 

communication departments, however most of the employees understand their role in building 

the reputation of their organizations through being good ambassadors.    

Second, the reputation building process in each of these organizations is based on a sense of 

common identity where the organization tend to use history and culture as a base for the identity 

and try to take into consideration the images reflected from different stakeholders that shape 

their identities. One of the main points that I noticed here is that the Norwegian NGOs have 

adopted very similar policies to show their uniqueness, i.e. they apply similar policies and 

procedures to achieve their unique identities. Their identities are very different, but the ways 

they address identity issues are comparable.  
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Third, when focusing on the relationship between Norwegian NGOs and their Palestinian 

partners, I found out that this relation is inherently uneven due to power imbalances. Challenges 

related to donors and funding, and the particularity of the Palestinian situation tend to increase 

these power imbalances. Funding challenges and accountability to donors result in an emphasis 

on short term projects and what is known as ’the reputation trap’. The  particularity of the 

Palestinian context, specifically the Israel-Palestine conflict, puts pressure on the Norwegian 

NGOs leading to a two way malfunctioning in the dynamics of relationship between the 

Norwegian NGOs and their Palestinian partners: the Norwegian NGOs become ‘more 

narcissistic’ and the Palestinian partners become ‘more hyper-adaptive’ than would possibly be 

the case under different circumstances. A key observation, though, is that, according to their 

Palestinian partners, Norwegian NGOs are much better than other international NGOs in 

responding to their demands and attempting to hold the relationship as equal as possible. 

Furthermore, the Norwegian NGOs try to overcome the reputation trap by having lasting 

partnerships and three to four-year plans.  

Fourth, despite following the recipes to good reputations based on common identities that take 

into consideration the different stakeholders, the Norwegian NGOs’ good reputation alone 

cannot guarantee the sustainability of their work in Palestine as many insecurities tend to cast 

a shadow on their future in Palestine.  

5.2 Recommendations and future work  

Reputation building in Palestine is particularly sensitive to the political situation and conflict. I 

think it is really challenging for the Norwegian NGOs to respond to all the demands and to keep 

balanced feedbacks from their images and cultures to have a balanced identity, so as far as I 

can see, they are doing a good job. However, there is always room for improvement. These are 

some recommendations that I think Norwegian NGOs should take, based on the interviews and 

the outcomes of this thesis. I think the Norwegian NGOs should: 

- Simplify the reporting formats and procedures for the Palestinian partners in a way that 

is accepted by donors, to be more practical and efficient. 

- Consider more favorably the demands and targets of Palestinian partners, respond with 

more flexibility, continue to work on making partnerships as equal as possible, set more 
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goals and strategies together with Palestinian partners, and include them more when 

preparing needs assessments (especially NRC) and make them accountable for results.  

- Focus more on international advocacy, through enhancing more activities on the 

international level like international campaigns on the Palestinian rights and the 

challenges they face, trying to increase the funding for such activities.  

- Coordinate efforts with other Norwegian NGOs, instead of competing, and stand 

together against attacks aiming at shrinking their space and damaging their reputation. 

- Focus on longer term projects. 

- Achieve higher levels of transparency and openness.  

- Develop the capacities of Palestinian partners (through for example connecting them to 

international centres or schools) so as to improve their work, aiming at developing their 

reputation, which will be reflected positively on the reputation of Norwegian NGOs. 

- Revisit objectives, activities and needs assessment regularly with partners, to cope with 

the continuous changes on the ground through more discussions and negotiations. 

In addition to these suggested recommendations, I call for further studies where other 

international NGOs, which are also operating in Palestine, are included. Including a higher 

number of NGOs, could possibly reveal some issues and aspects overlooked by this research. 

Moreover, expanding the number and perhaps types of NGOs would most likely enhance the 

understanding of how contextual issues affect the reputation of such organizations. A 

comparison with the Norwegian NGOs could lead to new insights and make the ground for 

generalizations regarding NGOs and reputation much more solid. I would also recommend that 

these studies be more thorough in the sense of allowing the researcher(s) to spend more time 

with each informant, including repeated or follow-up interviews. Needless to say, interviews 

with a higher number of people and field observations etc. would result in more reliable results. 

Finally, it is also important to undertake further studies that evaluates how the Palestinian public 

perceive the Norwegian NGOs, including their local offices, in terms of how they respond to 

needs and meet expectations of the public not only in the short run but also in the long run. 

Doing that would ensure a more accurate and deeper understanding of the Norwegian NGOs 

reputation, and how it can be achieved.  
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Appendix 

A Interview guide – employees of Norwegian NGOs  

Frame: 45 - 60 min  

Presentation of the project    

My name is Hiba Ali and I am a master student at the University of Oslo. I study master in 

organization, leadership and work.   

I am writing my thesis on reputation building in Norwegian NGOs and I chose Palestine as the 

case study. The research is about how reputation affects work. The theory I am trying to 

investigate here says that reputation is strongest when it is based on a common organization 

identity, so I want to see if this applies to your organization as a Norwegian NGO? And what 

can be done to achieve better results and so on ..  

Starting questions   

 Can you tell a little about your position in the organization?  

 How does your organization define itself? What is/are its main field(s) of work?  

 What does the word reputation mean to you?  

 What does the reputation of your organization mean to you? Is it important? Why?  

 What do you think is the reputation of your organization in general? What do you think 

is the reputation of your organization in Palestine? And why do you think so? 

Projects / Objectives   

The Government of Norway has decided that their bilateral assistance towards Palestine should 

concentrate on 6 topics; (1) good governance, (2) economic development, (3) education, (4) 

health and social services, (5) environment and energy, and (6) emergency assistance.  Which 

of these topics does your organization’s work fall under? Are there other topics that would 

describe the work your organization does? Why do you concentrate your work in these areas?   

 Are there any other themes/topics your organization would want to work with if it could, 

if it had funding? Why?  

 In your contact with Palestinian partners/partner organizations, to what extent are you 

open about your objectives with the beneficiaries? To what extent you feel that the 
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objectives of your organization and your partners in Palestine are a match? If not, how 

does that impact your relationship with them? 

 What role does your organization play from start to finish in the projects? Do you play 

a facilitator role or are they something more? More involved? 

 Do you get reports about the progress of the projects you fund? How often? What kind? 

Are they usually specified in contracts?   

Reputation building  

 Do you have a system for reputation building in your organization? Please 

describe it to me. Who is responsible for it?  

 What is the focus on reputation building (internally) within the organization? What are 

the differences in reputation building internally and externally? 

 To what extent are the employees involved in reputation building and how? 

 Have your organization ever used a consulting company / PR agency? If so, what is 

your experience with them? 

 Can one see the result of working with reputation building?  

 Do you think that your organization’s reputation in Palestine is an indication of its 

sustainability and continuity in Palestine?  

 What is the reputation do you want to have as an NGO?  

Cooperation dynamics and prioritization of funds  

 Who takes usually the initiative to projects/ cooperation?   

 Had your organization ever rejected projects or turned down ideas presented by 

Palestinian beneficiaries? If yes, why? How did they react?   

 Have your organization ever had to modify your project proposals, general objectives 

or work plans to meet the requirements and criteria for your donors? How? Minor or 

fundamental amendments? And how is that negotiated with the local partner?   

 Have your organization suggested projects that were refused by local partners and your 

organization therefore could not implement?  

 What are the main challenges your organization face with regard to working in 

Palestine?    

 Are there any variations with regard to different types of projects with these 

organizations?   
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 How do you prioritize funding? How do you rate your priorities? Do you feel that your 

organization generally implement and fund the correct projects given the needs of the 

Palestinian community, as you see them?   

 Are there projects you—and your local partner(s)—would have liked implementing but 

where you cannot get funding? If yes, why not?  

  

Organizational Identity   

 Does your organization have a clear and common organizational identity? Can you 

describe it?  

 How do you define yourself as a unique NGO?  

 What visions / logos / values do they have? Who is designing these?  

 Do you have a strategy to develop organizational identity and, if necessary, how to fix 

it?   

 Do you think that your organization identity is reflected in its reputation? How can 

organizational identity relate to reputation work?   

 Is there a common identity that your org. want to have? What does the organization 

need to strengthen this organizational identity?   

   

Final questions: Improvement / Effect   

How can your organization improve its reputation in general and in Palestine in particular?  

How do you think that can affect your work?   

   

Thanks a lot for your time and consideration...    
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B Interview guide - employees of Palestinian local NGOs   

Frame: 60 min  

Presentation of me and the project   

My name is Hiba Ali and I am a master student at the University of Oslo, I study master in 

Organization, Leadership and work. I am writing my thesis on reputation management in 

Norwegian and I chose Palestine as my case study. The research is about the relationship 

between organizational Identity and reputation of these NGOs and how does that affects work? 

The theory I am trying to investigate here says that reputation is strongest when it is based on 

a common organization identity. I have already begun my interviews with the Norwegian 

organizations and now I want to interview some of the Palestinian local partners, in order to 

have a broader and deeper understanding of the relationship between these organizations and 

their Norwegian partners.  

Starting questions  

 Can you tell me a little bit about your position in the organization?  

 What are your organization’s main fields of work?  

 What kind of projects do your organization focus on and implement? Why?  

 Which Norwegian organizations does your organization cooperate with and receive 

funding from nowadays? Have there also been others in the recent past?   

 What does this Norwegian funding mean to your organization? How is this funding 

important? How would your organization and its projects be affected if you did not receive 

this Norwegian funding?  

 Is there any Norwegian organization you haven’t worked with that you think may be 

relevant to cooperate with? Why?   

Projects / Objectives  

The Government of Norway has decided that their bilateral assistance towards Palestine should 

concentrate on 6 topics; (1) good governance, (2) economic development, (3) education, (4) 

health and social services, (5) environment and energy, and (6) emergency assistance.   

 Which of these categories does your organization’s work fall under? Are there other 

topics that would describe the work your organization does?  

 Are there any other themes/topics your organization would want to work with if it could, 

if it had funding? Why?  
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 To what extent do you experience that the Norwegian NGOs decide what your 

organizations do? To what extent do you feel that your organization is free to set its own 

objectives and formulate its own projects free from influence from Norwegian NGOs?   

 To what extent you feel that the Norwegian NGO(s) are open about their own agendas 

and objectives? Do you feel comfortable about the way in which they present them to you? 

To what extent to you feel that the objectives of the Norwegian NGO(s) are relevant to meet 

the challenges that the Palestinian society is facing?  

 To what extent you feel that the objectives of the Norwegian NGO(s) and your own 

organization are a match? How does that impact your relationship with them?  

 What roles do the Norwegian NGOs play from start to finish in the projects? Do the 

Norwegian NGOs play a facilitator role or are they something more? More involved? Are 

there differences among the different projects?   

 Do you report to the Norwegian NGOs about the progress of the projects they fund? 

How often?  

Cooperation dynamics and prioritization of funds  

 Who takes usually the initiative to projects/ cooperation? Is it your organization or the 

Norwegian NGOs?  

 Do you feel that these Norwegian organizations respond sufficiently to your objectives? 

Have you ever suggested or applied for projects or presented ideas to the Norwegian NGO, 

which was rejected or turned down? If yes, what was the reason given (if any)? Possible 

follow-up: Do you think this was the real reason, or do you suspect that there (also) might 

have been other explanations/ causes?  

 Have your organization ever had to modify your project proposals, general objectives 

or work plans to meet the requirements and criteria of Norwegian (or other) NGOs? If yes, 

how has this affected the organization and the work you do (on the ground)?  

 To what extent do you have the freedom to spend and prioritize the funds you are getting 

through these organizations in accordance with the needs and priorities of your 

organization? If not: How do you experience the limitations imposed on your organization? 

If yes: is this optimal? Would you want more restrictions on or guidelines for the use?   

 Are there any variations with regard to different types of projects with these NGOs?  

 What arguments underlie the NGOs prioritization of the funds? How do you rate their 

priorities? Do the Norwegian NGOs generally implement and fund the correct projects 
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given the needs of the Palestinian community, as you see them? Or can such needs be met 

in a better way if they allowed you to focus on other projects?  

Reputation building and Identity   

 What is the reputation of Norwegian NGOs you currently work with / or have worked 

with in the last few years in general? Are there any differences in how you view these 

organizations?  

 How do you experience working with the Norwegian NGOs? If two or more, are they 

different? How flexible are they with regard to project implementation? Are they willing to 

adjust projects to changes on the ground?  

 How do these Norwegian organizations identify themselves to you? Do you think that 

these organization have the same or different identity? In what way?   

 Are the Norwegian NGOs different from other international NGOs working with your 

organization in Palestine? In what way?  

Final questions: Improvement / Effect  

 Do you think that the support you are already getting is adequate to your needs, to 

implement the projects you want to? If not: What would you like to do with increased 

funding? Do you see a potential for improvement in your organizations project 

implementation?  

 What are the reasons that you achieve so much / so little?  

 Are there any aspects of the cooperation between the Norwegian NGOs and your 

organization that you think can be better?   

 What can the Norwegian organization(s) do differently to enhance the cooperation and 

make the impact of the assistance better?  

  

Thanks a lot for your time and consideration...   
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C Information letter to Norwegian NGOs 

Are you interested in taking part in the research project?  

“Identity Formation and Reputation Building in Norwegian NGOs in Palestine” 

This is an inquiry about participation in a research project where the main purpose is to study 

identity formation and Reputation building in Norwegian Organizations. In this letter we will 

give you information about the purpose of the project and what your participation will involve. 

Purpose of the project 

This master thesis aims to answer one main and five related research questions, which are: 

How do the Norwegian Non-governmental organizations (NGOs) work with their Reputation 

and how does this affect their work? How do these organizations identify itself? Does their 

reputation reflect their identity? Do they have any system for reputation building? What type 

of relationship does these Norwegian organizations have with other Palestinian local 

organizations benefitting from and operating in their field? What is the role of employees in 

building the reputation of the organizations? These questions will be answered through 

qualitative in-depth case study. I will make use of two types of data gathering methods first 

interviews with responsible employees of both the Norwegian and Palestinian non-

governmental organizations, in addition to the available documents with regard to the field of 

study and my own analysis of both.   

Who is responsible for the research project?  

Department of Sociology and Human Geography, Faculty of Social Sciences, University of 

Oslo 

Why are you being asked to participate?  

You are being asked to participate because you work in a Norwegian NGO and I took 

permission from your leader in order to do this.  

What does participation involve for you? 
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If you chose to take part in the project, this will involve that you will be interviewed. It will 

take 45 - 60 minutes. The interview includes questions about: 

 The meaning and overall framework of reputation in the organization. 

 Main objectives of the organizations in Palestine. 

 The system for reputation management, its importance and results. 

 Cooperation dynamics with the Palestinian local partners and prioritization of funds. 

 Definition of organizational identity, importance and its relationship with reputation. 

 The effect of reputation on their work and improvement potential. 

I will also collect information about the participant from other sources – such as registers, 

records/journals, educational records, other project participants. 

Participation is voluntary  

Participation in the project is voluntary. If you chose to participate, you can withdraw your 

consent at any time without giving a reason. All information about you will then be made 

anonymous. There will be no negative consequences for you if you chose not to participate or 

later decide to withdraw.  

Your personal privacy – how we will store and use your personal data  

We will only use your personal data for the purpose(s) specified in this information letter. We 

will process your personal data confidentially and in accordance with data protection legislation 

(the General Data Protection Regulation and Personal Data Act).  

It is only me who will have access to this information, and I stored no names even in the 

transcription and the soundtracks are deleted after I get your approval that this transcription 

is accurate.   

What will happen to your personal data at the end of the research project?  

The project is scheduled to end 27.05.2019. All personal data will then be deleted.  

Your rights  

So long as you can be identified in the collected data, you have the right to: 

 access the personal data that is being processed about you  

 request that your personal data is deleted 

 request that incorrect personal data about you is corrected/rectified 
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 receive a copy of your personal data (data portability), and 

 send a complaint to the Data Protection Officer or The Norwegian Data Protection 

Authority regarding the processing of your personal data 

 

What gives us the right to process your personal data?  

We will process your personal data based on your consent.  

Where can I find out more? 

If you have questions about the project, or want to exercise your rights, contact:  

 Department of Sociology and Social Geography, University of Oslo, Via Lars Erik 

Kjekshus, by email: l.e.kjekshus@sosgeo.uio.no or by telephone: +47 928 38 918 

 Our Data Protection Officer: Maren Magnus Voll, by email: personvernombud@uio.no 

 NSD – The Norwegian Centre for Research Data AS, by email: 

(personverntjenester@nsd.no) or by telephone: +47 55 58 21 17. 

Based on an agreement with Department of Sociology and Human Geography, Faculty of Social 

Sciences, University of Oslo, NSD – The Norwegian Centre for Research Data AS has assessed 

that the processing of personal data in this project is in accordance with data protection 

legislation.  

 

Yours sincerely, 

Hiba Ali  

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

Consent form  

I have received and understood information about the project Identity Formation and 

Reputation Building in Norwegian NGOs in Palestine and have been given the opportunity to 

ask questions. I give consent:  

 

 to participate in an interview  

I give consent for my personal data to be processed until the end date of the project, approx. 

[27.05.2019]  

 

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

(Signed by participant, date)  
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D Information letter to Palestinian NGOs 

Are you interested in taking part in the research project  

“Identity Formation and Reputation Building in Norwegian NGOs in Palestine” 

This is an inquiry about participation in a research project where the main purpose is to study 

identity formation and Reputation building in Norwegian Organizations. In this letter we will 

give you information about the purpose of the project and what your participation will involve. 

Purpose of the project 

This master thesis aims to answer one main and five related research questions, which are: 

How do the Norwegian Non-governmental organizations (NGOs) work with their Reputation 

and how does this affect their work? How do these organizations identify itself? Does their 

reputation reflect their identity? Do they have any system for reputation building? What type 

of relationship does these Norwegian organizations have with other Palestinian local 

organizations benefitting from and operating in their field? What is the role of employees in 

building the reputation of the organizations? These questions will be answered through 

qualitative in-depth case study. I will make use of two types of data gathering methods first 

interviews with responsible employees of both the Norwegian and Palestinian non-

governmental organizations, in addition to the available documents with regard to the field of 

study and my own analysis of both.  

I have already begun my interviews with the Norwegian organizations and now I want to 

interview some of the Palestinian local partners, in order to have a broader and deeper 

understanding of the relationship between your organization and your Norwegian partners.  

Who is responsible for the research project?  

Department of Sociology and Social Geography, Faculty of Social Sciences, University of Oslo 

Why are you being asked to participate?  

You are being asked to participate because you work in a Palestinian NGO and I took 

permission directly from you.  

What does participation involve for you? 
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The interview will take approximately 45 minutes to an hour. I will be asking you questions 

regarding your experience and opinion on how you see the identity and reputation of the 

Norwegian partners from the NGO sector and the dynamics of cooperation between you and 

them and what could be done to achieve better results. 

Participation is voluntary 

Participation in the project is voluntary. If you chose to participate, you can withdraw your 

consent at any time without giving a reason. All information about you will then be made 

anonymous. There will be no negative consequences for you if you chose not to participate or 

later decide to withdraw.  

 

Your personal privacy – how we will store and use your personal data  

We will only use your personal data for the purpose(s) specified in this information letter. We 

will process your personal data confidentially and in accordance with data protection legislation 

(the General Data Protection Regulation and Personal Data Act).  

It is only me who will have access to this information, and I stored no names even in the 

transcription and the soundtracks are deleted after I get your approval that this transcription 

is accurate.   

What will happen to your personal data at the end of the research project?  

The project is scheduled to end 27.05.2019. All personal data will then be deleted.  

Your rights  

So long as you can be identified in the collected data, you have the right to: 

- access the personal data that is being processed about you  

- request that your personal data is deleted 

- request that incorrect personal data about you is corrected/rectified 

- receive a copy of your personal data (data portability), and 

- send a complaint to the Data Protection Officer or The Norwegian Data Protection 

Authority regarding the processing of your personal data 

 

What gives us the right to process your personal data?  

We will process your personal data based on your consent.  
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Where can I find out more? 

If you have questions about the project, or want to exercise your rights, contact:  

 • Department of Sociology and Social Geography, University of Oslo, Via Lars Erik 

Kjekshus, by email: l.e.kjekshus@sosgeo.uio.no or by telephone: +47 928 38 918 

 Our Data Protection Officer: Maren Magnus Voll, by email:personvernombud@uio.no 

 NSD – The Norwegian Centre for Research Data AS, by email: 

(personverntjenester@nsd.no) or by telephone: +47 55 58 21 17. 

Based on an agreement with Department of Sociology and Human Geography, Faculty of Social 

Sciences, University of Oslo, NSD – The Norwegian Centre for Research Data AS has assessed 

that the processing of personal data in this project is in accordance with data protection 

legislation.  

Yours sincerely, 

Hiba Ali  

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

Consent form  

I have received and understood information about the project Identity Formation and 

Reputation Building in Norwegian NGOs in Palestine and have been given the opportunity to 

ask questions. I give consent:  

 to participate in an interview  

I give consent for my personal data to be processed until the end date of the project, approx. 

[27.05.2019]  

 

 

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

(Signed by participant, date)  
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E Approval from NSD 

 

5/6/2019 Meldeskjema  for behandling av personopplysninger 

https://meldeskjema.nsd.no/vurdering/5cc84d28-8874-431d-9a9d-06c8449401ac 1/2 

 

 

I\SD NORSK SENTER FOR FORSKNINGSDATA 

NSD sin vurdering 
 

Prosjekttittel 
 

Identity Formation and Reputation Building in Norwegian NGOs in Palestine 
 

Referansenummer 
 

439116 
 

Registrert 
 

03.05.2019 av Hiba Samir Said Ali - hsali@student.sv.uio.no 
 

Behandlingsansvarlig institusjon 
 

Universitetet i Oslo / Det samfunnsvitenskapelige fakultet / Institutt for sosiologi og samfunnsgeografi 
 

Prosjektansvarlig (vitenskapelig ansatt/veileder eller stipendiat) 

Lars Erik Kjekshus, l.e.kjekshus@sosgeo.uio.no, tlf: 92838918 

Type prosjekt 

Studentprosjekt, masterstudium 
 

Kontaktinformasjon, student 
 

Hiba Samir Said Ali, hkwaik.epj@gmail.com, tlf: 90841809 
 

Prosjektperiode 
 

01.02.2019 - 27.05.2019 
 

Status 
 

06.05.2019  - Vurdert 
 
 

Vurdering (1) 

06.05.2019 - Vurdert 
 

Det er vår vurdering at behandlingen av personopplysninger i prosjektet vil være i samsvar med 
personvernlovgivningen så fremt den gjennomføres i tråd med det som er dokumentert i meldeskjemaet den 
06.05.2019 med vedlegg, samt i meldingsdialogen mellom innmelder og NSD. Behandlingen kan starte. 

 
MELD VESENTLIGE ENDRINGER 
Dersom det skjer vesentlige endringer i behandlingen av personopplysninger, kan det være nødvendig å 
melde dette til NSD ved å oppdatere meldeskjemaet. Før du melder inn en endring, oppfordrer vi deg til å 
lese om hvilke type endringer det er nødvendig å melde: 

 
https://nsd.no/personvemombud/meld_prosjekt/meld_endringer.html 
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Du må vente på svar fra NSD før endringen gjennomføres. 
 

TYPE OPPLYSNINGER  OG VARIGHET 
Prosjektet vil behandle alminnelige kategorier av personopplysninger frem til 27.05.2019. 

 
LOVLIG GRUNNLAG 
Prosjektet vil innhente samtykke fra de registrerte til behandlingen av personopplysninger. Vår vurdering er 
at prosjektet legger opp til et samtykke i samsvar med kravene i art. 4 og 7, ved at det er en frivillig, 
spesifikk, informert og utvetydig bekreftelse som kan dokumenteres, og som den registrerte kan trekke 
tilbake. Lovlig grunnlag for behandlingen vil dermed være den registrertes samtykke, jf. 
personvernforordningen art. 6 nr. 1 bokstav a. 

 
PERSONVERNPRINSIPPER 
NSD vurderer at den planlagte behandlingen av personopplysninger vil følge prinsippene i 
personvernforordningen om: 

 
- lovlighet, rettferdighet og åpenhet (art. 5.1 a), ved at de registrerte får tilfredsstillende informasjon om og 
samtykker til behandlingen 
- formålsbegrensning (art. 5.1 b), ved at personopplysninger samles inn for spesifikke, uttrykkelig angitte og 
berettigede formål, og ikke behandles til nye, uforenlige formål 
- dataminimering (art. 5.1 c), ved at det kun behandles opplysninger som er adekvate, relevante og 
nødvendige for formålet med prosjektet 
- lagringsbegrensning (art. 5.1 e), ved at personopplysningene ikke lagres lengre enn nødvendig for å 
oppfylle formålet 

 
DE REGISTRERTES RETTIGHETER 
Så lenge de registrerte kan identifiseres i datamaterialet vil de ha følgende rettigheter: åpenhet (art. 12), 
informasjon (art. 13), innsyn (art. 15), retting (art. 16), sletting (art. 17), begrensning (art. 18), underretning 
(art. 19), dataportabilitet (art. 20). 

 
NSD vurderer at informasjonen om behandlingen som de registrerte vil motta oppfyller lovens krav til form 
og innhold,jf. art. 12.1 og art. 13. 

 
Vi minner om at hvis en registrert tar kontakt om sine rettigheter, har behandlingsansvarlig institusjon plikt 
til å svare innen en måned. 

 
FØLG DIN INSTITUSJONS RETNINGSLINJER 
NSD legger til grunn at behandlingen oppfyller kravene i personvernforordningen om riktighet (art. 5.1 d), 
integritet og konfidensialitet (art. 5.1. f) og sikkerhet (art. 32). 

 
For å forsikre dere om at kravene oppfylles, må dere følge interne retningslinjer og/eller rådføre dere med 
behandlingsansvarlig institusjon. 

 
OPPFØLGING  AV PROSJEKTET 
NSD vil følge opp ved planlagt avslutning for å avklare om behandlingen av personopplysningene er 
avsluttet. 

 
Lykke til med prosjektet! 

 
Kontaktperson hos NSD: Mathilde Hansen 
Tlf. Personverntjenester: 55 58 21 17 (tast 1) 
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F Examples from documents and reports not in the references   

Name Links 

Communications Strategy: 

Norwegian People’s Aid, 2010 

Physical document 

Cross cutting evaluation of 

NPA work within the area of 

“organizing for the defense and 

control of natural resources”, 

2018 

Physical document 

Dan Church Aid and 

Norwegian Church Aid Joint 

Country Programme, Palestine 

Physical document 

Dangerous Liaisons II, 

Norwegian Ties To The Israeli 

Occupation 

Physical document 

NGO Monitor (2017) In the 

Media: Norway 

https://www.ngo-monitor.org/in-the-media-norway/ 

NGO Monitor (2018) Norway https://www.ngo-monitor.org/funder/norway/ 

NPA partnership for 

democratization – international 

strategy 2016 - 2019 

Physical document 

Norway: Solidarity with 

Palestine and trade union 

tension with the Israeli 

occupation 

https://www.alaraby.co.uk/politics/2018/3/11 

 

 


