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I. Abstract 

 

 

This study examines how nonprofit organizations (NPOs) can modify and utilize the VCI 

Alignment Model in conjunction with the Social Entrepreneurship Framework in an 

incorporated framework for analyzing and explaining the contextual situation and challenges 

of the NPO of Project CeremoniRum (PCR). The VCI Alignment Model by Hatch & Schultz 

(2008) derives from the combination of the literary fields of organizational identity theory and 

branding, whereas the Social Entrepreneurship Framework by Austin et al. (2006) is rooted in 

social entrepreneurship. 

The problem of the study arises both from a theoretical and practical problem. The theoretical 

problem stems from the fact that most management literature, theories and tools are based and 

focused on the private sector, and the practical problem derives from the challenges articulated 

by the case organization of PCR. The main research approach is thus a single-case study of 

PCR. Moreover, a survey research has been conducted in order to gain insight and to collect 

information about other NPOs with regard to different organizational characteristics as well as 

challenges, strategies, and success factors. 

The study presents a structured analysis of PCR with focus on its strategic vision and 

contextual opportunities, organizational culture and people, and stakeholder image and capital. 

During the analysis is presented a number of propositions for PCR, however the majorities are 

generic for the use of most NPOs and the like. 

The study demonstrates that the contextual situation and challenges can be analyzed and 

explained by the concept and principles from the incorporated framework based on the VCI 

Alignment Model and Social Entrepreneurship Framework. PCR and other NPOs can 

therefore benefit from this incorporated framework as a strategic guiding compass that covers 

some of the most important areas necessary for organizations from large business corporations 

to social entrepreneurs and to smaller NPOs. The study therefore shows that there are 

analytical tools and models from the business management literature that can be utilized and 

modified in order to consider the context and challenges of NPOs. 
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1 INTRODUCTION 

The first recorded writings about strategy, organization and leadership originates from 400 years 

B.C. in The Art of War by Sun Tzu in the context of military warfare (Mintzberg et al. 2009: 89). 

Today these terms have made their foothold in the current battlefield - the marketplace (Tung 1994: 

56). Most people may think about these terms as primarily relevant and used in the private sector, 

but in fact they are crucial in other sectors as well such as the sector for nonprofit organizations 

(NPOs). When considering the relevance strategy, organization and leadership in the nonprofit 

sector it is important to understand the size and significance of the sector. 

In a comprehensive study from 2004 there were registered more than 100,000 NPOs in Denmark 

with a total value produced estimated to 134.5 billion DKK (21.5 billion USD). This corresponds to 

almost 10% of the total Danish GNP. The value estimation includes the accumulated value of 412 

million annual working hours, which is equivalent to, if all the hours were carried out by 250,000 

employed full-time workers plus 110,000 volunteers (Boje & Ibsen 2006: 11-12). These numbers 

highlight the perhaps underestimated size and significance of the nonprofit sector. 

1.1 Problem Statement 

In a vast sector as the nonprofit sector, strategy, organization and leadership practices should not be 

neglected. NPOs have to carry many hats from different managerial disciplines in order to develop 

strategies (business strategy), lead people (leadership) and organizations (organizational identity, 

behavior and process theory), manage stakeholders (stakeholder theory) and brand image (branding 

and marketing), ensure legitimacy (institutional theory), seize the social opportunities (social 

entrepreneurship), act on the opportunities (innovation) and manage projects (project management) 

under the challenging conditions of being an NPO (nonprofit management). Even though several 

researchers and authors have been contributing with studies in the field of nonprofit management 

(NPM), most studies and management literature are based and focused on the private sector, and the 

range of analytical tools for the nonprofit sector is scarce. Can some analytical tools from the 

business management literature be utilized and modified into considering the context of NPOs? 

 



Copenhagen Business School  Martin Hildebrand Lorentzen 

7 of 118 

As a result of explorative studies with an NPO, and from preliminary research into the literature, I 

developed two main hypotheses for this study presented in section 1.2.1.1. On this basis, I have 

conducted a case study of the NPO of Project CeremoniRum (PCR), where I have applied an 

analytical tool from business management of which I have slightly modified into considering the 

contextual situations and challenges of NPOs with contribution from another relevant field of study. 

1.1.1 The Case of PCR 

One of the NPOs that are not included in the study by Boje & Ibsen (2004) is Project CeremoniRum 

(PCR), which started with its conceptual idea in 2009 and was later established as an association. In 

the statutes is stated that PCR wants to establish and operate a neutral ceremony room in 

Copenhagen. The underlying social idea is that a ceremony room can fulfill a need in Denmark for a 

worthy, solemn and neutral room for ceremonies and rituals as an alternative choice to churches, 

city halls, community halls and other locations for where to mark important life events. A need that 

PCR believes will grow due to the increase in the number of citizens resigning from the Danish 

National Church, Folkekirken. PCR has experienced broad interest for the project idea in its 

environment, and one of the organization’s greatest results is its creation of a 1.4 meter tall 

architectural model of a potential ceremony room that was designed and created by the stakeholder 

and architects firm of Svendborg Architects (SA) in 2013, and which was exhibited in La Biennale 

in Venice in 2016. Considering the time perspective from when PCR developed its vision in 2009, 

and in spite of the results, interest and need, the first sod of a ceremony room has not yet been 

turned by the beginning of 2018. As a response to the lacking results and progress, PCR decided to 

formulate a brief business case description about the situation and challenges of the project. 

1.1.1.1 The Business Case Description from PCR 

PCR has been asking for qualified help in analyzing the challenges and opportunities for the 

progress and realization of the project, and the organization articulated its need of a strategy for 

how the project realization can be achieved. PCR urged to that the case analysis would include a 

strategic and project managerial perspective on how a linear development in the organization could 

be engendered and how PCR can realize its project vision (Appendix 1). 

– | | – 
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As Flyvbjerg (2006) argues, it is incorrect to conclude that one cannot generalize from a single case 

(Flyvbjerg 2006: 225). On this basis it is reasonable to assume that other NPOs can experience 

similar managerial issues and challenges. Nevertheless, the business case of PCR can be seen as a 

slightly deviant case from most other NPOs that can also differ in many characteristics (e.g. size, 

mission, etc.). With regard to include a broader view and perspective for the interest and use of a 

wider audience, a survey with 46 participating NPOs has been conducted and the results will be 

included in the analysis to bring up other perspectives in terms of the theory and case of PCR. 

In this study, it is the problem statement and question about the connection between business 

literature and nonprofit management and strategy practices, as well as the business case from PCR 

that are the observed results or phenomenon of which are setting the stage for the initial conceptual 

framework of literature that unites the rules from the theories with the case in order to develop 

hypotheses and a more specific research question for this study (Maxwell 2008; Minto 2009). 

In the next section, I will take you through the conceptual framework of literature. 

1.2 The Conceptual Framework of Literature 

The initial conceptual framework of literature is a composition of preliminary research of the 

concepts and assumptions from existing literature and theories used in the initial phase of study to 

understand and clarify what is going on with the phenomena or subject (Maxwell 2008). Based on 

the business case description from PCR and from a preliminary explorative e-mail interview and 

personal interview with the PCR manager, it was clear that PCR was experiencing various strategic, 

organizational and leadership challenges related to aspects such as its strategic vision, mission and 

project scope, its organizational culture and commitment, stakeholders’ images of the project, and 

the need of volunteer people, financial capital and project managerial disciplines and practices. On 

the basis of the business case description and the explorative interviews, I went to look into existing 

literature to find theories that could analyze and explain the contextual situation and challenges. 

1.2.1 The VCI Alignment Model 

From the preliminary literature research from the program of study I identified clear connections 

between the contextual situation and challenges of the case of PCR and with the underlying 



Copenhagen Business School  Martin Hildebrand Lorentzen 

9 of 118 

literature and theory of the VCI Alignment Model by Hatch & Schultz (2008). My assumption was 

based on the theoretical foundation of the model with its central concept of aligning the key 

elements of strategic vision (V), organizational culture (C) and stakeholder image (I) in order to 

enhance a strong brand and organizational identity. Whereas the strategic vision and organizational 

culture may be perceived as most evident for NPOs, I asserted and found support from various 

researches that stakeholder image is just as important and relevant for many NPOs. 

The focus on external relations has always been of high importance for NPOs, since they rely on 

external sources for resources (funding, volunteers, members, and board members) and legitimacy 

from stakeholders (Balser & McClusky 2005: 311). In a study it has been found that NPOs perceive 

the activity of maintaining community relationships as essential for being perceived as accountable 

and legitimate by stakeholders (Ospina et al. 2002), and the reputation of NPOs can be perceived as 

central strategic assets of which is embodied in the NPO’s name like a brand (Oster 1992: 226-7). 

However, the underlying theory of the VCI Alignment Model (now referred to as the VCI Model) is 

in fact a diagnostic branding tool rooted in studies of some of the world’s most well-branded 

companies. The original theory of the model is thus based on research from the opposite end of the 

scale compared to small NPOs like PCR. The background of the VCI Model will be more 

profoundly reviewed in section 3.1.1. 

1.2.1.1 Hypotheses Formulation 

The theoretical domain of the VCI Model can be perceived as a composition of organizational 

identity theory and brand management. After identifying the domain and articulating the underlying 

assumptions behind the theory of the model (Alvesson & Sandberg 2013), I developed the 

hypothesis that the contextual situation and challenges in PCR and in other NPOs can be analyzed 

and explained by the central concept and key elements of the VCI Model. 

H1: The VCI Alignment Model can be used in analyzing and explaining the contextual 

situation and challenges in PCR and in other NPOs. 

In this way I could evaluate the existing assumption ground of the VCI Model in terms of being 

applicable as a tool for NPOs (Ibid) by applying the model as the major theoretical model in subject 

for analyzing the case of PCR. However, I assessed that the VCI Model may not be the only 
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theoretical model for the analysis since the model and its underlying theory was not considering the 

conditions or characteristics of NPOs. As a result, I formulated yet another hypothesis: 

H2: The VCI Alignment Model can be extended or incorporated with other theoretical 

models or frameworks in order to become more relevant for PCR and other NPOs. 

On the basis of this hypothesis I could develop and evaluate alternative assumption grounds in 

relation to the theory’s overlooked audience of NPOs (Ibid). This hypothesis promoted the use of 

theory triangulation (Miles et al. 2014: 299) by extending or incorporating another model to enrich 

and support the VCI Model for some of its weak points from neglecting the conditions and 

characteristics of small NPOs. The theoretical model or framework should be of relevance for NPOs 

and should avoid deviating substantially from the central concept and elements of the VCI Model. 

From initiating into literary research in the field of social entrepreneurship, one framework did in 

particular comply with the criteria and prerequisites: The Social Entrepreneurship Framework. 

1.2.2 The Social Entrepreneurship Framework 

The Social Entrepreneurship Framework (now referred to as the SE Framework) by Austin et al. 

(2006) is a framework modified from the PCDO framework (Sahlman 1996) aimed to commercial 

entrepreneurs. The objective of the SE Framework is to provide a simple framework for how to 

approach the social entrepreneurial process more systematically and effectively (Austin et al. 2006: 

1). The concept of the model is to align the key elements of opportunity, people and capital of 

which are encircled by the element of contextual forces. I identified the relevance of the theory and 

model to the case of PCR, as well as the similarities of the structure, concept, logics and elements 

between the SE Framework and VCI Model. Due to these similarities, I found that the SE 

Framework could be incorporated with the VCI Model for this to become more nuanced, relevant 

and aligned to the context of NPOs. The result of incorporating the SE Framework with the VCI 

Model is presented and described in section 3.3. 
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1.3 Research Question 

The research question in a qualitative study like this should not be formulated in details until the 

goals and conceptual framework of the design are clarified (Maxwell 2008: 229). The goals of this 

study are both of intellectual and practical character (Ibid: 220). The goal is intellectual in the sense 

that it examines a new way of applying the existing literature and theory of the VCI Model with 

regard to analyzing and explaining the contextual situation and challenges in PCR and other NPOs, 

and the goal is practical in the sense that it wants to contribute to the situation of PCR by providing 

valuable analytical insight and information, and by extracting context specific proposals. 

Based on the problem statement, conceptual framework of literature, hypotheses and goals, I have 

formulated the following research question that has been directing for this study. 

How can PCR and other NPOs use the VCI Alignment Model with the Social 

Entrepreneurship Framework to analyze and explain the contextual situation and 

challenges, and what propositions can be extracted for PCR to approach its vision? 

 

A number of sub-deliveries have been added to operationalize the research question. These are both 

clarifying and create an argumentation structure for the research design and analysis. 

⋅ Apply the VCI Alignment Model and Social Entrepreneurship Framework with other relevant 

literature and theories to analyze and explain the contextual situation and challenges in the case of 

PCR from data collected such as personal interviews, observations and document studies. 

⋅ Relate and discuss the data collected as well as the challenges, strategies, tactics and key success 

factors from other NPOs (i.e. the NPO Survey results) in terms of the literature and case of PCR. 

⋅ Discuss and evaluate the applicability of the VCI Alignment Model with contribution from the 

Social Entrepreneurship Framework in terms of analyzing and explaining PCR and other NPOs. 

⋅ Extract propositions for PCR and discuss them in terms of feasibility and usability for other NPOs. 

The sub-deliveries also ensure that the research of this paper follows the steps of Benjamin Bloom’s 

Taxonomy (Bloom et al. 1956; Anderson et al. 2001). 
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1.4 Delimitations 

This study delimitates from being strongly theoretical or empirical due to its dual goal. It is neither 

strongly founded in one narrow theory or literary field as it includes several literary fields and 

theories in order to conduct a widely comprehensive analysis of PCR, as well as for demonstrating 

the applicability for using the VCI Model and SE Framework for analyzing and explaining the 

contextual situation and challenges of PCR and other NPOs. 

Other important delimitations will be described in terms of the methodology (2.6) literature (3.6), as 

well as in the discussion (5), implications to practice (7) and limitations and future research (8). 

1.5 Definitions 

Nonprofit Organization (NPO): The definition of a nonprofit organization (NPO) follows the five 

characteristics developed in the cross-national analysis in The Johns Hopkins Comparative Nonprofit 

Sector Project in 1997. According to the project, NPOs share five common characteristics of being: 

organized (i.e. institutionalized reality); private (i.e. non-governmental); non-profit-distributing; self-

governing; voluntary (Salamon & Anheier 1997: 9). The case of PCR follows these characteristics. 

1.6 Structure of Paper 

Below is presented a simple overview of the structure of this paper. 
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2 METHODOLOGY 

Methodology can be defined as a term in the scientific theory of knowledge that searches to answer 

the question of “how should the inquirer go about finding out knowledge?” (Guba 1990: 18). It 

covers the research design and approach of how to use different research methods and techniques to 

engender data and obtain knowledge about a specific problem or phenomena (Andersen 2010: 15-

19). The significance of the methodology is to establish a scientific and academic research 

approach, and it is the core element for ensuring logical research coherence between problem 

statement, analysis and conclusion. In this section I will present the methodological choices of 

research design and approaches as well as data collection methods, analysis and quality criteria. 

2.1 Scientific Theory of Knowledge 

The scientific theory of knowledge makes one consider and understand the paradigm of how the 

researcher perceives the nature of a problem with its underlying assumptions. The scientific 

theoretical approach of this study is rooted in social constructivism (Berger & Luckmann 1966) as it 

follows the constructivist paradigm with; a relativist ontology where realities exist in multiple 

mental constructs of which are socially constructed; a subjectivist epistemology where I as the 

inquirer engages into interpretation of interactions and qualitative data, and; a hermeneutic/dialectic 

methodology from where the inquirer aims to interpret and reconstruct meaning from either texts or 

interactions (Guba 1990: 26-7). Hence no single truth exists but multiple realities are constructed. 

My role has been to interpret and reconstruct these to a single construct of the ‘real’ world based on 

the research design and techniques. However, the scientific approach can to some extend be viewed 

as overlapping with the paradigm of critical realism since the results of the study are marked by the 

chosen theories and models of which the data are being analyzed, interpreted and explained from. 

2.2 Research Design and Approach 

In this section I will take you through some of the essential decisions and considerations in relation 

to the research design and approach of this study. 
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2.2.1 Research Purpose and Objective 

The research is considering a practical and theoretical problem (Adolfsen 1998: 29-36). Therefore 

two major purposes exist for this study. One problem is to understand the real-world challenges 

faced by the case organization of PCR (and other NPOs), and to extract practical propositions 

(Guest et al. 2013: 18). The theoretical problem is to evaluate and build on knowledge to existing 

theories. In this study I apply the VCI Model in a context of the case of PCR of which lies outside 

of the essential underlying theory and intentional usage of the model. Based on this, the study can 

also be aimed to inform a larger study to test this new approach and concept (see section 8). The 

objectives are both of analyzing and explaining the case, assessing and evaluating the theories, and 

of identifying opportunities and formulating proposition for PCR and other NPOs. 

2.2.2 Research Attributes 

The research is highly qualitative with a focus that is somewhat deep but with space for a range of 

various perspectives. The study has been relative longitudinal in order to generate a deeper insight 

and understanding in the human attributes of the members in PCR for such as their behavior, 

attitudes, values, culturally shared meaning, social structure, relationships and processes. 

2.2.3 Audience 

The audience of this study is first of all the members of the case organization of PCR, which is 

perceived as the research client. Also the study can be of interest for the various stakeholders of 

PCR, and it can be contributing to the community of other NPOs, and to other public stakeholders 

who collaborate with different NPOs and NGOs such as advisors and funders. Finally the study can 

be of interest for researchers in various literary fields such as nonprofit management, social 

entrepreneurship, organizational identity and branding and project management, etc. 

2.2.4 Logical Reasoning 

I have followed the process of abduction as the logical reasoning (Minto 2009: 168-70). In this 

sense, abduction is a process aiming to generate one or more hypotheses based on the result 

observed and within the rules of theories that can be applied to analyze and explain the case or 

phenomenon from where the result of problem exist (see Appendix 2). Therefore the primary 
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purpose of abduction is neither to develop or test a theory like in induction or deduction 

respectively, but rather to analyze a case based on one of more hypotheses developed from the 

observed result and analyzed with the rules of one or more suitable theories (Timmerman & Tavory 

2012; Minto 2009; Eriksson & Kovalainen 2008). 

2.2.5 Role as Observing Researcher 

Among several research considerations, I had to consider my own role in the study. In an early 

stage of the study, I was offered to become a participating project manger in PCR. I considered the 

offer as I could personally learn from it, and I saw it as an opportunity to examine some of the tools, 

theories and practices proposed in the underlying literature of the VCI Model on the case of PCR by 

implementing these and thus actively engage with the organization. In the end I would then evaluate 

their impact and influence. Thus approach would require highly and precise measurements in the 

early stage and later stages after implementation of the tools and practices. Nevertheless, to avoid 

the risk of going native, and to stay more objective with focus on the theory and challenges from an 

outside-in view, I decided to stay in the role as an observing researcher (Bryman & Bell 2003). 

2.2.6 The Case Study Approach 

The research approach in qualitative studies considers how to collect and use data (Guest et al. 

2013: 8). Among several applied research approaches, the case study is the domain of this study. 

The case study is an empirical inquiry that investigates a contemporary phenomenon in depth and 

within its real-life context (Yin 2009: 18). This study presents an embedded single-case study of the 

organization of PCR as the subject of analysis. The embedded case study means that the analysis 

involves more than one unit by considering several subunits, such as the individual members and 

the stakeholders of the organization (Ibid: 50). Despite of the claim that most multiple-case designs 

are likely to be stronger than single-case designs (Ibid: 24), Flyvbjerg (2006) is advocating the 

single case study as a valid research approach as he argues for the five common misunderstandings 

for rejecting the single case study approach (Flyvbjerg 2006). Furthermore, R. K. Yin presents five 

rationales for conducting a single case study (Yin 2009: 47-50) of which I will elaborate on in the 

following section for the case selection. 
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2.2.6.1 Case Selection 

In accordance to Yin (2009), the case of PCR can be perceived as a critical case for examine the 

hypotheses and application of the VCI Model under the right contextual conditions, and the case is 

somehow also an extreme and unique case with its deviating characteristics and strategic objective 

(Yin 2009: 47-50). Lastly, the study has been relatively longitudinal of which is also a reason for 

conducting single case studies, since study over time has been needed to obtain a deeper 

understanding of different aspects of the case and its context (Ibid). However, the case of PCR was 

initially selected on the basis of the organization’s own query of a study with the formulated 

business case description as presented in section 1.1.1.1. 

The PCR members have been assigned with other names for of anonymizing their identities. 

2.2.7 The Survey Approach 

A survey of other NPOs has been conducted to provide data for understanding their characteristics 

and circumstances. The data from the survey has also been used in comparing the literature with 

practice, and in developing propositions. Finally a survey has been conducted with regard to the 

second purpose of that study that aims on how other NPOs can benefit from the VCI Model. The 

survey approach applied in this study can be perceived as a mixed method as it is both quantitative 

and qualitative (Guest et al. 2013: 8). The survey will be further explained in section 2.3.3. 

2.2.8 Other Research Approaches 

Studies usually apply several overlapping and complementary types of research approaches, and 

this study is no exception. This study is to some degree applying phenomenology (i.e. individual 

experiences, beliefs, and perceptions from interviews), ethnography (i.e. shared meaning, practices 

and culture from interviews and observations), discourse or conversation analysis (i.e. naturally 

occurring discourses and conversations from observations) and narrative analysis (i.e. storytelling 

from interviews and observations) (Guest et al. 2013: 8-17). 
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2.3 Data Collection Methods 

In this section I will review the applied data collection methods. The collected data works as the 

subject for integrating theory and practice in the study, and the applied research methods and data 

sources are presented in the table in Appendix 3. 

2.3.1 Interviews 

I have both conducted e-mail and personal interviews with the members of PCR and stakeholders. 

2.3.1.1 E-mail Interviews 

From the initial explorative e-mail interview and later personal interview with the PCR project 

manager, I identified some of the unique qualities and challenges of the case (Guest et al. 2013: 9). I 

have both conducted e-mail interviews with some of the stakeholders and the PCR project manager. 

2.3.1.2 Personal Interviews 

I have used semi-structured interview guides to conduct personal in-depth interviews with five 

members of PCR in order to get a profound insight and understanding in their beliefs, attitudes, 

values, shared meaning, and so (Appendix 4). A structured approach would not be open for new 

unforeseen and important information, and an unstructured approach may not ensure all details 

needed. The questions were either related to the vision, culture or image component as in the VCI 

Model. As Holstein and Gubrium (2004) suggest, I applied a combination of the positivist (i.e. 

realist and facts), emotionalist (i.e. subjectivist and emotional) and constructionist (i.e. 

constructivist and meaning) in my interview approach (Eriksson & Kovalainen 2008). I have been 

continuously altering the interview guides to fit the new information and due to new questions that 

arose from the data. The interviews were conducted in Danish and have been recorded and 

transcribed. I have strived to translate the quotes used an inserted in the study as precise as possible 

without changing their meanings, since the risk from the process of translation is that it can give rise 

for other formulations, interpretations and thus understandings. 

2.3.2 Observations 

I will briefly take you through the two main observation types and roles applied in the study. 
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2.3.2.1 Observer as Participant 

At the PCR meetings I consciously decided to take the role as an observer-as-participant, where the 

primary role is to be an objective researcher but who can participate in some work to some degree 

(Bryman & Bell 2003: 323-4). The decision was based on the aim to explore and obtain sufficient 

insight and information about the organization’s and members’ shared meanings and values, 

practices and processes, narratives and stories, and thus culture from the naturally occurring 

discourses and conversations while minimizing my own influence and to limit the risk of 

interrupting and of going native. From the observations I could identify rules and norms that are 

taken for granted by experienced participants or cultural insiders (Guest et al 2013: 77), and later in 

the interviews I could ask into these. Furthermore, I could obtain an understanding of the routine 

actions and social calculations that happen below the level of conscious thought (Ibid) which can be 

difficult to identify through conventional interviews. Observing the employees in situ provided a 

more complete view of these routine actions and social calculations. I was observing five PCR 

meetings, and the meetings were recorded, and the relevant discourses were transcribed. 

2.3.2.2 Complete Observer 

I was a complete observer at the PCR Talk Event of which provided me with rich information about 

the views and interests from the different stakeholders (i.e. HS, Tommy Petersen from Radikale 

Venstre, Ateistisk Selskab, experts and public). Also it provided me with insight into the political 

and value-based debate. The event was recorded and the relevant discourses were transcribed. 

2.3.3 Survey 

I have conducted a survey with 46 participating Danish NPOs, and the results can be found in 

Appendix 5. The survey invitation e-mail was sent out to 250 NPOs, and the majority was identified 

on a list from the online portal by Center for Frivilligt Socialt Arbejde (Web 1). The survey was 

collecting both quantitative and qualitative responses by using multiple choices, matrixes and open 

text fields. The aim of the survey was to use the results to; better understand the characteristics of 

other NPOs; relate the results with the analysis and finding of PCR; use the results to discuss and 

evaluate some of the propositions; and to compare the results from the survey with theory and other 

case studies to see if there is consistency between the results of the specific research and the results 
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of the theory (Justesen & Mik-Meyer 2010: 45). This approach is also known as analytical 

generalization that is concerned with the assessment of the extent of how the results of the study 

can be indicative of what might happen in another situation (Yin 2009: 38-9). The main purpose 

was not to make statistical generalization, which would require a large sample size (Ibid). For this 

study, the initial goal for the survey size was to collect approx. 50 responses, although I finally 

assessed that the 46 responses was sufficient. The survey contributed with data about various 

characteristics of NPOs, as for example; mission and vision, social value, organizational size and 

legal structure, work approach, stakeholders, volunteer mobilization and motivation, financing and 

fundraising, and challenges, strategies and success factors. 

2.3.4 Document Studies 

Documents and texts can be defined as data consisting of words and/or images, which have become 

recorded without intervention of a researcher (Silverman 2001: 119). I have used various sources of 

documentary data such as PCR meeting reports, PCR statutes, PCR stakeholder analysis documents, 

PCR personas, PCR press releases, project descriptions by SA, SA building proposals, PCR 

website, SA website, PCR Facebook public page and private working group, news articles, and 

more. A large share of the documents has been collected in the Dropbox of PCR, which is the 

location for internally shared documents. Others have mostly been collected online. 

2.4 Data Analysis 

In this section I will present some of the data analysis techniques used to handle and process the 

data collected. The most common technique has been transcription and coding of audio records. 

2.4.1 Transcription and Coding 

Transcription of qualitative audio records has been necessary for analyzing data, and coding has 

been an important part in the transcription processes. The collected audio records are from PCR 

meetings, interviews with the PCR members and from the PCR Talk Event. In the transcription of 

audio records I have transcribed the most of the discourses. An extract of the original transcription 

and coding material is presented in Appendix 6. The process of coding can be perceived as the 

trigger for deeper reflection on the meaning of data, and can be perceived as a data condensation 
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task that enables one to retrieve the most meaningful material, assemble chunks of data that belongs 

together, and further condense data into readily analyzable units (Miles et al. 2014: 77). I have 

applied a mix of coding approaches such as the descriptive, in vivo, process, emotion, evaluation, 

provisional, causation and subcoding (Ibid: 73-86). 

2.4.2 Analyzing Process Data 

A few secondary sources of process data have been used in the study. One of them is a survey 

presented in an online article by a Danish tabloid media, which is used in section 4.3.1.2 about the 

public’s image of PCR and its vision (Web 2). It should be taken into account that the article is from 

2013 and the result could be different today. There is no evidence of how representative the survey 

is for the general Danish population since data about the demographic characteristics of the 

participants has not been accessible. However, the media itself is targeting a wide and large 

proportion of the general Danish population, and a sample size of 1,740 participants ensures a 

confidence interval of 2,35 with a confidence level of 95%. 

(1,96)! ∙ 0,5 ∙ (1 − 0,5)
1740

= 0,0235 𝑐𝑜𝑛𝑓𝑖𝑑𝑒𝑛𝑐𝑒 𝑖𝑛𝑡𝑒𝑟𝑣𝑎𝑙 (95% 𝑐𝑜𝑛𝑖𝑑𝑒𝑛𝑐𝑒 𝑙𝑒𝑣𝑒𝑙) 

The confidence interval indicates that we can be fairly confident about the survey result due to the 

large sample size, and that the survey can be applied as an indicator of the opinion of the general 

population. As it will be mentioned in section 4.3.1.2, we cannot be confident about what the 

public’s general opinion and image is today, and if the response would have been different if the 

cost was stated as 10 million DKK (1,6 million USD) instead of 100 million DKK (16 million 

USD). The survey is thus only a fairly confident indicator of the public’s image of the project. 

2.5 Quality Criteria 

The relevance of each of the many different quality criteria is related to the scientifically theoretical 

perspective of the research, although some criteria are commonly shared across (Justesen & Mik-

Meyer 2010: 37-42). The quality criteria of coherence (logical connection between the parts of 

report), consistency (uniform application of terms, methods and theories), precision (explicit and 

clear definitions), and transparency (openness in terms of research choices) are the most commonly 
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shared quality criteria, and perhaps the most known and widely used in literature are the ones of 

validity (research answers the research question) and reliability (clearly defined methods) (Ibid). 

This research has considered all common quality criteria given by Justesen & Mik-Meyer (2010). 

The different parts of this study are logically interconnected and search to answer the research 

question. The terms, methods and theories are applied uniformly and are explicitly and clearly 

defined. Furthermore, I have been open and have clearly defined the methods of the study in this 

section for the methodology and through other sections of the study report. 

If looking at the paradigm perspective of constructivist, the proposed quality criteria are 

transparency (explicit justification of research decisions), reflectivity (openness of various 

reflections by the researcher), relevance (context dependent and interesting for the target audience) 

and polyphony (allow many voices to be heard) (Ibid: 48-51). In the study, I have tried to be open 

upon several of my reflections and considerations, and I have ensured that the data and analysis is 

based on a context-rich case with relevance for the target audience of which have been widely heard 

by the core of the case organization, the various stakeholders, the wide public, and NPOs. 

2.6 Methodological Delimitations 

The methodology of this study delimitate from quantitative approaches and methods besides the 

mixed method approach in the conducted NPO survey. Only minor quantitative methods have been 

applied e.g. to measure the quality and confidence interval and level of process data from an online 

survey (see section 2.4.2). It is also notable to justify that the study delimitates from grounded 

theory. One may argue that I have identified categories and concepts within the literature that are 

then linked into a formal theoretical model (presented in section 3.3), which is what makes 

grounded theory as according to Glaser & Strauss (1967). However, the intention has not been to 

build theory, and furthermore, building theory from a grounded theory approach consists of 

systematic, yet flexible guidelines for collecting and analyzing qualitative data to construct theories 

‘grounded’ in the data themselves, as according to Corbin & Strauss (2008). It thus requires that all 

segments of text are systematically compared and contrasted with each other, which is not the 

situation of the research approach in this study. 
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3 LITERATURE REVIEW 

In this section I will review the literature applied to inform this study. The intention of the review is 

further to provide an adequately understanding of the theoretical scope of the study and to justify 

the selection of literature. The literature has been chosen on the basis of an ongoing iterative 

process as described in the abduction process of logical reasoning in section 2.2.4. The major 

background and justification for the selection of theories was initially given in the conceptual 

framework of literature in section 1.2. 

The domain literature and theory fields applied in this study are presented in the table below. 

Table 3.1: Domain Literature and Theory Fields 

Domain Literature Purpose 

Organizational Branding Identity Theory 
The VCI Alignment Model 
(Hatch & Schultz 1997, 2001, 2002, 2003, 
2008; Schultz & Hatch 2003) 

Analyze the case of PCR and other NPOs. 
Evaluate its applicability to analyze NPOs. 

Social Entrepreneurship Theory 
The Social Entrepreneur Framework 
(Austin et al. 2006) 

Analyze the case of PCR and other NPOs. 
Evaluate its contribution to the VCI Model. 

Nonprofit Management Theory 
Managing the Non-profit 
(Drucker 1990) 

Analyze PCR and other NPOs 
Basis for evaluating the VCI Model. 

Project Management Theory 
PMBOK® Guide 
(PMI 2013) 

Project Management practices 
and propositions. 

 

In the first place, the literature has been selected on the basis of the characteristics of the case of 

PCR, which is an NPO with a project agenda. As mentioned in the introduction, I developed the 

hypotheses and thus research question that the VCI Model by Hatch & Schultz (2008) could be used 

to analyze and explain the contextual situation and challenges in PCR, and that the SE Framework 

by Austin et al. (2006) could be incorporated with the VCI Model to consider some its weak points 

and neglected elements in the context of NPOs. 
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In a strategic perspective, the literature and theoretical fields and models applied involve a mix of 

various Strategy Schools (Mintzberg et al. 2009). The VCI Model is overall based on the Design 

School but by looking at the individual elements of the model it also involves the Positioning 

School (strategic vision), the Cultural School (organizational culture) and the Power School 

(stakeholder image). The SE Framework is mostly representing the Entrepreneurial School 

(opportunity) but also the model involves the Cultural (people) and Power School (capital). 

Nonprofit Management is widely rooted in several schools although Drucker (1990) mostly adopts 

the Design and Planning School in his prescriptive approach to practices and disciplines in 

nonprofit management (NPM). Project Management (PM) is mostly grounded in the Planning 

School but does contain aspects from the Cultural and Power School. Based on this it is clear that 

the study involve many aspects of strategy besides organization and leadership. In the next I will 

review the four domain literary and theoretical fields including a section where the concept of the 

VCI Model and the SE Framework has been merged into an incorporated framework. 

3.1 Organizational Brand Identity 

In the literature there is no such thing named or articulated as organizational brand identity. The 

notion is a conjunction of the theoretical fields of Organizational Identity and Brand Identity of 

which Hatch & Schultz have merged during their research (Hatch & Schultz 1997, 2001, 2002, 

2003, 2008; Schultz & Hatch 2003). Organizational Identity (OI) is a field that derives from the 

discipline of organizational theory (Hatch & Schultz 2008: 42). OI is concerned with the question of 

“who are we as an organization?” of which can be viewed as a defined construct of what 

organizational members believe to be its central, enduring and distinctive meaning and character 

(Albert & Whetten 1985; Dutton & Dukerich 1991; Whetten 2006). Brand Identity (BI) can be 

understood as a set of brand associations in the heart of an organization’s brand strategy for 

providing direction, purpose and meaning, and for creating or maintaining an aspirational external 

brand image (Aaker & McLoughlin 2010: 186). In short, OI is mostly concerned about the 

organizational view from the inside (i.e. culture) whereas BI is more concerned about the view from 

the outside (i.e. image). This illustrates how OI and BI interlink, and the relation between the two 

elements of culture and image is one of the keystones in the VCI Model. 
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3.1.1 The VCI Alignment Model 

The two elements of organizational culture and stakeholder image are representing the dynamics of 

the organizational identity in the VCI Model of which can be defined as the conversation between 

organizational cultural self-expressions and mirrored stakeholder images (Hatch & Schultz 2002: 

1004). The strategic vision of the top management is the last element and link that engender a 

coherent alignment of the three elements of the VCI Model: vision, culture and image. 

To understand the underlying theory and concept of the VCI Model, one has to observe how the 

model has evolved and developed over time. The initial model looked a bit different and defined the 

relationship between the core elements of culture, image and identity (Hatch & Schultz 1997: 361). 

In 2001, Hatch & Schultz replaced the identity element with vision. The new model was now 

created as a circle and labeled as a Corporate Branding Tool Kit that was presenting of a series of 

diagnostic questions. These were designed to analyze misalignments between the corporate vision, 

culture and image, and the purpose of the model was to be viewed and used for brand analysis 

(Hatch & Schultz 2001: 4). Subsequently the view of the model evolved to be centered on brand 

identity (Hatch & Schultz 2003; Schultz & Hatch 2003) and finally on organizational identity 

(Hatch & Schultz 2008). The new model was renamed as the VCI Alignment Model, of which is 

still considering organizational identity in conjunction with being a strategic branding tool. In short, 

the idea is that the greater coherence between the vision, culture and image, the stronger brand and 

organizational identity (Ibid: 11). The VCI Model was developed on the basis of the Corporate 

Branding Initiative (CBI), which was a three-year collaborative study with corporate branding 

leaders from some of the world’s most well-branded companies (Ibid: xviii). The background and 

initial objective of the VCI Model is thus to be a diagnostic and analytical tool for branding 

managers in the discipline of branding and aligning organizational identity in large corporations. 

If considering the evolvement of the VCI Model, this study is trying to take the model and its 

underlying theory with its assumptions and concept, and bring it further to also consider other 

organizational forms such as a small project-oriented NPO in its startup cycle of which can be 

classified in the opposite end in the scale compared to larger established commercial corporations 

with fulltime brand managers. 
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NPOs such as the case organization of PCR usually operate with scarcity of financial resources, 

which can furthermore lead to scarcity in human resources. Many NPOs are thus experiencing a 

lack of assets for enhancing resource mobilization and organizational performance. However, as 

briefly discussed in section 1.2.1, the reputation itself can be a central strategic asset for NPOs to 

attract and mobilize resources (Oster 1992: 226-7). Furthermore, Austin et al. (2006) state that 

social entrepreneurs (SEs) and NPOs cannot attract resources like their commercial counterparts, 

but instead they must have a strong reputation that engenders trust among its contributors, and a 

willingness to invest in the organization and its mission (Austin et al. 2006: 11). The reputation can 

be interpreted as the image and brand of which the external context associates with the organization. 

Other non-monetary assets can also exist in the culture (Swidler 1986; Ravasi & Schultz 2006), in 

the vision and mission (Drucker 1990), and in the stories and narratives (Dutton & Dukerich 1991; 

Ravasi & Schultz 2006; Hernes et al. 2015). 

The point is that companies usually leverage their business from sales, and attract capital from 

investors by offering financial return on investments. Most NPOs do not have the same 

opportunities and must search for other opportunities and assets of which can be rooted in the 

vision, culture and image, and therefore in the VCI Model. This theoretical perspective was what 

initially led to the development of the hypotheses in section 1.2.1, and this is why and how it 

initially made sense to apply the VCI Model for NPOs, and also for SEs. 

3.2 Social Entrepreneurship 

Many SEs experience the same issues as NPOs in terms of mobilizing resources, however, SEs are 

better leveraged to deal with these issues than NPOs (Austin et al. 2006). I therefore initiated into 

social entrepreneurship literature and theories to explore the approach of SEs. 

Social entrepreneurship can be defined as the phenomenon of applying business expertise and 

market-based skills in the nonprofit sector such as when nonprofit organizations develop innovative 

approaches to earn income (Austin et al. 2006: 2). According to this definition, SEs can operate in 

the nonprofit sector, and since SEs are in fact non-profits due to the restricted allocation and use of 

earnings, NPOs can take the form and be defined as SEs that just apply business expertise and 
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market-based skills for generating income only as the mean to pursuing a social mission while 

being financial independent. 

NPOs can thus chose between a traditional NPO approach of engaging in transactional economic 

resources from public institutions, funds and other donors, or a social entrepreneurship approach by 

engaging in creating economic value (Busenitz et al. 2016: 38) that can be perceived as superior 

(Feldner & Fyke 2016: 110) but which can lead the organization into a dual-identity (Busenitz et al. 

2016; Moss et al. 2010; Miller & Wesley 2010; Stevens et al. 2015). Some of the skills that can be 

mentioned as needed and highly valued in SEs are problem-solving ability, ingenuity and creativity, 

analyzing risks, identifying opportunities, consensus building, mobilizing resources, and persistence 

(Young & Grinsfelder 2010: 546). However, these are not different from those NPOs should entail. 

On this basis, social entrepreneurship can be viewed as a relevant and related field of literature to 

NPM as it provides a broader view of possible disciplines, practices and opportunities for NPOs.  

Besides using several other studies within the field of social entrepreneurship, I have decided to 

apply and incorporate the SE Framework by Austin et al. (2006) as another major model for the 

analysis in this study in conjunction with the VCI Model. 

3.2.1 The Social Entrepreneurship Framework 

With reference to section 1.2.2 the SE Framework is a model presented by Austin et al. (2006) in a 

comparative analysis of commercial and social entrepreneurship. The SE Framework is based on a 

modification of the PCDO framework by Sahlman (1996) that is a model aimed to commercial 

entrepreneurs. The objective of the SE Framework is to present a simple framework for how to 

approach the social entrepreneurial process more systematically and effectively (Austin et al. 2006: 

1). The centrality of the SE Framework is to create Social-Value Proposition (SVP), which is in the 

intersection of when the three key elements of opportunity, people and capital are aligned. The key 

elements are encircled by the surrounding element of contextual forces of which consist of six 

external elements that can have an impact on SEs: regulatory, sociocultural, macroeconomy, 

political, demographics, tax (Austin et al. 2006: 11). The opportunity is the guiding element relying 

on the resources of people (human) and capital (financial). In particular, one of the main issues 

addressed by Austin et al. (2006) for SEs is the issue of mobilizing resources, which is no 
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difference from the circumstances of NPOs. Eventually, the underlying logic is to deliver 

effectively on the SVP by aligning the elements of the framework (Austin et al. 2006: 17). 

As mentioned in section 1.2.2, there are several similarities between the SE Framework and VCI 

Model. The VCI Model and SE Framework are very similar in terms of their common underlying 

and fundamental structure, concept and logic of aligning three core elements. However, the SE 

Framework and its underlying literature consider some of the aspects and circumstances of NPOs 

(and SEs) that the VCI Model and its underlying literature do not consider. Additionally, some of 

the elements in the SE Framework can be viewed as complementary and enriching to the elements 

of the VCI Model. Based on the similar and complementary features, I decided to incorporate the 

SE Framework with the VCI Model for this to become more nuanced, relevant, targeted and aligned 

to the context of NPOs (and SEs). The result of incorporating the SE Framework with the VCI 

Model is an incorporated framework presented in the next section. 

3.3 The Incorporated Framework (VCI Alignment Model + SE Framework) 

As a result of the similar and mutual complementary features between the VCI Model and SE 

Framework, I have incorporated the elements of the SE Framework into the VCI Model. The result 

is a simple modified and self-devised incorporated framework that should be more customized and 

better suitable for the study of PCR. 

Figure 3.1: The VCI Model and SE Framework incorporated into an Incorporated Framework 

         

Figure 3.1: The VCI Alignment Model by Hatch & Schultz (2008), p. 11 (left); self-devised incorporated 

framework (middle); The Social Entrepreneurship Framework by Austin et al. (2006), p. 17 (right). 
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I have endeavored to keep it simple and to change and modify the VCI Model and SE Framework 

as little as possible in this incorporated framework, although I have mainly followed the look of the 

VCI Model, which should also be viewed as the dominant of the two models. In the outer circle of 

the new and self-devised incorporated framework are the elements from the VCI Model placed in 

the same positions as originally. In the middle circle are the elements of the SE Framework, which 

are also placed in the same positions as in the original framework. In the center is the result of 

organizational identity and social-value proposition of which are the same as in the original models. 

From the SE Framework, the opportunity element can enrich the vision element of the VCI Model; 

the people element can enrich the culture element; and the capital element both enriches the image 

and provides an additional relevant perspective to the VCI Model. The contextual forces element in 

the outer circle of the SE Framework has been merged with the opportunity element in a newly 

labeled element of contextual opportunities, since these two are somehow closely related. 

The analysis of this study follows a V-C-I structure based on Hatch & Schultz (2008). With 

reference to the illustration in section 1.6, I will first analyze the strategic vision of PCR followed 

by the contextual opportunity, since the strategic vision is the mean to pursue the contextual 

opportunities. The same is for the organizational culture that is accompanied by people, since the 

culture can be perceived as a mean for attracting, motivating and interacting with people. Finally 

the stakeholder image is followed by capital, since improving the image of the organization by the 

stakeholders can be a mean to attract capital. 

In the next I will review the applied literature from nonprofit management that is used to 

understand, analyze and discuss the challenges and contextual situation of PCR. 

3.4 Nonprofit Management 

Nonprofit management (NPM) literature has provided the theoretical foundation for understanding 

the conditions and characteristics of NPOs, and has been inevitable in order to support and 

contribute to the incorporated framework in the analysis. 

The literary field of NPM has been highly influenced by the Austrian-born American management 

guru, author and consultant, Peter F. Drucker. In 1989 he defined the well-known third sector for 
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NPOs as he call the human-change agencies (Drucker 1989a: 189). As an advocate for management 

practices in NPOs (Drucker 1989b) Drucker published the book, Managing the Non-profit 

Organization in 1990 with practices and principles for NPOs. Although the world looks different in 

the year of today, many of the market and psychological conditions and managerial principles are 

still relevant for the present NPOs. In this study, the book of Drucker (1990) has been used as the 

primary literature of NPM supported and extended with more recent studies and literature within the 

field of NPM. The book by Drucker (1990) is based on his many years of experience in American 

NPOs. This can question its credibility as a scientific source of literature, and also its relevance for 

Danish NPOs. Nevertheless, the book is practical oriented with practices and principles suitable for 

most NPOs under various conditions. Also the book has had a great impact on other studies and 

researches from which the book has been used as a source. Therefore, Drucker (1990) has been used 

as providing insight into the context of NPOs as well as for practices and principles to the analysis, 

propositions and discussion. 

Drucker (1990) is proposing business-like practices and principles in NPOs like effective leadership 

and decision-making, strategies and performance measurement, planning and marketing, as well as 

people and stakeholder relationship management (Drucker 1990). In a more recent study it could be 

concluded that NPOs have undergone remarkable changes since the 1980s that have made them 

more similar to for-profit enterprises and that the civic, economic, and political conditions induce 

NPOs to become more business-like (Maier et al. 2016). Other recent studies and researchers also 

support the fact of an emergent paradigm shift among NPOs from the third sector to the relative 

newly defined fourth sector, also called the for-benefit sector for social enterprises or hybrid sector 

(Austin et al. 2006; Hockerts 2015) where NPOs adopt more business-like approaches (Sabeti 2009; 

Sabeti 2011; Porter & Kramer 2011; Nandan et al. 2015). In this way, business-oriented approaches 

and tools are seen as a means to improve performance in NPOs, although consideration also needs 

to be given to the context in which they are being adopted, and to the sector’s interests and primary 

aims (Lannon & Walsh 2016: 1). 

Since one of PCR’s major features and challenges exist within the project managerial domain I have 

decided to involve project management literature as complementary to the other literary fields. 
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3.5 Project Management 

With reference to the PCR business case description in 1.1.1.1, the organization urged to include a 

Project Management (PM) perspective in the study since its vision is to establish a ceremony room, 

which can be defined as a project. PCR needs to master the organization as a project team. As a 

result, I added project management literature and practices to include this perspective to the study. 

I have mainly applied the PM practices and guiding standards from the most recent Project 

Management Body of Knowledge Guide (PMBOK®) from 2013 by Project Management Institute 

(PMI) as the basis of PM literature and knowledge for the analysis. The reason of choice is that the 

PMBOK® Guide are the most comprehensive, generally recognized and commonly used PM 

standards in an global perspective. The PMBOK® Guide includes and takes most thinkable aspects 

of PM into account, and it can be used by project managers in various kinds of organizations. 

Among alternative PM guides and methodologies can be mentioned PRINCE2® (Projects in 

Controlled Environments), Agile project management (Highsmith 2004), ICB® (International 

Project Management Association Competence Baseline by IPMA), LFA or Logical Frame 

Approach (Rosenberg & Posner 1979), and PMD Pro (PM4NGO 2011) discussed in (Hermano et 

al. 2013; Golini et al. 2015). In the Danish PM literature can be mentioned the Proactive Project 

Management (Fangel 2013), Active Project Management (Andersen et al. 1999, 2005) and Project 

Management in Loosely Interconnected Systems (Christensen & Kreiner 1991). 

In general, there are not many studies of the nonprofit sector within the PM literature (Lannon & 

Walsh 2016: 2) even though more organizations are embracing PM, mainly as a mean for better 

planning (Kerzner 2006; Ruggeri 2011). However I have found articles and studies like those by 

Cabanis-Brewin (1998), Lacerda et al. (2016), Lannon & Walch (2016) and Ang et al. (2016) of 

which have tried to connect the characteristics of NPOs with the discipline of PM. Cabanis-Brewin 

(1998) provides a figure explaining the differences in for-profit and nonprofit project management 

environments (Appendix 7), and she states that the nonprofit sector provides a proving ground for 

project management principles” although the application of PM techniques require some 

customizing to fit the volunteer- and donation-driven organization (Cabanis-Brewin 1998: 54). Ang 

et al. (2016) advocate Project Portfolio Management (PPM) over PM since most NPOs have 
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multiple programs and projects running simultaneously, and it is critical that selected projects both 

align with and deliver on the organization’s strategy or mission (Ang et al. 2016: 2). 

In the analysis I will emphasize that the case of PCR is no exception and that the organization 

should revise its perspective to view their vision as a portfolio of multiple programs and projects 

that has to be identified, addressed and aligned as according to Ang et al. (2016). 

3.6 Literary Delimitations 

The study delimitates from several literary fields within the area of strategy, organization and 

leadership, such as innovation, change management and organizational technologies, whereas 

literary fields like institutional theory, leadership, organizational behavior, and marketing are 

slightly included. 

As an example does the literary field of social entrepreneurship engender social innovation, since 

SEs cover and serve new areas that are not established by the existing market or system, and thus is 

not commonly acknowledged and recognized. The work and the project of a ceremony room can be 

claimed to be an innovation since the idea and concept is not build on something similar in 

Denmark, although Norway and Sweden have ceremony rooms. A study of PCR in terms of social 

innovation would have engendered another research focus, where other methods could have been 

applied, and a focus on the iterative process with the users in developing the vision could be a key 

focus area and a proposition worth discussing in PCR.  

The study also delimitates from a deep and profound focus in only one field of study since several 

fields within strategy, organization and leadership are included. However, the main and primary 

literature that guides the analysis of this study is the literature and models of the VCI Model (Hatch 

& Schultz 2008) and SE Framework (Austin et al. 2006). 
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4 ANALYSIS 

In this section I will analyze and explain the contextual situation and strategic, organizational and 

leadership challenges in PCR by applying the incorporated framework based on the literature and 

underlying theory and elements from the VCI Model (Hatch & Schultz 2008) and the SE 

Framework (Austin et al. 2006). Literature from NPM and PM will furthermore contribute to the 

analysis as well as other relevant literary fields. At some points during the analysis, I will relate and 

discuss the data from the survey of other NPOs in perspective with the literature and the results 

from the case of PCR. The structure of the analysis follows the order of V-C-I; first the Strategic 

Vision and Contextual Opportunities (4.1); second the Organizational Culture and People (4.2); and 

finally the Stakeholder Image and Capital (4.3). 

4.1 V: Strategic Vision & Contextual Opportunities 

With reference to the incorporated framework, the strategic vision is the mean to pursue contextual 

opportunities. As according to the business case description of PCR, there is a need for ceremony 

rooms, which is the opportunity that PCR wants to pursue with its vision. I will first explain and 

then analyze the strategic vision of PCR followed by the contextual opportunities. 

4.1.1 Strategic Vision 

The element of the strategic vision is concerned with the questions of “who do we want to be?” and 

“how will we be known?” (Hatch & Schultz 2008: 80), and is defined as: 

”The central idea behind the company that embodies and expresses top management’s 

aspiration for what the company will achieve in the future” (Ibid: 231). 

The strategic vision derives from Collins & Porras’ Envisioned Future, which consists of a 10-to-30 

year BHAG (Big, Hairy, Audacious Goal) and a Vivid Description (Hatch & Schultz 2008: 67; 

Collins & Porras 1996: 73-4). This clearly illustrates the future-orientation of the vision element. 

The diagnostic questions that focus on the misalignments between vision and the culture and image 

are one of the presented ways for how to understand what the strategic vision element entails (Hatch 

& Schultz: 13). I found that some important strategic elements were missing in order to be 
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sufficiently comprehensive for providing definite and complete strategic directions for companies 

and organizations such as NPOs. Some of the most essential elements on the strategic level for 

companies (Collis & Rukstad 2008: 3) and NPOs (Dimitrios et. al 2013: 277-8) can be summarized 

into four; mission (why we exist), values (what we believe in and how we behave), vision (what we 

want to be) and strategy (what is our competitive game plan), and the strategy element can be 

broken down into three sub-elements of the objective (the ends), scope (the domain) and advantage 

(the means) (Collis & Rukstad 2008: 3). The value will be discussed in the section of the 

organizational culture (4.2). 

The first step is to think through and define the mission and vision of the organization (Collins & 

Porras 1996: 77; Collis & Rukstad 2008: 3; Drucker 1990: 3). What comes first and what matters 

the most in NPOs is the mission, although the ultimate test is not the beauty of the mission 

statement, but the actions (Drucker 1990: 3). The mission and vision statements justify the reasons 

of existence and articulate the good intentions of the organization. However, they are not the 

primary drivers for the actionable dynamics as they only provide the context for strategies that serve 

to convert intentions into accomplishments (Drucker 1990: 45), which require alignment more than 

well-formulated statements (Collins & Porras 1996: 77). 

The notion of strategic in the strategic vision is important since the different elements must be 

considered in strategic management processes that include people and groups that can affect the 

decisions for direction and implementation in organizations (Freeman 2010: 46). These are the 

stakeholders whose interests and images of the organization has a key impact on the organization, 

and these have to be aligned with the strategic vision, mission, values and strategy. 

Hatch & Schultz (2008) have rather neglected the concepts of mission and strategy of which are 

important aspects related to the strategic vision. I see this as one of the weak points of the VCI 

Model for analyzing and explaining the contextual situation and challenges in NPOs. Therefore, this 

analysis will include various complementary literature and theories to encompass the neglected 

aspects, and to put it into a relevant and customized perspective for NPOs like PCR. 
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4.1.1.1 PCR: The Vision and Mission 

In the statutes of PCR the purpose is to “establish and operate a neutral ceremony room in 

Copenhagen”. Based on how PCR is expressing its major purpose, the organization is more 

focusing on pursuing a vision rather than a mission. In the business case description, PCR 

articulates its most current vision to be to create a neutral room for ceremonies and rituals that can 

be used by all Danes across views of life (Appendix 1). If taking a closer look at the formulated 

vision, it briefly articulates the central idea of PCR and the aspiration for what the organization will 

achieve, as according to the definition of the strategic vision by Hatch & Schultz (2008: 231). 

Drucker (1990) claims that NPOs like PCR exist to bring about change to individuals and society, 

and that the first thing to talk about and what matters the most is the mission of the NPO (Drucker 

1990: 3). PCR is not stating its mission in a deliberate mission statement, although a statement 

found on the organization’s website articulates what can be perceived as the mission of PCR: 

“CeremoniRum works for all citizens to have the opportunity to use dignified and solemn 

rooms to mark the important events of life. Specifically, this can be done through the 

construction of a building specifically for ceremonial use or by transforming suitable, existing 

rooms throughout the country. A Ceremony Room, that is open for everyone” (PCR Website). 

In a broad sense, the statement describes whom the PCR is working for and what value and change 

PCR wants to provide. Secondly, the statement tries to make the mission more operational and 

concrete by stating specifically that the organization can achieve this mission through construction 

of a new building or existing rooms. The mission has to focus on what the organization really tries 

to do, and it should be concrete and concise to generate a clear communication, understanding and 

thus alignment within the organization (i.e. the culture) and in the organization’s environment (i.e. 

the image) (Drucker 1990: 4-6). 

PCR has defined a vision and a less deliberate mission statement of providing a ceremony room for 

all Danes across views of life and religions. This central idea requires sufficient capital funding, 

technical construction engineering and project management competences to execute. In a 

publication by the Danish social national board that is based on case studies from Danish voluntary 

organizations, the development manager of Center for Frivilligt Socialt Arbejde (CFSA), Dorthe 
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Nørregaard, states that the challenge is to match ideas, projects and initiatives with the right powers 

in the voluntary sector, and that projects may risk falling to the ground when a small association 

tries to take on major tasks (Socialstyrelsen 2017: 162). This emphasizes the need for aligning the 

vision and project scope with the available human resources and competences (i.e. the culture). 

Furthermore, the central idea of PCR can also be perceived as highly value-based and can 

potentially be subjected to low level of legitimacy, recognition and triage from its institutional 

environment. This underlines the need for aligning the vision with the stakeholder image. 

Figure 4.1: Misalignment gaps between the Vision and the Culture and Image. 

  

Figure 4.1: Based on figure 1.2. in Hatch & Schultz (2008), p. 12. 

The vision of a ceremony room can vary in scope and quality. In the minutes report from a PCR 

meeting in January 2012, the organization formulated that the final goal was to collect 250 million 

DKK (40 million USD) to purchase the land and to build the large glass construction designed by 

the stakeholder of SA. More recently in the fall of 2016, PCR did clearly indicate that the 

organization had lowered its expectations for its vision by the organization’s modest effort to apply 

for 5 million DKK (0,8 million USD) from the municipality of Copenhagen to reconstruct an 

existing building into a ceremony room. The politician Tommy Petersen from the political party of 

Radikale Venstre was bringing this proposal to the city council of Copenhagen, but the city council 

did not approve the proposal at the budgetary debate for 2017 (Web 3). The political party of 

Radikale Venstre has once more made an effort at the budgetary debate for 2018 to propose a 

contribution of 6 million DKK (0,96 million USD) for PCR and the project. 

Even though the vision of PCR is in accordance with the definition of the strategic vision by Hatch 

& Schultz (2008: 231), it does not articulate the future vision state of “what we want to be” but it 

rather describes a single precise objective and end result of a project – the establishment of a 

ceremony room (Collis & Rukstad 2008: 3). The scope of the project objective and the future state 
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of the organization are not clearly defined by the vision or mission, or from the PCR members. Due 

to this uncertainty I had to understand whether the members of PCR had commonly shared and 

aligned expectations about the scope of the project vision and future state of the organization. 

4.1.1.2 PCR: The Project Scope 

PCR claims in the business case description to have concretized the values, needs and concepts of 

the organization and project. However, the project scope needs to be more clearly defined, aligned 

and communicated. A large study by Gobeli and Larson (1990) involving more than 1,400 project 

managers clearly illustrates the significance of a clear scope definition since poorly defined scopes 

or missions were the most frequently mentioned barrier to project success where approx. 50% of the 

planning problems were related to unclear definitions of scope and goals (Gobeli & Larson 1990). 

Within the PM literature, the scope also functions as one of three elements in the well-known 

Project Management Triangle or Iron Triangle (Appendix 8) consisting of scope, time and cost of 

which, like in the VCI Model, have to be aligned to ensure project quality (Barnes 1969). 

In the personal interviews with the PCR members I decided first to apply a scenario approach 

(Sørensen & Vikal 1999) where I asked the PCR members to personally imagine and propose two 

scenarios for how they viewed the project realization: 1) the greatest scenario, and 2) the least 

acceptable or modest scenario. From this I could analyze potential vision-culture misalignments, 

and thus clarify if the PCR members internally had commonly shared and aligned ideas and 

expectations about the scope of the project and vision. 

When asking the PCR members about the greatest scenario of the project, one thing that all 

members did agree upon was the realization of the project proposal from SA of establishing a huge 

glass construction in Copenhagen. A project estimated to cost 50-100 million DKK (8-16 million 

USD) depending on the scale and dimensions. Some also mentioned that there should be a 

ceremony room available in several or all regions and municipalities in Denmark. The internal 

expectations about the greatest scenario and scope of the project were thus well aligned. 

The result was not the same when asking about the least acceptable or modest scenario. When 

asking the PCR project manager, Sara, she stated that: “It may be that we found a suitable room 

available for a trial period of which we should not pay for the use in a period of … maybe 3-4-5 
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years, in order to verify the concept” (PCR Member 1). Lisa and Rose agree upon that a physical 

room suitable for the concept is a least acceptable outcome of the project. Lisa underlines the 

“physical“ frames and Rose additionally emphasizes other criteria for the least acceptable project: 

“[It] has to be renovated and refurbished to make it look really good. I don’t want to go on 

compromise on how it looks. There must be newly painted and beautiful to be. And then we 

also have the media coverage, so there must be an opening ceremony and it will appear on TV 

and radio. People must know it’s there. As a minimum, I think” (PCR Member 4). 

The reach out to the public is also a minimum requirement according to John: 

“The most minimal and modest scenario is that people have the idea of CeremoniRum with 

them when making their own rituals [...] just having heard about Project CeremoniRum may 

lead to the idea that some brings a mental ceremony room with them and build their own 

ritual [...] the most minimal is that it stays in the mind” (PCR Member 2). 

John emphasizes a “mental” ceremony room and compromises on a physical ceremony room as the 

least acceptable scenario. These are two very different visions and projects where one of them 

addresses the need for a physical construction, whereas the other addresses a social movement in 

the minds of people (Benford & Snow 2000). It is crucial in particular for organizations and 

projects that are dependent on voluntary time and commitment that members align and agree upon 

their expectations about the least acceptable scenario for the organization’s work. In fact, it is more 

crucial to agree upon the least acceptable scenario since some sort of compromises will most likely 

be inevitable, and especially in an uncertain NPO like PCR with scarce resources and external 

dependency. The risk is that some volunteers may lose their commitment and will potentially resign 

from the organization. This lead to the following proposition: 

P1: Ensure common alignment and agreement of the expectations about the least acceptable 

scenario for the vision to avoid losing commitment and to engender a clear direction. 

At least John needs to accept that a physical ceremony room is a minimum requirement from the 

rest of the organization, and that this will most likely be a higher priority in PCR than a social 

movement of a mental ceremony room. Otherwise, internal conflicts can arise in worst case. Despite 
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of a single deviating minimum requirement from one of the PCR members, they were all somewhat 

aligned about the least acceptable scenario of the vision and project. 

As a following question I decided to ask the PCR members about their beliefs of the existence of 

commonly shared and aligned expectations of the project scope internally in PCR. Most of the PCR 

members were not sure about this, but the project manager beliefs that the members generally agree 

about the scope of the project as she states: 

“When we had Emma at the daily meetings, we did not agree as much. Emma had a vision that 

was less noisy and which was more focused on the user needs. ‘It should just be what the users 

need’, whereas John and I have more a political vision” (PCR Member 1). 

This indicates a vision-culture misalignment when considering questions for the project like why 

and for whom at the time when Emma was still an active PCR member. When asking Emma the 

same question, she describes it the same way, and she even elaborates on this when speaking 

about her former role in PCR: 

“I think it has been to be the pragmatic one. I mean, to pull it down to earth most of the time 

[...] because Sara is so professional or scientific so she easily let herself fly with it [...] I had 

those very down-to-earth practical experiences [...] So, yes, that was probably my role. 

Somewhat a little annoying, practical, down-to-earth” (PCR Member 5). 

The outcome of a potential vision-culture misalignment in terms of a scope misalignment can be the 

phenomenon of scope creep, which is when the project scope is not in control nor adjusted with 

time, cost and resources (PMI 2013: 562). One example of scope creep is the company of Orion 

Systems where the design engineers got so absorbed with the science of the project that they lost 

focus on the practical considerations which led to costly delays and design modifications that were 

inconsistent with customer requirements (Larson & Gray 2011: 97). This may have been the 

situation in PCR, and it can become the situation if the scope is not aligned and defined. 

P2: Ensure a clear scope definition and alignment to avoid the risk of scope creep. 

In addition, the PCR member Lisa states: “We really have the ideological approach to it right now, 

and communicative, and maybe need a little more of the practical” (PCR Member 3). This problem 

is also recognized in other NPOs and voluntary organizations where the development manager of 
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Center for Frivilligt Socialt Arbejde (CFSA), Dorthe Nørregaard, states that many volunteers (like 

Sara and John) have a professional ballast from previous or current professional work, and it may 

be an advantage that they know and understand the professional work that is being done, although it 

can also be a challenge since they can get stuck in specific professional methods or considerations 

(Socialstyrelsen 2017: 161). Not being clear about the fundamental focus on why and for whom can 

lead to internal scope creep where the scientific and political view can clash with the practical 

considerations and view on user needs. 

4.1.1.3 PCR: The Future State 

The future state and situation of PCR after a potential realization of a ceremony room is unknown 

since there has not been formulated any vision or plan for this. Only a vision for the project is 

promoted, which is more equal to an objective than a vision. When asking about what the PCR 

members will do in the scenario of a finalized ceremony room, one of the members states: 

“Then I think that John might want to resign. He does not want to be involved in the 

operation. Perhaps Sara wants to participate in the operation and create some new ceremony 

rooms. It may be that an association across nations occurs. I mean, a transnational 

ceremonial association. [...] I would like to help defending it, as a spokesperson, and work 

together and exchange experiences” (PCR Member 4). 

The member does not know if she wants to continue with the operations and with establishing more 

ceremony rooms after the first realization, and she does not know about the state of PCR either.  

What is interesting is also, that PCR has removed the operation part in the description of the newly 

formulated vision. In the statutes it was formulated that the purpose of PCR was to both establish 

and operate the ceremony room. The fact is, that the future state of PCR is currently unknown. The 

future state can in fact be to simply close down the organization after the realization of a ceremony 

room if PCR can delegate the operation to the government, municipality or other institution. In the 

NPO survey, one NPO did explicitly articulate a ‘close down’ when stating its vision: 

“To prevent and remedy youth solitude, the vision is to be able to close the organization 

because we have combated youth solitude” (NPO Survey). 
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The NPO is no longer needed to sustain if it achieves its vision, although it is obviously very 

unlikely to prevent and remedy every case of youth solitude. Nevertheless, it can be a possible 

vision for PCR to state and initiate a close down after a potential realization but it is important to 

align these expectations both within the organization and with stakeholders. A takeover of the 

operation is crucial to plan ahead since it would probably take time to find another operator, and 

funders and donors may be interesting in knowing this before contributing. 

4.1.1.4 PCR: The Strategy 

The conceptualization of strategy by Hatch & Schultz (2001, 2003, 2008) is mainly rooted in 

corporate branding strategy, which originates from the positioning school of strategy (Mintzberg et 

al. 2009: 5-6, 87-9). This school claims strategy formation to be an analytical process that 

prescribes generic strategies as deliberate choices of positions in the economic marketplace (Ibid: 5, 

87-8). This is consistent with the view of Hatch & Schultz and the VCI Model that propose to 

identify organizational misalignments and to initiate in strategic brand initiatives on this basis to 

achieve a stronger and desired brand position, and a coherent organizational identity. Hatch & 

Schultz state that the strategic importance of corporate branding lies not only in its positioning of 

the company in its marketplace, but in creating internal arrangements (e.g. organisational structure, 

physical design and culture) that support the meaning of the corporate brand (Hatch & Schultz 

2003: 1046). This further illustrates that Hatch & Schultz and the VCI Model are also following 

other overlapping strategy schools like the design and planning school (Mintzberg et al. 2009). 

PCR states to have reached a stage where the organization needs to develop a strategy for how 

realization can be achieved under the challenging circumstances that all resources in the project are 

voluntary and that all financial subsidies must be sought (Appendix 1). 

When asking about the current strategic approach in PCR in the interview with John, he mentions 

that PCR does not really have a strategy. Instead he states that: “The challenge is to run into the 

right coincidences” (PCR Member 2). Based on this, John does not consider the current strategy to 

be deliberate but he rather relies on an emergent strategic approach (Mintzberg 1987: 12-4). 

Another PCR member expresses a need of a more intended and deliberate plan when stating: “We 

must make the strategy, such as the overall strategy for what is really going to happen in this 



Copenhagen Business School  Martin Hildebrand Lorentzen 

41 of 118 

project and where do we start?” (PCR Member 3). John agrees upon this when he at a PCR meeting 

states that: “There is a basic strategy we must have in place before we begin to look at what kind of 

building and the applications and things like that” (PCR Meeting 02.05.17). 

Strategy is particularly important for NPOs and should be action-focused to convert good intentions 

into accomplishments (Drucker 1990: 45). Drucker (1990) advocates a systematic marketing 

approach to strategy in NPOs of clearly defined goals that should be converted into specific results, 

specific targets, each focused on a specific audience for a specific market area, and it is the task of 

the manager to convert the organization’s mission statement into these specifics (Ibid: 48, 4). 

Drucker notes the importance of marketing in NPO strategy as he refers to the customers or users as 

the key stakeholders that the strategy and mission have to serve and satisfy (Ibid: 75). This leads the 

attention back to the question of the strategic focus on either the political and social movement or 

the user needs. According to Drucker, the users or customers are the most important for NPOs just 

like in companies, and he proposes that NPOs need a marketing plan, marketing effort, people, 

money and communication for their strategy (Ibid: 39, 48). Some of these basics are involved and 

discussed in some of the coming sections. 

It can be concluded that no matter the focus, a strategy is needed and should be discussed and 

developed after formulating clear statements about the vision, mission and scope of the project. 

P3: Discuss and develop a strategy of clearly defined goals after formulating clear statements 

about the vision, mission and project scope. 

According to Collins & Porras (1996) and Hatch & Schultz (2008) these statements should provide 

a clear direction and aspiration for the organization, which is an important although the crucial work 

is to create alignment with the organizational culture, stakeholder image. Moreover, the strategy and 

strategic vision of an NPO and PCR should be aligned with the existing contextual opportunities. 

4.1.2 Contextual Opportunities 

In this section I will apply the element of the contextual opportunities, which is an integration of the 

elements of opportunity and contextual forces from the SE Framework, which are related since: 

“The context shapes the opportunities available” (Austin et al. 2016: 11). The newly integrated 

element is presented in the incorporated framework in section 3.3, and it relates to the strategic 
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vision from the VCI Model due to their interdependency. The strategic vision is the mean for 

pursuing contextual opportunities, but the strategic vision is also dependent on the contextual 

opportunities that cannot be controlled. A proactive management approach of continuous alignment 

between these elements is thus a key strategic activity to enable the organization to identify and 

recognize the opportunities and to mobilize resources to achieve the greatest social impact (Ibid). 

According to Austin et al. (2006) a recognized social need, demand, or market failure usually 

guarantees a more than sufficient market size for SEs and NPOs (Ibid: 7), and contextual forces that 

may be unfavorable for market-based commercial entrepreneurs can potentially be viewed as 

opportunities for SEs and NPOs (Ibid: 16). 

4.1.2.1 PCR: Opportunities in the Context 

One of the PCR members also works for the key stakeholder of HS. At a PCR meeting he briefly 

informs about the current success of humanist confirmation - also known as ‘non-firmations’ - in 

HS as he tells that: “We have already filled up with humanist confirmation for the next year and the 

enrollment has been open for just two days. 120 people. And the waiting list is already filled up” 

(PCR Member 2). This interest from the Danish citizens for ceremonies and rituals outside of the 

Danish church indicates a socio-cultural trend and thus a contextual opportunity in the market. 

Another opportunity for PCR can be found in a public survey of the Danish population, made and 

published by the two news medias of TV2 and Politiken, which in 2011 could show that 53% of the 

Danes perceived themselves as “Christian believers”. However, only 6 years later in 2017, that 

share had dropped to 37%. Additionally, the share of people defining them as “Non-believers” had 

increased from 31% to 48% in the same period (Web 4). An expert in religion-sociology, Morten 

Thomsen Højgaard, expects this trend to continue and that Denmark will become more religion-

neutral (Web 5). The change in this socio-cultural context indicates that the scope of the market of 

ceremonially homeless people may increase, and thus a potential need for a ceremony room. 

A major regulatory change outside the boarders of Denmark could potentially also affect the 

political opportunities in Denmark as in the context of Norway where the church and state became 

separated by the 1st of January 2017. The change was approved in the Norwegian constitution in 

the year of 2012 (Web 6). Some PCR members perceive the current context of a non-secular Danish 
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state as adverse, and the organization has an underlying agenda of initiating a political and social 

movement for raising awareness and attention to the issue in order to change the context while 

pursuing and working for a physical ceremony room (Austin et al. 2006: 9). The case of Norway 

can thus be used by PCR to initiate and provoke the debate in the public and political scene, and to 

bring more attention to the alternative that PCR is working for. 

These examples show how following the context and its changes can affect the scope of 

opportunities. By actively monitoring the contextual forces, PCR and other NPOs can identify 

potential opportunities from which they can develop adaptive strategies (Ibid: 10). However, 

managers should identify relevant risks and threats, and approach opportunities with disciplined and 

strategic thinking (Ibid: 8). The task of the manager is then to determine at any given moment how 

to define the appropriate scope of the opportunity that can be pursued effectively (Ibid: 18). In this 

statement it is important to note the last term of ‘pursued effectively’ since the common problem of 

SEs and NPOs is often if the necessary resources can be mobilized to serve the need, not the 

existence of the need (Ibid: 7). Although Austin et al. (2006) claim that SEs and NPOs should focus 

“on opportunity, not resources” (Ibid: 4), it is naive and inevitable not to align contextual 

opportunities with the resources that the organization possesses or can attain. In the next section I 

will consider the human resources, which are the people enrolled in the organizational culture. 
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4.2 C: Organizational Culture & People 

The elements of organizational culture and people are perhaps the hardest to distinguish from each 

other. To distinguish the two elements, the organizational culture can be understood as the 

collective shared identity, non-cognitive, socio-emotional, social capital and behavioral characters 

of the organization, whereas people can be understood as the needed human resources that include 

cognitive capabilities (intelligence, knowledge, skills, competences), physical capabilities (time, 

manpower) and other human-bound assets and resources (contacts, special privileges and accesses, 

technologies). In short, the organizational culture is concerned of what the organization ‘want’ and 

its ‘engagement’, and people is concerned of what the members ‘can’ and their ‘capabilities’ 

(Stigter & Cooper 2015: 125-9). The culture will in general be analyzed on the organizational level, 

whereas people in generally will be analyzed on the individual level, although the levels of analysis 

can and do overlap to some extent in some situations in the study (Blakeney et al. 1983). 

I will first analyze the organizational culture for achieving a more granular understanding of PCR 

followed by the analysis of the existing and needed people and human resources. 

4.2.1 Organizational Culture 

Hatch & Schultz (2008) defines the organizational culture as: 

“The internal values, beliefs, and basic assumptions that embody the heritage of the company 

and manifest in the ways employees think and feel about the company they are working for; 

expressed through the symbols and artifacts (objects, words, and deeds) of the whole 

organization and all of its members” (Hatch & Schultz 2008: 231). 

The definition would still be valid if replacing ‘company’ with ‘organization’ to include other 

organizational forms such as NPOs and such. The definition is clearly related to Edgar Schein’s 

model of Levels of Culture consisting of artifacts, values and basic assumptions (Schein 2004). In 

addition, Hatch & Schultz did in an earlier text refer to the organizational culture as “the context for 

the heritage of beliefs, meanings, stories and other rich symbolic resources that are expressed in 

sense-making and sense-giving patterns” (Hatch & Schultz 2003: 1050). This definition emphasizes 

that culture is also expressed through the organizational processes of sensemaking and sensegiving 
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(Weick 1993; Ravasi & Schultz 2006). Furthermore, culture can function as the provider of shared 

experiences and collective identity (Hatch & Schultz 2008: 50). Besides the cultural material as 

mentioned by Hatch & Schultz (2008, 2003) and Schein (2004), cultural material can exist in the 

form of interaction rituals, symbols, codes, and commitments which shapes the impact, portability, 

and boundaries of institutions (Weber & Dacin 2011: 295). Lastly, cultural elements can be viewed 

as meanings, beliefs, ideologies, practices, values, myths, narratives, and the like (Benford & Snow 

2000: 629) all of which can take part of an organizational repertoire or ‘tool kit’ which can consist 

of meaning, including beliefs, ritual practices, art forms, and ceremonies, as well as informal 

cultural practices such as language, gossip, stories, and rituals of daily life (Swidler 1986: 273). 

This illustrates the diversity and complexity of culture as well as the extensive range of aspects and 

theories that are concerned with culture and its processes. 

Hernes et al. (2015) claim that organizational drivers can be understood in the dynamics inherent in 

the organizational processes, which can be analyzed within the culture at the organizational level of 

analysis rather than in initiated rationales (Hernes et al. 2015: 117). In other words, rationale vision, 

mission, and strategy statements are not the essential drivers for organizational actions. According 

to Drucker (1990), one of the essential drivers and processes that NPOs have to reflect on is 

commitment, since things are usually not being done well in NPOs unless people are 

committed (Drucker 1990: 6). Commitment is an socio-emotional attribute that is important in 

general, but it is in particular important in NPOs since people need to be committed in order to 

decide to use time and energy to work on a voluntary basis. As stated earlier by Hatch & Schultz 

(2003), culture can be expressed through sensemaking and sensegiving patterns (Hatch & Schultz 

2003: 1050), which entails the processes of interact that binds people and hence creates 

commitment (Weick 1993: 10). The organizational culture thus plays an important role as both the 

context and platform to inform and support sensemaking and sensegiving processes triggered by 

external changes that induce members to reevaluate aspects of their organizational identity (Ravasi 

& Schultz 2006: 433, 451-2). In short, sensemaking can be understood as the instinctive act by the 

members of constructing interpretations and shared understandings as they interrogate themselves 

on central and distinctive features of the organization, whereas sensegiving is a deliberate attempt 

by organizational leaders to shape interpretations and identity claims of self-definitions providing 
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members with a consistent and legitimate narrative to construct a collective sense of self (Ibid: 433-

4). A culture of strong commitment based on these processes is hence crucial for NPOs. 

P4: Ensure an organizational culture of strong commitment by being aware of sensemaking 

processes and by initiating in constructive sensegiving processes. 

The processes of sensegiving can be engendered from constructing narratives that can stimulate 

social and interpretative commitment while setting the stage for interacts (Hernes et al. 2015: 125). 

In this sense, social commitment refers to the socially binding interacts and identity, whereas 

interpretative commitment refers to the commitment to the underlying idea or vision (Ibid: 126-7). 

As a conclusion, the processes that create commitment derive from interacts inherent in the 

organizational culture of which engender actions (Ibid: 121), and actions are especially needed in an 

NPO like PCR. To understand the cultural context and challenges of PCR as well as the internal 

alignment, and alignment with the vision and image, I will analyze the actions (and non-actions), 

interacts and narratives of which are inherent in the sensemaking processes and thus in the 

members’ sense of commitment (Ibid). 

Throughout the observations and interviews with the PCR members, I have acquired a deep 

understanding of the culture of which can often be blurred for the members within the context. 

4.2.1.1 PCR: Commitment 

In the initial exploratory interview with the PCR project manager, Sara, she mentions ‘commitment’ 

and ‘sense of obligation’ as some of the key challenges in the culture and working processes of the 

organization. Hernes et al. (2015) states that the engendering of obligations and subsequent 

commitment among actors is an important aspect of sensemaking (Hernes et al. 2015: 126). The 

challenge is common though for most NPOs. Nevertheless, the challenge can be serious for the 

culture and organizational processes. As an example, Drucker (1990) states: 

“People assume - rightly so in a non-profit institution - that they are all dedicated to the same 

cause. So, when they are betrayed, or feel betrayed, it hurts much more. It’s more important in 

the non-profit institution than it is in a business to insist on the clarity on commitments and 

relationships” (Drucker 1990: 90). 
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This may express Sara’s experienced feeling. However, PCR is not the only NPO experiencing 

commitment as a challenge. From the NPO survey, one of the NPOs states that: “The biggest 

challenge is the commitment of the volunteers. It's hard to make them use the time it takes to create 

results. This is despite of the fact that they show interest and intention” (NPO Survey). Another 

NPO even mentions commitment as the first point in their strategy when stating: “Key strategy: To 

ensure commitment from as many members as possible […]” (NPO Survey). The ideal situation for 

Sara and PCR would of course be that all members have aligned their level of commitment to a high 

extent without fluctuations. This assumption is almost unrealistic to expect since it is common that 

people are committed in various degrees and reasons (i.e. social or interpretative). However, if the 

sense of commitment gets too volatile in a small NPO like PCR where the members are highly 

dependent on each other, this can cause harmful misalignments in the organizational culture. Some 

members may become demotivated by the lower commitment and obligation from other members 

of which is experienced through the actions (and non-actions), interacts and narratives. 

P5: Ensure to understand each other’s degrees and reasons for commitment, and to initiate in 

a reasonably shared alignment of commitments to avoid any significant fluctuations. 

When asking the PCR members about the roles in PCR in the personal interviews, one of them 

provides an interesting and surprising narrative that can be open for interpretation: 

“Sara is very much standing for, I mean, one wants to call it something with networking and 

also initiatives, and maybe often taking a last critical look on what's going on. The same does 

John, but John may also have a ... or prioritize it less. I mean, not in a negative way, but he ... 

he is standing just next to Sara, and she is a step further ahead as a leader, if you understand 

what I mean” (PCR Member 4). 

The interesting part of this narrative is that she mentions and perceives John as prioritizing the 

project or organization less, although not in a negative way, even though the question asked was 

considering the roles. When asking her about what she thinks will potentially happen with PCR and 

the members if or when a ceremony room is realized, she immediately said that: “Then I think John 

might want to pull out. He does not want to be involved in the operation” (PCR Member 4). This 

narrative was surprising and can potentially be perceived as demotivating for her and other PCR 
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members if they feel the same way. However, this cannot be concluded as a fact, although this 

supports the earlier empirical conclusion, that John is satisfied with a political debate and social 

movement in the form of a ‘mental’ ceremony room in the minds of people. He also did not inform 

PCR about the fact that he eventually went on a trip abroad and therefore could not participate in a 

scheduled meeting, although he had mentioned the uncertainty of whether the trip would be 

cancelled or not. There can be many reasons for this action (non-action) where one reason could be 

a low degree of obligation to PCR, although it is harsh to conclude without any further information. 

This is an example of how commitment and obligation can be viewed as underlying reasons for an 

internal misaligned culture. The PCR project manager did in the exploratory interview also mention 

‘responsibility’ and ‘keeping each other updated’ as some of the cultural issues. Perhaps the above 

example illustrates the obligation and commitment that the project manager is alluding to. 

Furthermore, I see it as questionable to what degree the Lisa feels committed to the cause. Initially, 

she did not enroll to the organization and project due to the cause, but rather for the opportunity for 

applying and developing her professional skills of communication, marketing and graphics (PCR 

Meeting 3). It is clear though that she highly sympathizes with the project, but I see it as 

questionable of how much she is committed to the vision and project if she one day feels like she 

can apply and develop her professional skills and creativity better in another way. Then the social 

commitment to PCR can become her major reason and feeling of obligation to stay. However, it is 

important that the members believe in the cause and are committed to it (Drucker 1990: 6). 

4.2.1.2 PCR: Work & Leadership Culture 

Other examples of actions that can be perceived as culturally harmful in PCR involve the working 

and meeting culture. The culture is affected by the actions (and non-actions), interacts and 

narratives, and what can be identified from the interviews and meeting observations in PCR is a 

working and meeting culture with slow deliveries and inefficiency, neglected work at home, 

exceeded deadlines, poor use of implemented PM tools (i.e. responsibility and priority schedule, 

removal of meeting reports) and lacking preparations for meetings. The culturally harmful actions 

(non-actions) require great leadership to handle. Somehow a stronger working and meeting culture 

has to be fostered in order to create results, and if not coming from the emergence of a relational or 
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collective leadership culture (Day 2000), it has to come from someone who has the authority, skills 

and motivation to take leadership and be the driver and change agent. 

The personal interviews indicate that the PCR members are aligned when praising and supporting 

that Sara is the project manager and leader in PCR, and indeed a good one. However, when asking 

Sara about her role in PCR, she expresses a personal wish to resign from the role of being the 

project manager for instead to use her time on taking care of other deliveries and activities such as 

stakeholder management and communication like writing Facebook posts, blog posts and material 

to the media and press. In addition, she states that: 

"I'm primus motor in this. It's both voluntary and involuntary. It's a role that falls very natural 

to me and that I like to take, but it's also a role that I'm getting a little crushed in once in a 

while since it would be nice if there were a little more ‘primus’ in some of the others" 

(PCR Member 1). 

One of the implications from this can be an internal organizational misalignment about the 

leadership culture in PCR. According to Day (2000), leadership can be viewed in two main cultures 

as either individual (i.e. an individual leader) which relates to personal power, knowledge and 

trustworthiness, or it can be viewed as relational or collective (i.e. social leadership) which is 

shared and relates to commitment, mutual respect and trust (Day 2000: 584). Almost no 

organization practices solely one leadership culture, but the narratives and actions by the PCR 

members indicates a current state of a more individual leadership culture with Sara as the leader. 

Sara engenders personal power from her leader actions and behavior, and from the narratives that 

describes her lifeblood, seniority and ownership. She also has a high level of knowledge about the 

cause from her educational background, and the narratives of the members indicate a great 

trustworthiness in her as a leader. Based on what can be understood from Sara’s own narrative, she 

basically asks for commitment, mutual respect and trust from the members, and thus for actions that 

would initiate a more relational or collective leadership culture. Drucker (1990) relates trust to the 

notion of predictability of which he claims the importance of in NPOs (Drucker 1990: 89). Day 

(2000) notes that the elements of the relational leadership culture are similar to Nahapiet & 

Ghoshal’s (1998) definition of social capital, consisting of a structural, relational and cognitive 
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dimension (Nahapiet & Ghoshal 1998), and it emphasizes the importance of the social and 

relational aspect in the culture which in turn can be perceived as a resource. 

4.2.1.3 PCR: Cultural Change 

According to Swidler (1986) culture provides resources for constructing organized strategies of 

action and hence does culture affect action, but in different ways in settled and unsettled periods 

(Swidler 1986: 281, 283). PCR has been in a settled cultural period for a long time, which can 

constrain actions (Ibid: 284), and from what can be understood from Sara, PCR needs what Swidler 

calls an unsettled period of social transformation of new strategies of action (Ibid: 278). The 

unsettled period is where people are practicing unfamiliar habits until they become familiar and 

thereby learn new ways of organizing individual and collective actions, which can be engendered 

from a highly explicitly articulation of ideologies of which can establish new strategies of action 

(Ibid). Explicitly articulating and sharing ideologies and commitments in PCR can thus be proposed 

to enhance mutual understanding and alignment, and for developing new strategies of action. 

P6: Initiate in highly explicit articulations of ideologies and commitments to develop and 

engender new strategies of action. 

This proposition is in particular relevant if the PCR project manager wants to engender a more 

relational leadership culture or new standards, habits and routines, which she also mentions as 

needed. According to Drucker (1990), leadership is accountable for results, since leadership is 

doing (Drucker 1990: 35). If all members should do more, they should take on more leadership, and 

thus responsibility and ownership. In particular can a lack of ownership discourage strong 

commitment to project-related activities (Larson & Gray 2011: 69). 

The explicitly articulated ideologies, commitments and narratives can tell and reveal a lot about the 

culture, and it is thus proposed that PCR will challenge the status quo more frequently from 

initiating cultural unsettled periods where a more relational leadership culture can be expressed as a 

need and thus promoted and adopted. As stated by Swidler (1986), culture appears to shape action 

only in that the cultural repertoire limits the available range of strategies of action, and that settled 

cultures constrain action over time because of the high costs of cultural retooling to adopt new 
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patterns of action (Swidler 1986: 284). Therefore, staying in a settled period for long time can 

constrain changes in actions and culture. 

Nevertheless, there exist cultural qualities in PCR that should be embraced rather than changed. 

4.2.1.4 PCR: Cultural Qualities 

Despite of various cultural challenges, some cultural qualities should be embraced and not 

neglected. The currently passive member, Emma, remembers from her active period in PCR that: 

“Besides a very good friendship and teamwork, which lasted for many years, there was of 

course an openness and responsiveness, care and helpfulness for each other, and 

understanding even if you had not achieved what you should” (PCR Member 5). 

Emma additionally summarized several positive values and attributes practiced in the organization. 

She mentioned a great team with mutual respect and meetings every month, and that they had an 

effective structure despite of slow deliveries and results. She considered Sara to be a competent 

project manager with various beneficial practices and tools such as the now removed minutes of 

meetings report. The current member, John, states: 

“The positive is that it is still lifeblood. That we, despite the fact that the ceremony room is not 

yet realized, still meet once a month, and still keep up the spirit and believe in the project, and 

the to have something in common is quite unique” (PCR Member 2). 

Lifeblood and perseverance are personal socio-emotional attributes that have been transferred to 

something common besides the common goal. A common goal and to do things together were also 

mentioned by Sara in a narrative about the trip the members had together to La Biennale in Venice 

to see the exhibition of the 1.4 meter architectural model of a ceremony room designed by SA. A 

trip that enhanced the teamwork and culture, she noticed. John further mentions that he feels 

motivated when new members enroll to the organization and project. 

Concerning the working culture, Rose describes the open delegation as a positive value and 

attribute, but she is actually open for more responsibility as she thinks it will increase her 

engagement and commitment (PCR Member 4). This is also a reminder of the fact, that people feel 

motivated and engaged in different ways depending on the person and with respect to the context. 
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PCR can utilize the opportunity for those who find responsibility as a motivating driver by 

considering the theory of situational leadership (Hersey & Blanchard 1988). Furthermore, Rose 

thinks that the organization has a positive culture with great values and a flat hierarchy. 

From my observations at the PCR meetings, I can recognize many of the values and attributes 

mentioned by the PCR members. The members try to meet on a monthly basis even though they are 

in scarcity of time due to jobs, school and family. However, when they meet, it is clear that they 

have build up good social relations to each other. In this way, a culture with good social relations 

can become a way for PCR to keep and mobilize organizational members. 

Based on these cultural qualities, PCR has a solid cultural foundation with positive social relations, 

lifeblood, perseverance, value and attributes just to summarize some. These cultural conditions is an 

opportunity for PCR to communicate and spend more time together, as well as an opportunity for 

talking openly about strategic choices and what will engage and motivate each other with respect 

and considerations to differences. In this way, PCR can initiate in explicit articulations of ideologies 

and commitments as recommended in the earlier proposition. However, even if PCR pursue these 

opportunities for building a more aligned and efficient culture as a basis for a strong organizational 

foundation, the project vision cannot be realized without the required people and human resources. 

4.2.2 People 

People is the second element in the SE Framework and is defined as those who actively participate 

in the venture (Austin et al. 2006: 5). Sometimes Austin et al. (2006) alternate between using the 

notion ‘people’ and ‘human resource’. As mentioned earlier in section 4.2, the element of people is 

viewed as the human resources of cognitive capabilities, physical capabilities and other human-

bound resources and assets, and it can thus be interpreted as the ‘can’ and the ‘capabilities’ of the 

organization (Stigter & Cooper 2015: 125-9). In this section I will analyze and explain the human 

resources and structure in the organization of PCR and in other NPOs. 

4.2.2.1 PCR: Organizational Characteristics 

PCR is formally an association with a constituted board that is not currently settled or active. In the 

NPO Survey, 28 (61%) out of 46 of the respondent NPOs are associations too (Appendix 5: 
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Question 7). More interestingly is that only 1 out of 46 NPOs do not have a board, and only 2 NPOs 

have a board that is rarely active and insignificant (Ibid: Question 7). However, 30 (65,2%) out of 

46 NPOs answers that the board is very active and has a huge influence and significance for the 

organization. In the question about ‘what are the most important strategy and key success factors for 

the organization’, one NPO answers: 

“Agreeing board and competent employees who have a relatively clear strategy for what they 

want with the organization. It is a prerequisite so that resources and energy can be united and 

move the organization forward” (NPO Survey) (Ibid: Question 20). 

Two other NPOs mention the board as a challenge due to either a low enrollment or high degree of 

illness. Based on the survey, it is clear that many other associations have an active board and find it 

highly significant. PCR has currently six members in its core organization whereas one is currently 

passive. In the NPO Survey, 8 (17,4%) out of 46 NPOs have between 1-10 members like PCR (Ibid: 

Question 11). Most of these are patient-associations for a small group of people with very rare 

diseases. Everyone in PCR have full-time jobs or study at university. The PCR manager uses in 

average around 2-3 hours on PCR per week, and the other members probably uses less time. In the 

NPO survey, 9 (19,6%) out of 46 NPOs also uses between 0-10 hours per week on working for the 

organization whereas some of these are the same patient-associations who only had 1-10 members 

(Ibid: Question 2). 21 (45,7%) of 46 NPOs answers to use more than 40 hours on working for the 

organization per week. From this it is clear that most of the respondents, which are mainly CEOs, 

board chairmen or project managers, uses much more time than the manager and members in PCR. 

The time used by the respondents in the NPOs correlates positively with the NPOs using paid staff. 

Only 10 (21,7%) out of 46 NPOs are solely dependent on volunteer labor like PCR, and once again, 

several of these are the patient-associations mentioned earlier (Ibid: Question 13). Equally 18 

(39,1%) and 18 (39,1%) out of the remaining NPOs have either fewer than 10 paid employees, or 

more than 10 paid employees. The majority (78,2%) of the NPOs in the survey hence use paid staff. 

Based on the results it is reasonable to argue that PCR may not have the sufficient human resources 

in terms of both the amount of people and their time, not to mention the sufficient capabilities. In 

accordance to Austin et al. (2006), SEs and NPOs need to ensure that the scope is aligned internally 

with the available people and resources (Austin et al. 2006: 18). 
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4.2.2.2 PCR: Human Resources 

In the first exploratory interview with the PCR project manager she mentions resource mobilization 

and optimization as some of the main challenges. Austin et al. (2006) argue for that mobilization of 

human (and financial) resources in the SE and nonprofit sector as quite distinct from the 

commercial sector, and that mobilizing human (and financial) resources for SEs and NPOs is an 

extremely onerous task (Austin et al. 2006: 16-7). They argue that due to the rationale that a larger, 

better-resourced organization will better be able to deliver on its social mission, several SEs and 

NPOs can become so internally focused on procuring resources to support the organization’s 

growth that they neglect the focus on actually creating social value and impact (Ibid: 17). However, 

this is not the case for PCR even though they underline the resource aspect as highly important. 

Time and People 

Concerning the human resource aspect, PCR first of all need more working hours. As one of the 

member states: 

“It is volunteers, and it is time-consuming compared to our everyday life, and it will always be 

in competition […] if we are to meet the timely aspect of it, it is advantageous that there are 

more people who can work at different times” (PCR Member 3). 

She partially supports the rationale that a larger organization is better able to deliver, although she 

also considers the disadvantages of being too many. The need of time is also the reason why Emma 

is temporary a passive member in PCR. The project manager tells that she does not have more hours 

to spend on the project than those she currently uses. In terms of realizing a construction project that 

will cost millions, it is a matter of course that PCR needs more time and more people. The most 

frequently answer in the NPO Survey was that 9 (19,6%) out of 46 NPOs have between 201-500 

voluntary helpers (Appendix 5: Question 11). As a conclusion, the organization of PCR does not 

seem to be leveraged for the project with its current human resources of time and people. 

Competences 

Some of the members in PCR have a professional integrity to some extent within religious science, 

political science and psychology, change management, and communication and marketing. All 

members in PCR have their forces and competences, and they need to utilize these and share their 
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knowledge. As an example, the member with the forces in communication and marketing did not 

know the differences between some of the target groups such as atheists and agnostics. It is an 

opportunity that the members within the organization can share knowledge since there can be many 

obstacles for sharing knowledge across organizational boundaries (Austin et al. 2006: 18). 

In the interviews with the PCR members, most did mention that Sara is a great leader of PCR. Her 

competences to delegate, lead, take initiatives and her network and contacts is mentioned as some 

of her forces and qualities. One area mentioned where she can improve is by communicating the 

concept of PCR on a less abstract and more understandable level, and by also focusing more on the 

user needs rather than on the science of the project and concept. From my observations at the 

meetings, I also noticed her leader-behavior as being the one bringing the agenda to the table and 

leading the word when no one else did. She is very open to inputs and to let everyone speak and 

bring in ideas, although she can also break through in conversations when needed. From a 

leadership perspective, I would categorize Sara to be mainly democratic and relational-oriented 

(Stogdill & Coons 1957) as well as practicing mostly a coaching leadership style (Hersey & 

Blanchard 1988). The best leadership style is often dependent on the situation and personal level 

and interest, like the prior example of Rose who would feel more engaged if she got more 

responsibility. Also people needs to know their tasks and responsibilities, otherwise they may not 

feel obligated and thus engaged to do anything outside from the meetings. 

As stated earlier, PCR has competences within religious and political science, psychology, change 

management, and communication and marketing, whereas communication and marketing are of 

high importance. In addition, PCR has competences within politics and architectural engineering 

from its stakeholders of Tommy Petersen from Radikale Venstre and from SA. However, PCR 

needs technical construction engineering and project management competences to execute the 

project, as well as competences within financial planning and fundraising. In order to determine the 

functions and competences needed, I have analyzed the organizational structure and approach of 

PCR from a PM perspective. 
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4.2.2.3 PCR: Project Organization Structure and Approach 

PCR can be categorized as a projectized (PMI 2013: 25) or project-based organization (PBO), 

whereas the latter is an organizational form with no formal functional coordination and where the 

entire organization is dedicated to one or more projects (Hobday 2000: 874-8). In the NPO Survey, 

9 (19,6%) out of 46 NPOs were also project-oriented whereas 22 (47,8%) where equally operational 

and project-oriented (Appendix 5: Question 9). Currently PCR has no formal structure, but they 

have implicit roles based on competences, educational background and interests. 

PCR has until now worked mostly in accordance with the agile project management approach and 

methodology with incremental, iterative development cycles which is ideal for exploratory projects 

in which the scope and requirements need to be discovered (Larson & Gray 2011: 583). It has been 

an ideal approach for PCR to use in the initial development phase of the concept. However, agile 

project management is fundamentally related to a rolling wave planning where the final project is 

not known in great details and is continuously developed through a series of incremental iterations 

over time (Ibid: 585). Agile project management methods (e.g. Scrum) are better suited for distinct 

projects that can be completed by smaller teams, and are not suited for larger projects like 

construction (Ibid: 592). PCR needs more traditional project management practices to progress. 

PCR should not perceive the vision of realizing a ceremony room as a single project, but rather as a 

portfolio with several programs and projects (Ang et al. 2016: 2; PMI 2013: 9). Constructing a new 

or modifying an existing building into a ceremony room can be defined as one program with several 

interdependent projects consisting of several deliveries, etc. Creating marketing campaigns, 

ensuring media coverage, recruiting human resources, conducting market research, and acquire 

capital funding and manage the financial resources are examples of other programs with several 

underlying projects which are all interlinked and interdependent in order to realize the final project. 

The important proposition for the organizational approach of PCR is to: 

P7: Consider the project as a project portfolio that needs to be broken down into several 

programs with several projects consisting of several deliveries and tasks that have to be 

assigned to a person who will be in charge and thus held responsible. 
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This will first require someone to be responsible for practicing project portfolio management 

(PMM). If the current PCR project manager is not willing and capable of taking this position, 

someone else has to be found and assigned with the responsibility. PCR needs to have a clear idea 

of what programs and underlying projects that need to be accomplished and thus define the 

functions and competences needed. In the project-based organization (PBO) structure, there will be 

one person responsible for each of the programs or project. As an example, one will be dedicated to 

be responsible for marketing campaigns, one for media coverage, one for stakeholder management, 

one for member recruitment, etc. However, if they all need financial capital for their activities, then 

it is not efficient if they all individually have to raise money from different sources for their 

individual programs and projects. Some functional coordination across program or project lines is 

therefore proposed. If considering the structures presented by Hobday (2000), the project-led 

organization structure is more suitable for PCR as this structure fits organizations where the need of 

programs or projects outweigh the functional influence on decision-making and representation, but 

some coordination across program and project lines is needed (Hobday 2000: 878). Therefore, some 

members can be defined as program or project managers for program or project lines, and some 

could have a cross-functional or combined role as being a functional manager. 

After breaking down the portfolio into programs and projects, PCR can better identify what 

functions need to be carried out, and what competences are thus needs. In this way, PCR can be 

more direct and deliberate in its recruitment strategy. People outside who would consider becoming 

a volunteer member needs to know what PCR needs and are looking for. This is crucial in 

recruiting, mobilizing, and also in detaining human resources. People need to know the value they 

can bring and the difference they can make and for whom. 
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4.3 I: Stakeholder Image & Capital 

Financial capital in NPOs and SEs are often highly dependent on subsidies, grants, funds or other 

financial contributions from governmental institutions or private stakeholders. The financial capital 

thus depends on the relations with and the image of the stakeholders. This is how the relationship 

between the elements of stakeholder image from the VCI Model (Hatch & Schultz 2008) and 

capital from the SE Framework (Austin et al. 2006) are interlinked in the incorporated framework. 

4.3.1 Stakeholder Image 

Hatch & Schultz (2008) define stakeholder image as: 

“The meanings associated with an organization by its external stakeholders; the outside world’s 

overall impression of the company at a particular time. Includes the views of customers, 

shareholders, the media, the general public, and so on” (Hatch & Schultz 2008: 231). 

In accordance to the diagnostic questions to the VCI Model, I will first consider “who are the 

stakeholders?” (Hatch & Schultz 2008: 13; Hatch & Schultz 2001: 131) which considers the 

alignment between image and vision. The literature of the VCI Model does only present few tools 

and techniques for identifying and analyzing stakeholders and the alignment with vision and 

culture, i.e. stakeholder survey, dialogue between brand managers and stakeholders, and events and 

routines that connect stakeholders to each other via the brand (Hatch & Schultz 2008: 81-2). 

Stakeholder identification and analysis is a discipline often associated with PM. According to the 

PMBOK® Guide (2013), identifying stakeholders is the process of identifying the people, groups, 

or organizations that could impact or be impacted by a decision, activity, or outcome of the project 

(PMI 2013: 393). Moreover, it is crucial to analyze the stakeholders’ level of interest, their 

individual expectations, as well as their importance and influence on the project (Ibid: 934). It is 

important to identify and analyze the environment of external stakeholders since organizations are 

dependent on resources (capital, labor, commodities, etc.), and support and legitimacy from their 

environment in order to survive (Jacobsen & Thorsvik 2008: 177). The aspects of resources and 

legitimacy are rather neglected by Hatch & Schultz (2008), although these are of high importance, 
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and especially for PCR. These aspects will be included in the analysis, where I will identify and 

briefly analyze the stakeholders and their influence and complicity in PCR and the project vision. 

4.3.1.1 PCR: Stakeholder Identification and Analysis 

PCR has in 2011 conducted a stakeholder matrix analysis (Appendix 9) and a stakeholder analysis 

table (Appendix 10) where the organization has identified, classified and analyzed all of its 

stakeholders. In addition, PCR conducted an interest manifestation research (Appendix 11) in 2013 

by sending out surveys to 79 religious communities asking about their interest, support and 

potential usage of a ceremony room. These three documents have been used for the analysis of 

stakeholders. However, if PCR decided to conduct new stakeholder analyses today, the results 

would may look different since the analyses are conducted in 2011 and 2013, which is a fact worth 

considering when applying and interpreting the data. 

The stakeholder matrix and table by PCR are based on the stakeholder analysis model by Andersen 

et al. (1999, 2005), and the principles of the method are similar to the stakeholder analysis and 

classification model presented in PMBOK® (PMI 2013: 395-7). The stakeholders are classified as 

one of four types depending on their perceived degree of influence and complicity in the project. 

The stakeholder matrix clearly illustrates the stakeholders’ positions in terms of influence and 

complicity, and the stakeholder table describes the stakeholders in more descriptive details. The 

table contains 20 stakeholders whereas the matrix contains two more (i.e. customers and others with 

same need). The list of stakeholders is long but not collectively exhaustive of all potential 

stakeholders. Other stakeholders that could be included are the media and press, the government, 

Copenhagen administration of cemeteries, Rambøll, Human-Etisk Forbund in Norway, Danish 

universities, and probably more. However, PCR should pay most attention to the image from 

stakeholders with highest influence and complicity, and thus impact on the organization and project. 

Based on the stakeholder analyses by PCR and from asking the members about the key strategic 

stakeholders at the personal interviews and meeting observations, the five stakeholders that seems 

to have the highest influence, complicity and attention from PCR are: 
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Svendborg Architects (SA) 

Humanistisk Samfund (HS) 

Livsceremonier (with Emma from PCR) 

Radikale Venstre (with Tommy Petersen) 

Various Funds 

The stakeholders can be classified in various categories, and the choices depend on the organization 

and context. Based on existing and recognized stakeholder analyses and classifications models 

(Friedman 1970; Freeman 1984; Donaldson & Preston 1995) I have identified five important 

categories of external stakeholders for PCR as shown in the table (4.1). 

Table 4.1: Stakeholder Categories 

Categories Description 

Users or Customers 
Collaborators or Partners 
Sponsors or Funders 
Political Entities 
Contractors or Experts 

Who will use it 
Who have the expertise and interest to pursue the project vision 
Who sponsor and donate to the project realization 
Who can ensure political and legal support 
Who have the capabilities to conduct major technical deliveries 

 

If relating these proposed categories with the stakeholders identified in PCR’s stakeholder analyses, 

then these can be classified as in the following table (4.2). 

Table 4.2: Stakeholder Classification 

Categories Stakeholders 

Users or Customers 
Collaborators or Partners 
Sponsors or Funders 
Political Entities 
Contractors or Experts 

HS, Livsceremonier, Ceremonially homeless communities, others 
SA, HS, Livsceremonier, Radikale Venstre, Rambøll 
SA, HS, Rambøll Copenhagen City Council, various funds 
Radikale Venstre, Copenhagen City Council, The Government 
SA, Rambøll 

 

In the next, I will analyze these five categories of stakeholders in more details. 
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Users or Customers 

Among the potential users and customers of a ceremony room, HS is one of the ceremonially 

homeless communities of which PCR is closely collaborating with. HS is a relatively small but fast 

growing user group (approx. 1,200 members in 2017) that advocates their own and society’s need 

for an open-viewed room for e.g. naming, non-firmations, weddings and funerals (PCR Talk Event). 

HS is thus a user and customer group that will use the ceremony room when established. 

Livsceremonier is another customer and collaborator of which is owned and operated by the passive 

PCR member, Emma. Livsceremonier arranges ceremonies for people who want ceremonies 

outside of the church. Livsceremonier has the direct contact with the prospect users, and the 

company will use an established ceremony room is as another service offer for its customers. 

In spite of HS, there are other religious communities who can become users and customers for a 

ceremony room. Nevertheless, HS is the largest and the one with highest influence and complicity. 

Others can be individuals, couples, families, communities, etc. who want to arrange a solemn 

ceremony, rituals and perhaps cultural arrangements outside of the church. 

Collaborators or Partners 

SA is the preferred architect firm of which PCR is highly collaborating with. Initially, the CEO of 

SA, Johnny Svendborg, was the first to initiate the project of a religious neutral ceremony room. He 

and his company would be responsible for the architectural design of the project. HS and 

Livsceremonier would be responsible for the aesthetic parts (Appendix 12). PCR was established 

shortly after as a result of this collaboration. Thus are SA, HS and Livsceremonier crucial 

stakeholders who possess ownership, expertise, interest and will to pursue the vision. 

The political party of Radikale Venstre has several times brought up the topic of ceremony room in 

the budget debates in the city council of Copenhagen. It is in particular the politician from Radikale 

Venstre, Tommy Petersen, who is the stakeholder as he is the one advocating the project in the 

public and political debate and within the party. The work resulted in a financial contribution on 

300,000 DKK (50,000 USD) for a projection in 2013. However, no contributions have since then 

been allocated for the project from Copenhagen city council or municipality. 
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Rambøll is an engineering company that has allocated time and funding to the project, and the 

company has been collaborating with SA in terms of the estimated projections. Today is the 

influence, complicity and thus collaboration and communication with Rambøll low. 

Other collaborators could have been included such as URI and Human-Etisk Forbund of which is 

the Norwegian twin to HS. However, their influence, complicity and collaboration are very low. 

Sponsors or Funders 

Both SA, HS and Rambøll have sponsored and donated with funding and time for the project. Other 

sponsors have been the city council of Copenhagen and various funds. In terms of resources, PCR 

are highly dependent on these and other potential sponsors, funders and donors. 

Political Entities 

The political entities perceived as having the highest influence on PCR and the project are the party 

of Radikale Venstre, other political parties in the city council of Copenhagen, and the government. 

Radikale Venstre has to influence the other parties in the city council for new contributions to PCR. 

In the autumn 2016, the party was refused of funding for the project. Also the government has an 

influence in the political setting. The political debate concerning PCR and the project is crucial for 

both the allocation of resources, support, legitimacy and legal issues concerning funerals. 

Contractors or Experts 

PCR does not have the needed capabilities to execute the major technical deliveries of designing, 

calculating, planning and constructing a ceremony room. As stated earlier, the collaboration with 

Rambøll is rather low today, but when PCR makes a decision of the scope and has gained financial 

capital, Rambøll could be a potential engineering contractor of the project. Other contractors or 

experts could additionally be involved within construction, and perhaps fundraising and marketing. 

4.3.1.2 PCR: Nonprofit Marketing Practices 

The customer group of ‘others’ from the stakeholder analysis is a widely defined segment. PCR 

would have to initiate in marketing practices to clearly define the potential user and customer 

segments. Drucker (1990) encourages NPOs to define their markets, and to think through to whom 

the NPO wants to market its service or product (Drucker 1990: 58). Nevertheless, PCR has created 



Copenhagen Business School  Martin Hildebrand Lorentzen 

63 of 118 

a document with prospect personas of potential users of a ceremony room (Appendix 13). The 

document consists of four personas each centered around one of the four ceremonies: naming, 

confirmation, wedding and funeral. The personas can thus be used for segmenting and targeting 

specific customer groups. Drucker emphasizes these marketing practice as he further claims that 

even churches need well-defined groups who are looking for one or more particular satisfactions, 

and that institutions like churches would be more successful if they define their target groups 

whether it might be singles, divorced, age, etc. (Drucker 1990: 58). Next, PCR needs a marketing 

plan and effort for each target group by considering how to reach the specific segments (Ibid: 48). 

To obtain an idea of the potential market size and demand for a ceremony room, PCR could look 

into statistics concerning the share of people outside of the church, and how many non-firmations 

and weddings that are annually being hold outside of the church. These can be found in public 

databases, and both HS and Emma from Livsceremonier hold numbers for estimation of these. 

Before initiating into creating marketing strategies, PCR needs to initiate more market research to 

understand what the needs and wishes are for the users and customers (Ibid: 78). PCR can thus 

better evaluate the strategic vision and project scope, and additionally identify and target their users 

more effectively based on these marketing practices. 

4.3.1.3 PCR: Image of Stakeholders 

PCR is a small NPO in its initiation phase with low resources and a questionable degree of support 

and legitimacy from its environment. It has thus been necessary for PCR to involve and collaborate 

with multiple stakeholders, and the organization probably needs to consider involving more. This 

will not only require a great deal of stakeholder management and communication, but also 

stakeholder negotiation and alignment with the culture and vision. As one of the members state: 

“The more involved, the more different agendas [...] it is a challenge, because we want it all” (PCR 

Member 3). Based on this it is crucial to manage and align the stakeholders’ interests and images 

with the values and strategic vision of PCR. 

According to Hatch & Schultz (2008), stakeholder image is the meanings associated, and the overall 

impression and views given to a company or organization by its customer, media, general public, 
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and so on (Hatch & Schultz 2008: 231). It is important to understand why the stakeholder image is 

important, not only for businesses, but also for NPOs like PCR. 

In the text by Hatch & Schultz (2001) they viewed image as a crucial part in corporate branding as 

they express that: “Corporate vision and culture are themselves powerful strategic tools, once they 

are aligned with stakeholder images, the corporate brand can become a powerhouse” (Hatch & 

Schultz 2001: 134). In subsequent texts, Hatch & Schultz also emphasize image as crucial in the 

dynamics of the organizational identity conversation as illustrated in Appendix 14 (Hatch & Schultz 

2002: 1004; Hatch & Schultz 2008: 50-6). In general, Hatch & Schultz claim that image is 

important for enhancing corporate branding, and if: “managed well, VCI alignment and the sense of 

belonging it nurtures can transfer stakeholders’ passion and loyalty for your brand to new 

ventures” (Hatch & Schultz 2008: 85). Nevertheless, the image is not only important for creating 

passion and loyalty to the brand, but it is critical for attracting and mobilizing resources to the 

organization, and for obtaining the necessary support and legitimacy for an organization’s survival 

(Jacobsen & Thorsvik 2008: 177). This is in particular more critical for PCR at the current state. 

In the next, I will analyze, interpret and explain the images of the most important stakeholders. 

Humanistisk Samfund (HS) 

The chairman of HS, Lone Ree Milkær, expresses the purpose and need for a ceremony room in the 

Talk event arranged by PCR when she stated: “The purpose of an open-viewed ceremony room is 

that we should have it because it is needed. I'm experiencing this all the time as a celebrant” (PCR 

Talk Event). HS has praised PCR for its work in the directors’ report in 2012, 2013 and 2014, 

although PCR was not mentioned in the following years. The collaboration and communication 

between PCR and HS today is rather limited and can be improved. HS still has a high need and 

interest for a ceremony room, but HS perceives PCR more as an independent organization. It would 

be advantageous if this image of PCR changed, and that both organizations worked more together to 

obtain synergy effects. PCR could promote the work and offers by HS to attract more members, and 

HS could be more supportive to PCR with regard to human and capital resources and PR. 
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Svendborg Architects (SA) 

SA has a belief and high interest in the project since the company has been part of it since the 

beginning. It is mentioned in earlier sections that the project proposal by SA of a large glass 

construction will have an estimated cost of roughly 50-100 million DKK (8-16 million USD). This 

will definitely be a prestige project for SA that can expect massive interest, media coverage and 

publicity of which can engender brand awareness and enhance the reputation and image SA. In the 

personal interviews with the PCR members, they support the project proposal by SA as they all 

mention it as part of the most visionary and greatest project scenario. Although the interest of SA is 

aligned with the vision and culture of PCR, this project can be viewed as a very comprehensive and 

highly optimistic project scope that has not been aligned strategically with the human and capital 

resources in PCR. In this way, PCR has experienced external scope creep (PMI 2013: 562) from a 

misalignment between the scope and what seems to be strategically feasible. Subsequently, SA 

conducted four more realistic proposals with estimated cost that spans from approx. 10-20 million 

DKK (1.5-3 million USD) (Appendix 15), to 36 million DKK (5.8 million USD) and 52 million 

DKK (8.35 million USD) (Appendix 16). It is important for PCR to maintain close and good 

relations, and to build up an image with SA as the company can provide PCR with support, energy 

and drive, human resources, competences and PR. 

Livsceremonier (and Emma) 

Currently, Emma from Livsceremonier only has a low direct impact on PCR. Nevertheless, she has 

a close image of PCR and the project as a former active member. As earlier stated, she has 

experienced a slow but effective and competent culture in PCR, and she has been part of developing 

the concept and vision. At the current state, Emma does not follow the project much, or feel sense 

of belonging to PCR and the project. She states in the personal interview, that it has been her own 

decision to become a passive member, but if PCR contacts her, she is willing to help. Additionally, 

she notes that: “I might also think that, if it is established, I would take active part in a board, or in 

some way, because I would like to influence the profile of it and have it on my website and 

recommend people to use it” (PCR Member 5). It is of course, that Emma and Livsceremonier 

would like to have some kind of influence on the established ceremony room since she will be a key 

customer. She knows that the need for the ceremony room exists, and many customers ask her 
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where they can arrange ceremonies like weddings and funerals. Although the need exists, she has 

her doubt if and how PCR can acquire enough customers to the ceremony room. In general, 

Emma’s image could be better in terms of her belief that PCR can accomplish the goal of 

establishing a ceremony, and subsequently run it with staff and marketing and such. 

Radikale Venstre and Copenhagen City Council 

Tommy Petersen is the main advocate for a ceremony room in his party of Radikale Venstre, and he 

has the project as one of his key issues in his political act. During his work for advocating the 

project of PCR he has experienced an increasing interest from politicians from other parties in the 

city council, but the cost is the main issue. The general acknowledgement and recognition of the 

need for a ceremony room can engender legitimacy for PCR and the project. However, the project is 

still a low priority by most parties in the city council due to their judgment of the need and triage. 

The Public 

It is important for PCR that the public has a good image of what the organization is doing and 

trying to accomplish in order to achieve public interest, support, recognition, legitimacy and 

resources. In an online article published in 2013 by a Danish tabloid media, the readers were asked 

of their opinion about a potential ceremony room with a cost of 100 million DKK (16 million USD) 

(Web 2). From the associated survey of 1,740 participants, 37,46% (652) did answer that a neutral 

ceremony construction was a good idea, and 62,53% (1,088) answered that the project was 

redundant. Asking of whether the municipality or government should be financially responsible for 

a ceremony room, 31,21% (543) agreed whereas the other 68,79% (1,197) disagreed. These 

numbers indicate a relatively low interest for the project. However, we cannot be confident about 

what the general opinion of a ceremony room would be if the article and survey is posted today. 

Since the need for a ceremony room has been growing, it is reasonable to assume that the support 

for a ceremony room would grow as well. In addition, it has to be taken into account that the article 

stated that a ceremony room would cost 100 million DKK (16 million USD). This could potentially 

have had a negative impact on the support of the project in the survey result, and it is reasonable to 

assume, that a lower presented cost could have a positive influence in the survey. Therefore, the 

survey only provides a fairly indicator that more than 1 out of 3 of the population thinks that a 



Copenhagen Business School  Martin Hildebrand Lorentzen 

67 of 118 

ceremony room is a good idea, and that a slightly smaller proportion also thinks that the 

municipality or government should be financial responsible in such a project. 

NPOs typically ask for legitimacy and resources from their stakeholders, although these represent a 

source of uncertainty since the streams are not necessarily predictable or controllable (Balser & 

McClusky 2005: 296). Moreover, NPOs and SEs often experience fewer financial institutions, 

instruments, and resources, as well as scarce and restricted funding, which hinder the ability of 

NPOs to mobilize and deploy resources (Austin et al. 2006: 12). In the next, I will look at the 

financial capital of which is one of the most important resources that stakeholders provide to NPOs. 

4.3.2 Capital 

Capital is the second resource element in the SE Framework (Austin et al. 2006) that considers the 

monetary financial resources. It therefore delimitate from other forms of capital, such as social 

capital, personal needs, goodwill and other transactions. Financial capital is important for any 

organization and business, but the task of acquiring and mobilizing financial resources in SEs and 

NPOs is far more difficult than for businesses since NPOs and SEs have to rely on and address a 

philanthropic capital market which has fewer funding channels with restricted capital and the key 

incentive is not financial ROI but rather social ROI (Austin et al. 2006: 12). The capital market for 

NPOs is small and has a specialized infrastructure of national and community foundations, early 

stage fellowship grantors, and venture philanthropists, and although these sources of nonprofit 

capital are scarce, they have long been the typical source of funding for organizations pursuing a 

social mission (Battilana 2012: 53). NPOs usually acquire capital from individual contributions, 

foundation grants, member dues, user fees, and government payments (Austin et al. 2006: 12), and 

in order to attract these capital sources, it is recommended that NPOs have a strong reputation that 

engenders trust among its contributors, and a willingness to invest in the social enterprise and its 

mission (Ibid: 11). Reputation for fairness and skill in dealing with the individual needs of the key 

players is often the difference between attracting great resources and being an interesting, but 

unfunded idea (Ibid). This justifies the importance of NPOs to consider their stakeholder image, and 

it further exemplifies the synergy of the two incorporated models in the incorporated framework, 

since the stakeholder image is an area slightly neglected in the SE Framework by Austin et al. 
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(2006), whereas capital mobilization is neglected in the VCI Model by Hatch & Schultz (2008). 

This illustrates the models’ individual limitations but mutual strength when these two models are 

considered together. 

Before focusing on the funding strategy of PCR, I will present, analyze and discuss the numbers and 

statements that exemplify strategies and tactics applied by other NPOs. 

4.3.2.1 Other NPOs: Funding Strategies and Tactics 

The 46 responses from the NPO survey have provided rich information about how other NPOs and 

institutions are dealing with the challenge of financial funding. The NPO survey shows that more 

than every second NPO receive financial funding from public funds (32 = 69,6%), memberships 

fees (30 = 65,2%) and private funds (28 = 60,9%). Three other frequent sources of financial capital 

are from municipal grants (22 = 47,8%), grants from individuals (21 = 45,7%) and company 

sponsorship (18 = 39,1%). Government grants (13 = 28,3%) and other collections (13 = 28,3%) are 

almost being applied by every fourth NPO in the survey (Appendix 5: Question 16). Acquiring 

financial capital is the responsibility of the employees (31 = 67,4%) in most NPOs, whereas many 

NPOs also use volunteers (22 = 47,8%) for raising capital. Only five (10,9%) have outsourced the 

responsibility to external fundraisers (Appendix 5: Question 17). 

The NPOs use various strategies and tactics when asking about their capital raising strategies. From 

the qualitative question about the strategies and tactics applied, the responses spans from entering 

long-term cooperation with foundations and municipalities, continuous fundraising from private and 

public funds, events and lotteries, §18-funds, support from organizations and companies, 

membership fees, gifts and grants from private people, etc. Some NPOs are structured with clear 

procedures and a yearly plan meanwhile others have a more sporadic approach. The strategies and 

tactics are all different and customized to the NPO and its mission, size and need, although some 

common characteristics can be recognized like in table 4.2. This confirms the basic assumption that 

there is no single common strategy and tactic that fits every organization. 

In the next I will apply theories and studies concerning capital funding and funding strategies and 

approaches in the analysis and discussion of the financial strategy of PCR. 
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4.3.2.2 PCR: Financial Strategy 

PCR states in a funding application from 2014 that the idea is that private investors and foundations 

will finance the construction, and that the government and municipality will be in charge of the 

operation (Appendix 12). Investors of SEs and NPOs generally provide a relatively small portion of 

the capital needed which is restricted to a specific goal or projects, and for a relatively short period 

of time (Austin et al. 2006: 14). Pursuing multiple private investors or foundations to finance the 

construction may be the best option but this can lead to stakeholder interest conflicts since they 

would all have a stake and influence in the decisions about the project vision and scope. Finding 

only one private investor or foundation will make it easier in terms of interest conflicts and for 

setting a clear direction, although it will be difficult to find and rely on only one since the project 

will probably require a donation of at least 10 million DKK (1.6 million USD) depending on the 

project scope. More recently in 2016, PCR tried to change its strategic approach by encouraging the 

municipality of Copenhagen to finance the project. However, if the project is to be publicly funded, 

the task of designing and construction will most likely be taken into public competitive tendering. 

The risk of this approach is that it can lead to the result that SA will not be the final architectural 

contractor of the project. This approach can thus have large consequences for SA unless they ensure 

to present a solution that is very modest and pragmatic. 

The financial model is still that PCR will have user-payment in line with the use of chapels, and that 

a board should be constituted. Vinjar Tufte, a senior advisor for the Norwegian Human-Etisk 

Forbund, tells in an e-mail interview, that this model is used in Norway for some of their ceremony 

rooms to ensure financial sustainability (Appendix 17). The big issue is the start-up capital. 

According to Austin et al. (2006), fundraising success comes primarily from building relationships 

based on trust and reputation, which can be completely disconnected from the actual performance 

of the organization (Austin et al. 2006: 14). This is supported by a large panel survey of 17,174 U.S. 

adults who have donated to a charitable organization, conducted by Gallup Inc., an American 

research-based consultancy firm. Gallup claims to have found that donors invest money and effort 

in charitable organizations when they feel a strong emotional and psychological connection to them 

(Web 7). In the panel survey, 81% of the donors emphasize that their belief in an organization's 

mission is a major reason for donation, and that a clear purpose and trustworthy brand and service 
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statement is important for understanding and knowing exactly how an organization is spending their 

money which makes them more likely to donate (Web 8). However, it is not enough with a 

compelling statement of purpose, as the donors must also believe in the organization’s act on its 

purpose. Gallup concludes that when potential or current donors see a disconnect between what an 

organization says it does and what it actually does, they are less likely to give to an organization 

(Ibid). When a charitable organization has a stable and believable reputation, it is easier for donors 

to trust them, and 45% of people in the panel survey who believe an organization has a good 

reputation say they are very likely to donate (Ibid). 

Even though Gallup Inc. is perceived as a reliable source, one has to take into account that the 

survey is based on the responses from U.S. adults who have donated to charitable organization. The 

results might be slightly different if the panel survey involved Danes who has, or has not, donated 

to charitable or other social NPOs, NGOs or SEs. Also the donations from these respondents could 

vary a lot, and may be as small as 10 USD or less. PCR would need a massive campaign if the 

organization would rely on the approach of crowdfunding among Danish citizens for raising capital 

for the construction. This strategy is by no means the first preferred or suggested approach. 

Just like Austin et al. (2006) and Gallup emphasize trustworthiness, reputation and the relationship 

with the funding stakeholders, Drucker (1990) propose and advocate the importance in NPOs of a 

long-term financial strategy and donor relationships development. As example, he claims that it 

often takes a long-term strategy rather than putting together an annual campaign to collect capital, 

and that a long-term strategy should include development of donor relationship by bringing the 

donors along, raising their sights in terms of how they can support, and giving them ownership in 

the outcome of the organization (Drucker 1990: 67). 

A long-term strategy and relationship can thus be proposed for PCR. However, the strategy also 

depends on whether the strategic vision eventually is to establish one single ceremony room, or if it 

is to scale the concept to other regions in Denmark. A long-term strategy and relationship will be 

crucial for scaling and replicating the concept. Although, it is very unlikely that PCR will acquire 

the needed capital for the project over a short period of time even for a single project. PCR has to 

make a well-though plan and align all elements of the VCI Model and SE Framework if going for a 

large grant from the municipality, state or a foundation that seizes the social need and potential for 
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it as being a prestige project. A recent example that shows that it is possible to find large donor is 

the project of ski slope in Amager of which received a grant of 10 million DKK (1.6 million USD) 

by ‘A.P. Møller og Hustru Chastine Mc-Kinney Møllers Fond til almene Formaal’ (Appendix 18).  

However, a long-term strategy is almost as an inevitable solution for PCR. The organization has to 

be specific on its strategic approach of which potential funders to target first and when? Who will 

PCR target next, if they fail receiving any support or funds from the first targets? Who within the 

organization of PCR will actually be responsible? How can PCR make the organization attractive 

with good reputation, a trustworthy image and with a project that is appealing for improving the 

changes of success? Which project scope should PCR aim for and how much would it cost? If the 

project becomes funded by the public sector, it will be under a higher degree of institutional 

pressure (Jacobsen & Thorsvik: 180), and how will PCR react in this situation (Oliver 1991)? PCR 

needs a strategy and a plan for these questions with consideration of potential risks and contingency 

plans. As according to Austin et al. (2006), a key challenge for SEs and NPOs like PCR is to be 

more deliberate about planning a long-term impact strategy (Austin et al. 2006: 7). One way to 

enhance the organization’s ability to raise capital, to engender a more clear direction, and to 

enhance its organization and brand identity is to apply a more business-like approach of which this 

study has provided by combining and incorporating the VCI Model and SE Framework. 
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5 DISCUSSION 

The purpose of the discussion is to evaluate and discuss the limitations and critical points of the 

study, and to raise and put together different views and arguments preferably to reach a new point 

of view through combination and synthesis. In this section I will discuss the analytical and 

empirical results and the applicability of the VCI Model in conjunction with the SE Framework as 

in the incorporated framework, followed by discussions of the literature and methodology. 

5.1 Discussion of Results 

The results and findings from the study analysis are clarifying and explaining many aspects of the 

contextual situation, managerial challenges and presents a number of extracted propositions and 

recommendations for PCR. In terms of the topics and managerial fields of literature, the context, 

challenges and proposition spans from various aspects from vision and identity, culture and 

commitment processes, image and brand, context and opportunities, human and financial resources, 

project management, social entrepreneurship and nonprofit management. In regard to the results, 

this provides broad and diverse views of the contextual situation and challenges of PCR, which 

engender widely spread conclusions and propositions. The advantages for PCR in terms of a wide 

perspective like this are that the organization receives an overall comprehensive study analysis of 

several aspects of the context and organization, which can engender new insights and truths, and 

inspire to new thinking and actions. When considering the examining of the applicability of the 

incorporated framework composed by the VCI Model and SE Framework, this wide focus and 

approach has been necessary as the incorporated framework presents a widely focused guiding 

compass for various strategic and organizational considerations. Alternatively, the study could have 

been more narrowed to focus on more specific topics, contexts and challenges of PCR and other 

NPOs. This could lead to more analogous results, conclusions and propositions, and it would allow 

a more granular focus into a more tactical and operational level of analysis and thus engender more 

specific and operational recommendations and propositions for PCR. The PCR project manager 

articulates in the business case description that the organization needs a project plan and strategy for 

how to realize the project. As an example to meet this request, I could alternatively have narrowed 

the focus of the study into higher consideration and involvement of project management practices 
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and disciplines by discussing and proposing e.g. a more clear project objective statement (POS), 

initiate in breakdown processes of the project portfolio into programs and projects, as well as work 

breakdown structure (WBS) of milestones, deliveries and activities, with rough drafts of resource 

and work schedules based on resource allocation, critical path and cost-benefit analyses, etc. 

However, as one should notice, this study both considers a practical and a theoretical (and 

intellectual) problem and goal (see section 1.3 and 2.2.1). A practical approach like this would may 

have been of higher interest and value for PCR, but if the primary focus of the study was on the 

recommendations and development of project plans and strategies for PCR, it could lead to three 

pitfalls for this study; 1) the study could be extremely case-specific and would be less usable for 

other readers and audience such as other NPOs and researchers; 2) it could restrict the opportunity 

of putting existing theories into a new perspective for the contribution to the literary field, as the 

case have been by incorporating the VCI Model and SE Framework into a incorporated framework; 

and 3) the study would may have be closer to a practical problem-solving consulting report rather 

than an academic grounded research study with less focus and use of examining the literature and 

theoretical tools. As a conclusion, most results and propositions are thus widely founded over more 

fields of study. I have tried to also discuss the results and propositions with regard to other NPOs, 

and most are in fact considered as generic for other NPOs, although some results and propositions 

are somewhat customized to PCR and its specific context. The propositions presented are not 

collectively exhaustive of all possible as some are more implicit rooted in the text, and other not 

presented propositions can potentially be identified from the analysis and added to the study. 

Considering the self-devised incorporated framework from section 3.3 of which is a simple 

incorporated framework composed of the VCI Alignment Model and the Social Entrepreneurship 

Framework, this can be summarized as a widely and strategically guiding compass that considers 

NPOs more than if the VCI Alignment Model, the main model in subject, had been used separately. 

The VCI Alignment Model brings light to some important, and perhaps sometimes neglected areas 

of nonprofit management, such as the image and brand perspective. As mentioned earlier, the 

incorporated framework provides a broad focus to several strategic, organizational and leadership 

aspects that are worthwhile considering for NPOs but also for SEs and businesses. This 

incorporated framework is therefore generic for most kinds of organizations. It is perhaps less 
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crucial for government institutions, but it can be implemented as an analytical tool and guiding 

compass for organizations with a vision or goal, with people who want to work for it, and with 

stakeholders of whom the organizations are dependent on in some degree. This is common for most 

organizations. The VCI Alignment is already quite generic for all businesses, but by considering it 

in conjunction with the Social Entrepreneurship Framework that complement for some of the weak 

points and neglected area in the model, The VCI Alignment Model becomes more relevant to more 

organizational forms and sizes. It is no revolutionary finding, but it is thus bringing another and 

interesting perspective to the existing theories, and how these can shape synergies for the better. 

5.2 Discussion of Literature 

The literature and theories chosen were based on the logical abductive reasoning process where the 

literary choices had to be suitable in a hypothetical sense for analyzing and explaining the case of 

the initially presented and observed challenges of PCR. As described in the prior section for the 

results, the goal was both to consider the practical problem, but also to provide new theoretical 

perspectives on existing literature and theories of which researchers and other NPOs can potentially 

apply and gain insight from. The choice of the VCI Alignment Model by Hatch & Schultz was 

based on the initial identified and hypothetical match between the core concept and key elements of 

the model and underlying theory, and with the contextual situation and challenges experiences by 

PCR. The following choice of Social Entrepreneurship Framework was supposed to reduce the risk 

of neglecting areas like the context of capital and opportunities, meanwhile it was important that a 

complementary model would not deviate much from the concept and logic of the VCI Alignment 

Model. This made the Social Entrepreneurship Framework ideal. However, the incorporation of the 

two models resulted in six extensive elements or areas of study. This suggested a single-case study 

approach in order to ensure a deeper and granular analysis, and one of the limitations of this study is 

thus that the proposed incorporated framework has only been applied to analyze and explain the 

case of PCR. This has been one of the major drawbacks from the choice of domain literature. 

Alternatively, using literature and theoretical models focusing on fewer different areas of study 

would may engender a more narrowly focused study and hence be better suitable for a multiple-case 

research study approach. 
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If examining other attributes of the underlying literature and theory of the VCI Alignment Model by 

Hatch & Schultz (2008), they further present the use of diagnosing questions, an alignment 

assessment tool, a model of four cycles of branding processes, and concluding corporate brand 

advices (Hatch & Schultz 2008: 81-2, 179, 227), whereas the latter advices are more pragmatic in 

its nature and difficult to examine. In this study I have mainly applied and involved the core VCI 

model with its key elements, and the diagnosing questions. It could in particular have been 

interesting to apply the four cycles of branding processes on the case of PCR which consist of the 

cycles of stating, organizing, involving stakeholders, and integrating (Ibid: 179). If I had considered 

a more participating and actively engaging role with PCR as mentioned in section 2.2.5, I might 

have applied this tool with the organization since the four processes or cycles could be beneficial 

for PCR to jointly reconsider. This approach would also require specifically defined and precise 

measurements of data collection in the beginning and end of a longitudinal process and study in 

order to evaluate on its effect. 

Although many literary fields within strategy, organization and leadership have been included in the 

study, the focus on others could have changed the research of the study. One consideration was to 

focus more on social entrepreneurship by perceiving PCR more as an SE. Many research studies 

were identified of which could potentially urge the focus on social entrepreneurial intentions 

(Hockerts 2017). Another potential focus area that relates to social entrepreneurship is the neglected 

topic of social innovation of which was also considered in the initial phase of the study. I realized 

that it was tempting to dive into many different literary fields and areas with different perspectives 

on the case of PCR. The final choice of focusing on the VCI Alignment Model in conjunction with 

the Social Entrepreneurship Framework ensured a structure of the study with its defined elements, 

and project management was the final literary field of which was of high relevance and interest for 

PCR. In fact I considered using the Project Management Triangle or Iron Triangle by Dr. Martin 

Barnes (1969), referred to in section 4.1.1.2 and presented in Appendix 8, as another model that 

could be incorporated with the VCI Alignment Model and Social Entrepreneurship Framework. 

However, this would add three more elements (scope, time, cost) to the already six presented in the 

incorporated framework. If applied, the scope would have been viewed in conjunction with the 

vision and opportunities, time would have been included as a human resource and aspect with the 
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culture and people, and cost would be accompanied with the capital and image. Perhaps you can 

recognize this from reading the analysis. 

5.3 Discussion of Methodology 

One of the most important methodological considerations was whether to apply a single-case or 

multiple-case study. Most multiple-case studies are likely to be stronger and more robust than 

single-case studies (Herriott & Firestone 1983) and even a "two-case” study are perceived as having 

a higher chance of leading to better results (Yin 2009: 24, 60-61). However, the degree of in-depth 

analysis and granularity in a qualitative case study is related to the number of cases and scope of 

empirical material. Detractors typically state that single cases offer a poor basis for generalizing 

(Ibid: 43) but according to Flyvbjerg (2006) it is incorrect to conclude that one cannot generalize 

from a single case (Flyvbjerg 2006: 225). In addition, as referred to in section 2.3.3, the aim has not 

been to obtain statistical generalization but analytical generalization that is concerned with the 

assessment of the extent of how the results of the study can be indicative of what might happen in 

another situation (Yin 2009: 38-9; Justesen & Mik-Meyer 2010: 45). A large sample is not required. 

One of the research challenges as mentioned in section 5.1 has been the dual goal and problem 

focus of the study, where the goals of the study are both of intellectual and practical character 

(section 1.3) considering both a theoretical problem and a practical problem (section 2.2.1). It has 

been a continuous quest of balancing between the theoretical and practical goal and focus, which 

have made both literary and methodological decisions ambiguous and sometimes fragmented. The 

decision of this dual focus was with respect to consider a wider audience of the study, and with 

regard to some of the pitfalls as presented in section 5.1. 
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6 CONCLUSION 

This study first problematized the situation that most management literature is based and focused on 

the private sector, and that literature and theories that considers the vast sector for nonprofits is 

rather neglected. The initial problem was whether some analytical tools from the business 

management literature could be utilized and modified into considering the context of NPOs. 

The case of PCR was exemplifying the many strategic, organizational and leadership challenges 

that can exist even in small NPOs. It became a second and practical oriented goal to engender 

valuable analytical information and proposition for PCR. 

As a result of explorative methods and preliminary literature research, I developed the hypotheses 

that the VCI Alignment Model (Hatch & Schultz 2008), which is an organizational brand identity 

model and tool, could be feasible and used for analyzing and explaining the contextual situation and 

challenges in PCR and for other NPOs. However, since this model was not based the context of 

nonprofits and due to some of its weak points for this context, I made up and hypothesis that the 

model could be extended or incorporated with other theoretical models or frameworks in order to 

become more relevant for analyzing and explaining the case of PCR and other potentially for other 

NPOs. As a final research question for the study, I wanted to examine how PCR and other NPOs 

can use the VCI Alignment Model with the Social Entrepreneurship Framework (Austin et al. 2006) 

to analyze and explain the contextual situation and challenges, and what propositions can be 

extracted for PCR to approach its vision? As a result I ended up modify the VCI Alignment Model 

by incorporating the Social Entrepreneurship Framework into a new incorporated framework in 

order to make the VCI Alignment Model more relevant for the study of analyzing and explaining 

the contextual situation and challenges of PCR and other NPOs. 

The study shows that many critical contextual situations and challenges in PCR that is related to 

strategy, organization and leadership could be explained by using the incorporated framework of the 

VCI Alignment Model and Social Entrepreneurship Framework. PCR is pursuing a formulated 

vision that is rather an objective since it describes an end result rather than the future state of what 

the organization wants to be. The future of PCR is obscure and it is important, both internally and 

externally, to discuss and align the expectations, initiate a plan and communicate the aspiration. 
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PCR needs to ensure common alignment and agreement of the expectations about the least 

acceptable scenario for the project, and ensure a clear scope definition and alignment to avoid the 

risk of scope creep of which PCR has experienced and may will if the organization does not agree 

upon the why and for whom of this project. It is proposed for PCR to ensure an organizational 

culture of strong commitment by being aware of sensemaking and sensegiving processes. PCR 

should understand each other’s degree and reasons for commitment, and to initiate in a reasonably 

shared alignment of commitments to avoid any significant fluctuations as this can cause harmful 

misalignments internally. The shared commitment in PCR is questionable, and the cultural 

leadership situation is obscure, and it is proposed to initiate in highly explicitly articulations of 

ideologies and commitments to develop and engender new strategies of action. The organization is 

not sufficiently leveraged compared to other NPOs, and PCR needs human resources such as time, 

people and competences to realize the project vision. It is important for PCR and other NPOs to 

consider image, reputation and stakeholder relations to mobilize financial capital, and a long-term 

strategy and donor relationship is proposed. 

This study clearly demonstrates how the contextual situation and challenges can be analyzed and 

explained by the concept and principle from the VCI Alignment Model and Social Entrepreneurship 

Framework in the incorporated framework, and that it can be applied for extracting propositions. 

PCR and other NPOs can therefore benefit from this incorporated framework as a strategic guiding 

compass that covers some of the most important areas necessary for organizations from large 

business corporations to SEs and to smaller NPOs. However, the simplicity of the framework does 

that it cannot consider all areas relevant for NPOs. It does for example neglect on innovation and 

project management. Therefore, the framework of the two models cannot be used solely for more 

extensive analyses. However, it has demonstrated its strengths for being a guiding compass, and the 

study has shown that there are some analytical tools from the business management literature that 

can be utilized and modified in order to consider the context and challenges of NPOs.  
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7 IMPLICATIONS TO PRACTICE 

In this section I will extract some of the implications of this study in relation to business practice 

within the fields of strategy, organization and leadership. 

It is not new knowledge that most NPOs can benefit from business-like and related approaches, 

practices and skills (Bryson 1988; Dart 2004; Drucker 1990; Kriemadis 2007; Maier et al. 2016; 

Mittenthal 2002). However, perceiving nonprofit management in conjunction with an organizational 

and brand identity perspective and model is not a typical focus in the research field of nonprofits 

applying business practices. Therefore, one of the main theoretical contributions from this study is 

to perceive the NPO in another view as an organization that should engender a context and situation 

of an aligned identity within the organization and as a brand. Although it is not completely new to 

view the image, reputation and brand as important aspects and assets for NPOs (Oster 1992; Ospina 

et al. 2002; Balser & McClusky 2005), it is a rather new perspective to apply a model (i.e. VCI 

Alignment Model) that initially evolved from corporate branding, and use it as a tool for NPOs to 

align its organization and brand identity in terms of its strategic vision, organizational culture and 

stakeholder image. 

This study examined the application of the VCI Alignment Model – in conjunction with the Social 

Entrepreneurship Framework and other literary theories – as a frame and analytical tool in the case 

of analyzing and explaining the contextual situation and challenges in an NPO. For strategic, 

organizational and leadership practices, this study can engender using the VCI Alignment Model as 

a strategic guiding compass in NPOs. The model does not consider all the important strategic 

aspects for NPOs. However, based on the study, I evaluate the model’s simplicity as a strategic 

guiding compass – preferably with collaboration from the Social Entrepreneurship Framework – as 

a competent tool for NPOs to consider important strategic, organizational and leadership aspects 

both in terms of analyzing and explaining, but also in managing and directing an NPO more 

efficiently and systematically. The incorporated framework presented in section 3.3 that is 

incorporated by the VCI Alignment Model and Social Entrepreneurship Framework provides NPOs 

with 6 major guiding elements to consider in nonprofit management. In particular, I see this guiding 

approach and tool as more relevant today and in the future for management practice in NPOs due to 
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the increasing importance of visibility in the marketplace, and due to the intensive and increasing 

competition for public attention, and thus for the mobilization of human and financial resources. I 

hence perceive the aspect of stakeholder image as more crucial than the general view may indicate. 

However, this study and incorporated framework can also be transferred to the market of social 

entrepreneurs. Most social entrepreneurs have already integrated business practices, but this 

incorporated framework of the VCI Alignment Model and Social Entrepreneurship Framework can 

possible expand the view in social entrepreneurship practice to increasingly consider the aspects of 

organizational and brand identity as well as stakeholder image as more important. 

In this study I examined the interrelationship between the vision, culture and image, but also how 

these are interlinked with opportunities and contextual forces, people and capital. It is possible to 

identify more elements that summarizes what NPOs and SEs should consider, however, these 

elements ensures simplicity and covers most thinkable and important aspects that NPOs and SEs 

should consider in relation to strategy, organization and leadership of which are crucial for the 

organization’s survival. 

8 LIMITATIONS & FUTURE RESEARCH 

Several limitations can be recognized of this study. As presented in section 3.6 for the literary 

delimitation, the study delimitates from several literary fields such as innovation, change 

management and organizational technologies, whereas institutional theory, organizational behavior, 

and marketing are slightly involved, although several fields within strategy, organization and 

leadership are included. The theory in focus is mainly the VCI Alignment Model, although the 

model and underlying literature is not standing alone due to its weak points and temporary 

unsuitability in terms of the nonprofit context. Considering the research approach, this study 

considers the primary unit of PCR in a single case study. PCR is no ordinary NPO, and is both 

project-oriented and in its initiation phase. Thus the case and research approach delimitates from 

being highly representative. Finally, even though the boundaries are blurred between the nonprofit 

and social entrepreneurship sector, the study delimitates from applying the VCI Alignment Model 

in the context of social entrepreneurship. A study of cases in the context of SEs would perhaps be a 
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better fit for applying the VCI Alignment Model, and the incorporated framework would be better 

suited as it is already incorporated with the Social Entrepreneurship Framework. 

For future research, more evidence-based case studies of multiple NPOs – and perhaps other 

organizational forms like SEs - are needed for evaluating, verifying and maybe modifying the VCI 

Alignment Model, with or without the incorporation with the Social Entrepreneurship Framework, 

as an analytical tool for analyzing and explaining contextual situations in NPOs. From the literature 

underlying the VCI Alignment Mode by Hatch & Schultz (2008), other presented tools could 

additionally be included such as the alignment assessment tool, and the four cycles of branding 

processes (Hatch & Schultz 2008: 81-2, 178-9) as mentioned in section 5.2. Among these two, the 

second can more easily be applied to various kinds of organizations. However, the first tool is more 

descriptive, whereas the second is both descriptive and prescriptive. This would enhance a more 

complete application of the VCI Alignment Model with its underlying theories for evaluation of its 

applicability in other organizational setting than the commercial. In terms of the case selection, the 

VCI Alignment Model may be more suitable for NPOs that are already delivering on its values and 

delivers to its users or customers. Therefore for future research it is proposed to select one or more 

cases that are already established and operate. A last suggestion for how this study can lead to 

future research is to apply the propositions presented in this study in another organization with 

similar issues, and then try to actively implement these and study the effect over time. 
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Appendix 1  -  The Business Case Description from PCR 
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Appendix 2  -  The Processes of Logical Reasoning 

 

 

 

 

 

Source: Minto (2009), p. 169 
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Appendix 3  -  Table of Methods and Data Collected 

 

 

PRIMARY DATA 

METHOD DESCRIPTION DATA COLLECTED 

Personal 
Interviews 

Qualitative. 
Semi-structured. 

PCR Members: Sara, John, Lisa, Rose, Emma 
(anonymous names) 

E-Mail 
Interviews 

Qualitative. 
Structured. 

PCR Member: Sara 
Stakeholders: Anders Stjernholm (candidate 
for Alternativet and chairman for Ateistisk 
Selskab) 

Observation 

Qualitative. 
Observer-as-participant. 
Open, Direct, Semi-
participating, Semi-structured. 

PCR Meetings with the PCR Members. 

Observation 

Qualitative. 
Complete observer. 
Open, Indirect, Non-
participating, Semi-structured. 

PCR Talk: Dennis Nørmark (social 
commentator); Anders Stjernholm (candidate 
for Alternativet and chairman of Ateistisk 
Selskab); Sune Lægaard (board member in 
Institute for Human Rights), Lone Ree Milkær 
(chairman of HS), Margit Warburg (professor 
in Religious Science) and Tommy Petersen 
(politician in Radikale Venstre). 

Survey 
Quantitative & Qualitative. 
Multiple Choices, Matrix, 
Open Text. 

Survey: 46 NPOs respondents. 

SECONDARY DATA 

METHOD DESCRIPTION DATA SOURCES 

Document 
Studies 

Qualitative. 
Process data and Research 
data. 

Documents: PCR Meeting Reports; PCR 
Statutes; Stakeholder Analysis Documents; 
PCR Personas; Project Reports; Building 
Proposals; Transcribed Interview with John 
from PCR; PCR Website; News articles, other. 

Data 
Analysis 

Quantitative. 
Process data. Survey from Ekstra Bladet; Other Statistics. 
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Appendix 4  -  Interview Guide 

 

Below is presented an example of one of the applied interview guides. These slightly deviates 

depending on the person asked, and they have been slightly changed over time. 

 

 

(V) Lad os antage, at jeg slet ikke kender til projektet: Hvad er Projekt CeremoniRum og hvad ønsker I at 
opnå? 

(C) Hvem er Projekt CeremoniRum? 

(C) Hvornår og hvordan blev du en del af Projekt CeremoniRum, og hvad motiverede dig? 

 

(V / I) Hvem er målgruppen, og hvem har brug for et CeremoniRum? 

(I) Hvor godt kender du jeres målgruppe(r) samt deres ønsker og behov? – (hvor godt kender PCR dem?) 

(V / I) Hvilken værdi og hvilket behov kan et CeremoniRum dække, som alternativer ikke kan? 

(I / V) Hvad tror du er befolkningens generelle forståelse og holdning til projektet? 

 

(C) Hvordan vil du beskrive rolle- og arbejdsfordeling i projektgruppen? – (ønsker du anden rolle?) 

(C) Hvordan er kulturen og samarbejdet i projektgruppen? – (dynamikker?) 

(C) Hvordan er effektiviteten af arbejdet og processerne i projektgruppen? – (forbedringer?) 

(C) Hvordan vil du beskrive projektdeltagernes kompetencer, samt stærke og svage sider? 

(C) Hvilke kompetencer mangler projektgruppen for at realisere projektet? 

(I) Hvilke andre personer og samarbejdspartnere er projektet afhængig af for at blive realiseret? – 
(inddraget?) 

 

(C) Hvad er meningen og formålet med projektet for dig, og hvor meget betyder det for dig? 

(C) I hvilken grad føler du dig engageret i projektet? – (hvad kunne gøre dig mere engageret?) 

 (V / C) Forestil dig 2 scenarier af CeremoniRum: 1) mindste/beskedne udgave - 2) største/visionære 
udgave? 

(V / C) Føler du, at resten af projektgruppen har de samme forestillinger og ønsker til projektet? 

 

(V) Hvilke udfordringer og muligheder ser du for, at et CeremoniRum kan blive realiseret? 

(V / C) Er der noget, som du mener, at man i projektgruppen bør eller burde have gjort anderledes? 

(C) Hvor meget tror du på projektet? 
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Appendix 5  -  NPO Survey Results 

 

The questions and quantitative responses from the 46 participating NPOs: 

The qualitative answers have not been included in this due to their vast fullness. 

 

 

 

1 

1 

1 

2 

2 

2 

2 

4 

5 

13 

13 

0 2 4 6 8 10 12 14 

Other 

General Board Member 

Financial Manager 

Communication Manager 

Secretary 

Consultant 

Founder 

Project Manager 

General Manager 

CEO 

Chairman of the Board 

1. What is your role and position in the organization? 

46% 

17% 4% 

13% 

20% 

2. How many hours do you use in average pr. week on working for the 
organization? 

+40 hours 

30 - 40 hours 

20 - 30 hours 

10 - 20 hours 

0 - 10 hours 
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4. Describe briefly the organization's mission (purpose) and vision (future state) 

5. Describe briefly the organization's strategy to achieve its mission 

6. Describe briefly the social value that the organization creates as well as for whom? 

 

 

1 
1 
1 
1 
1 
1 
1 

3 
3 

5 
12 

16 

0 2 4 6 8 10 12 14 16 18 

Other 
Detail 

Humanity 
Politics 

Leisure and Entertainment 
Sport and Art 
Environment 

Patient Association 
Religion 

Consulting and Advicing 
Health 

Social Services 

3. Within which area would you categorize the organization's work and 
purpose? 

1 

1 

1 

1 

1 

2 

2 

2 

4 

5 

26 

0 5 10 15 20 25 30 

Charitablet Fund 

Commercial Fund 

Local Association 

International NGO 

Umbrella Organization 

Unknown 

Limited Liability Company 

Socio-Economical Company (RSV) 

National Organization 

Self-governing Institution 

National Association 

7. What type is the organization? 



Copenhagen Business School  Martin Hildebrand Lorentzen 

93 of 118 

 

 

 

1 

2 

13 

30 

0 5 10 15 20 25 30 35 

NO, we do not have a board 

YES, but the board is rarely active and has almost no 
significance 

YES, but its influence and importance to the organization is 
moderate 

YES, and it is active and has great influence and importance to 
the organization 

8. Does the organization has a board of directors? 

1 

1 

1 

1 

2 

3 

4 

6 

7 

16 

30 

0 5 10 15 20 25 30 35 

Only parents of deaf-blind children 

Only active drug addicts 

Other donors 

Investors 

Patients and relatives 

No external parties (internal members only) 

Interest Groups 

Partners / Collaborators 

People with political influence 

Persons with technical and / or professional knowledge and 
expertise 

Individuals with interest in the organization's mission and 
work 

If "yes" to question 8: Which external parties and individuals are represented 
in the board? 

1 

9 

14 

22 

Don't know 

Project-oriented 

Operational-oriented 

Equally project and operational-oriented 

0 5 10 15 20 25 

9. Is the organizational structure and work approach oriented to projects or 
operations? 
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If "yes" to question 10: Describe in a few words the project(s) 

 

 

 

12. What does the organization to attract and motivate volunteers (or employees)? 

 

 

1 

20 

25 

Don't know 

Yes 

No 

10. Has the organization initiated or realized one or more project(s) with a 
cost of 1 million DKK or more? 

3 

8 
7 

3 3 

5 

9 

3 

8 

0 
1 
2 
3 
4 
5 
6 
7 
8 
9 

10 

No 
volunteers 

1 - 10 11 - 20 21 - 50 51 - 100 101 - 200 201 - 500 501 - 1000 +1000 

11. How many volunteers does the organization have at its disposal? 

39% 

39% 

22% 

13. Does the organization have paid staff? 

YES, we have more than 10 paid 
employees 

YES, but fewer than 10 paid 
employees 

NO, everyone works voluntarily 
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Most Some Few None Don't know 

14.1. How many volunteers work more than 37 hours/week (fulltime+) ? 

7 
5 
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12 
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Most Some Few None Don't know 

14.2. How many volunteers work approx. 37 hours/week (fulltime) ? 

1 

12 

19 

6 
3 

0 

5 

10 

15 

20 

Most Some Few None Don't know 

14.3. How many volunteers work approx. 10-25 hours/week (parttime)? 

13 

9 

12 

1 
3 

0 
2 
4 
6 
8 

10 
12 
14 

Most Some Few None Don't know 

14.4. How many volunteers work approx. 2-10 hours/week (occasionally)? 
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15. Describe briefly the culture (also work culture)? 
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14 

6 5 

0 

5 

10 

15 

Most Some Few None Don't know 

14.5. How many volunteers work few hours per month (rarely)? 

5 

1 

1 
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1 

1 

1 
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10 

10 

13 

13 

18 

21 

22 

28 

30 

32 

0 5 10 15 20 25 30 35 

Other 

Lotteries 

Heritage 

Own Companies 

Grants from Mother Organization 

Grants from Organizational Members 

Crowdfunding 

Other Organizations 

Sales of Rent of Services 

Grants from other Public Institutions 

Other Collections 

Government Grants 

Company Sponsorship 

Grants from Individuals 

Municipal Grants 

Public Funds 

Membership Fees 

Private Funds 

16. Where does the organization's financial resources come from? 
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18. Describe briefly the organization's strategy for mobilizing financial resources? 

19. What is or has been the organization's biggest challenge for achieving its mission? 

20. What is or has been the organization's main strategy and success criteria for achieving its mission? 

 

 

 

I would like to give a special thank you to all organizations that have participated in the survey: 

Fonden Comeback Industries, FødevareBanken, Aabenraa krisecenter, Blå Kors Danmark, Cykling 
uden alder, BrugerForeningen, KFUMs Soldatermission, Landsforeningen for førtidspensionister, 

Ventilen, Hjernesagen, KFUM´s Sociale Arbejde , Dansk MPN Forening, Social Foodies, DALYFO - 
Dansk Lymfødem Forening, CSM MIdt Nord, Center for Seksuelt Misbrugte, Atopisk Eksem Forening, 
Bedre Psykiatri Ungdom, Ventilen Danmark, Indre Mission, Epilepsiforeningen, Landsorganisationen 

OK Klubberne i Danmark, Børn, unge & Sorg, Nyreforeningen, Børns Vilkår, Smiley:Days, 
Natteravnene Danmark, Bryd Tavsheden, Plan B, Danske Døvblindfødtes Forening, Dansk Søvnapnø 
Forening, 22q11, Dansk Handicap Forbund, Frivillighuset i Varde, BROEN DANMARK, Home-Start 

Familiekontakt Danmark, Den Sociale Retshjælp, Danske Hospitalsklovne, Livslinien, Kristelig 
Handicapforening, Alfa-1, Danish Palestinian women organisation, Luthersk Mission, Dansk Dercum 

og Lipødem Forening – DDOLF, Røde Kors, DLO, Dansk Dystoniforening. 

 

1 

1 

5 

22 

31 

0 5 10 15 20 25 30 35 

Don't know 

The Respondent in person 

External Fundraisers 

The Organization's Volunteers 

The Organization's Employees 

17. Who is responsible for applying for financial resources? 
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Appendix 6  -  Transcription and Coding (extract) 

 

PCR Member Interview 1 – Sara (03.06.17)  

 
[…] 
 
01:28: Rummet bliver bygget, så det kan bruges af alle dem, som har 
lyst til at bruge det, så rummet ekskluderer ikke nogen. Det skal være 
folk, der vælger rummet fra – det skal ikke være rummet, der vælger 
nogle fra. Så derfor har vi en meget bred fortolkning af, hvem er det 
der skal kunne bruge det. Men det er klart, at når vi skal arbejde med 
det, er vi nødt til at gøre det lidt mere konkret, og derfor så har vi 
nogle forestillinger om, hvem der nok vil være de mest hyppige 
brugere, eller mest tænkelige brugere af det. Det er så både kultur-
kristne, kultur-jøder, kultur-muslimer. Alle dem som synes, at det 
med traditioner er vigtigt, men som ikke synes, at det religiøse 
aspekt, er noget, som passer til dem.  
 
[…] 

 
 
 
Ceremony Room 
User Group – Wide definition 
 
 
 
 
 
User Group – Concrete segments 
 
 

PCR Member Interview 2 – John (03.06.17)  

 
[…] 
 
01:40: [what is PCR?]: Jeg vil gerne dele det op i 2. Den ene del er at 
det er et rum der kan udfylde en plads for dem som er ceremonielt 
hjemløse. Til dem, som leder efter et højtideligt rum, men som ikke 
føler sig helt til rette, hverken i et rådhus eller i et forsamlingshus 
eller en kirke. Og det andet ben er et politisk ben, som når det her 
rum er bygget, og med den her debat som vi stille og roligt begynder 
at rejse, så har vi fokus på en politisk dagsorden omkring at vi har en 
monoteistisk kultur og tradition i Danmark som ikke er tidsvarende. 
 
[…] 

 
 
 
Describing PCR 
User Group – Ceremonially 
Homeless 
Alternative - Solemn Room 
instead of city council and such 
Political Debate 
PCR - Political Agenda 
 

PCR Member Interview 3 – Lisa (03.06.17)  

 
[…] 
 
08:04: Min opfattelse er, når jeg snakker med folk omkring det, at det 
er meget dem som ikke har relationer til Folkekirken, for eksempel, 
som synes, at det er et mega fedt projekt, og som sagtens kan se 
brugen af det. Igen, som jeg hele tiden claimer, at det er neutralt, så 
er det jo oftest at mange forbinder ceremonier med noget religiøst 
eller med noget … fordi det er jo en fejring af noget stort i livet, og så 
selvom at tanken og vision er at det skal være livssynsneutralt. Så 
tillægger folk det alligevel noget værdi. Ikke at det nødvendigvis er 
på trods af religionen, men ikke desto mindre, så kører det jo lidt i 
ring om religion. 
 
[…] 

 
 
 
Public Image 
 
 
Image / Association = Public 
connects PCR with something 
religious 
Vision – Religious Neutral 
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PCR Member Interview 4 – Rose (14.09.17)  

 
[…] 
 
31:00: [the modest scenario of Ceremony Room] Så har vi fået et 
kapel. Altså en nedlagt offentlig bygning, som er blevet renoveret og 
istandsat så den tager sig virkelig godt ud. Jeg vil ikke gå på 
kompromis med hvordan det ser ud. Der skal være nymalet og smukt 
at være. Og så har vi også mediedækning. Altså der skal være en 
åbningsceremoni og det skal på TV og radio. Folk skal vide, at det er 
der. Som et minimum, synes jeg. 
31:45: Hvis vi tager den store version, så får vi jo SA til at bygge 
noget helt nyt. Så har vi alle de penge i verden, som vi har brug for. 
 
[…] 

 
 
 
Vision – Least Acceptable 
 
Vision – No compromises on its 
look and beauty 
 
Vision – Minimum media 
coverage 
Vision – Greatest = The project 
from SA 
 

PCR Member Interview 5 – Emma (21.09.17)  

 
[…] 
 
Jeg har mange kunder, der er medlemmer, både til begravelser og 
blandede bryllupper, og så er der den gruppe, som ikke er medlem, 
som ikke kan finde ud af det selv, som ikke ved hvad de skal gøre. 
Det er min hovedmålgruppe, og den er ret stor. Jeg var inde of tjekke 
på Danmarks Statistik, og i Københavnsområdet er der 5,000 ikke-
gejstlige begravelser om året. På den måde, at det ikke er den Danske 
Folkekirke gejstlige. Så du kan godt se, at det er virkelig virkelig en 
stor målgruppe. 
 
[…] 

 
 
 
 
 
 
 
User Group Estimation = 5,000 
potential funerals per year 
Opportunity 

PCR Meeting (02.05.17)  

 
[…] 
 
01.08: Sara: Vi skal lige til lidt om ”siden sidst”. Det er jo lidt længe 
siden. Skal vi tage og snakke lidt om nogle af vores største 
udfordringer, og der kan jeg i hvert fald lige få øje på to ting. Ét er 
sådan et ressource-spørgsmål. Altså, vi har et ressourceproblem. Og 
det vi skal nu og det vi vil nu – kan vi det, med de ressourcer, som vi 
har, eller skal vi gøre noget andet? Og så er der så noget med 
personlige leverancer. Hvad skal der til for at vi rent faktisk får lavet 
de ting som vi skal lave? 
 
[…] 

 
 
 
Culture – no meet for long time 
 
Agenda – Two Challenges 
Challenge – Resources Problem 
 
 
Challenge – Personal Delivery 
 

PCR Meeting (03.06.17)  

 
[…] 
 
43:30: [John]: Vi har allerede fyldt op til Humanistisk Konfirmation 
til næste år, og tilmeldingen har været åben i to dage. 120 mennesker. 
Og ventelisten er også fyldt op. 

 
 
 
Opportunity – Humanistic 
Confirmation = High participation 
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[…] 

PCR Talk Event Observation (21.08.17) 
(Tommy, Anders, Lone, Margit, Sune, Marie, Dennis) 

 

 
[…] 
 
16.1.2 = 01:45 = Lone: Formålet med et livssynsåbent ceremonirum 
er, at vi skal have det, fordi der er brug for det. Det oplever jeg hele 
tiden i mit virke som celebrant i Humanistisk Samfund. 
16.1.2 = 02:10 = Lone: I Humanistisk Samfund praktiserer vi nemlig 
at lave ikke-religiøse ceremonier på et humanistisk grundlag. Vi laver 
navngivninger, vi laver konfirmationer, vi laver bryllupper, og vi 
laver begravelser. Dem der laver begravelser hedder ceremoniledere, 
og alle de andre er celebranter.  
16.1.2 = 02:45 = Lone: Vi har omkring 1.200 medlemmer, og det 
lyder måske ikke som om, det er vildt mange […] men vores 
medlemstal vokser faktisk rigtig hurtigt, og sidste år havde vi 700 
medlemmer, så vi vokser procentvis ret hurtigt, og vi oplever et 
behov for at have nogle alternativer til Folkekirkens ritualer.  
 
[…] 

 
 
 
HS - Purpose / Mission – “There 
is a need for it” 
 
 
HS – Non-religious ceremonies 
 
 
 
Users / Collaboration – HS has 
1,200 members, but growing 
 
 

External Interview Transcribed with PCR Member (23.09.14)  

 
[…] 
 
Hvorfor kontakten til Sune: 
Vi har svært ved at komme ud over rampen med vores projekt, fordi 
folk har svært ved at identificere sig med det. Det er noget nyt, der er 
ingen, der kender det. Vi er det første projekt i verden, så vidt jeg 
ved, som sigter efter komplet neutralitet. Der findes masser af andre 
lignende tiltag, men de har altid en eller anden dagsorden som for 
eksempel natur, sang eller noget spirituelt. Men vi prøver på at lave 
noget helt uden en dagsorden - så renset, sakralt set, som muligt. 
 
[…] 

 
 
 
 
Image / Challenge - ”Svært ved at 
komme ud over rampen med 
vores projekt, fordi folk har svært 
ved at identificere sig med det” 
First in the world 
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Appendix 7  -  Differences in For-Profit and Nonprofit Project Management Environments 

 

 

 

 

 

 

Source: Cabanis-Brewin, J. (1998), p. 55. 
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Appendix 8  -  The Project Management Triangle or Iron Triangle 

 

 

 

 

 

 

Origin: The Iron Triangle by Dr. Martin Barnes (1969) 

Source: www.pmi.org 
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Appendix 9  -  PCR Stakeholder Matrix Analysis 

 

 

 

 

 

 

Source: PCR Dropbox 

Original File Name: Livsrum_Interessentanalyse maj 2011.pptx 
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Appendix 10  -  PCR Stakeholder Analysis Table 
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Source: PCR Dropbox 

Original File Name: InteressenthÃ¥ndteringsplan maj 2011-2.docx  
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Appendix 11  -  PCR Interest Manifestation Research 
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Source: PCR Dropbox 

Original File Name: Opsamling Interessetilkendegivelsesundersøgelse 2013.pdf 
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Appendix 12  -  CeremoniRum Fondsansøgning 

 

 

Indledning 
Vi ansøger hermed om støtte til udgivelsen af bogen ’CeremoniRum’, som et koncentrat af vores udstilling 
om ’CeremoniRum’ og modellen, der var udstillet i Etage Projects i Borgergade i oktober 2014. 
 

Bogen indeholder fotos og stregtegninger af modellen i forskellige omgivelser samt udførlig tekst om både 
modellen og eksempler på den fysiske placering af et virkeligt rum. 
 

Publicering er tænkt som infomateriale og som dokumentation for projektets seriøsitet for interessenter, fonde 
og politikere, med det mål i sigte at føre Projekt Ceremonirum fra sit nuværende idéstadie til en fremtidig 
realisering. 
 

Hvad er et Ceremonirum? 
CEREMONIRUM er et tværorganisatorisk samarbejde, hvis ønske er at Danmark skal have lokaler, der 
værdigt og højtideligt kan danne rammer om den sociale og traditionsbundne niche af menneskelivet – de 
rituelle markeringer af livets overgange. 
 

Danmark er i dag hjemland for mennesker med meget forskelligartede livssyn. Nogle er religiøse, andre er 
ikke. Et demokrati må rumme alle slags livsanskuelser, men et moderne demokrati bygger også bro og 
imødekommer mangfoldigheden. 
 

CEREMONIRUM arbejder for at alle danskere – uanset livssyn – skal have muligheden for at benytte 
værdige rum til at markere livets vigtige begivenheder. Religioner og livssyn er forskellige i deres indhold, 
udtryk og fortolkninger, men har nogle grundlæggende fællestræk som bl.a. de rituelle behov. Ved at tage 
udgangspunkt i de fælles behov – med respekt for og hensyn til de forskellige udtryk – har CEREMONIRUM 
potentialet til at bygge bro og imødekomme mangfoldigheden. 
 

Vi er ikke en erstatning - vi er et supplement! 
Det er særdeles vigtigt for os at understrege, at vores bud på et ceremonirum ikke skal ses som en erstatning 
for eksisterende religiøse eller borgerlige bygninger. Der er snarere tale om et supplement, og både 
medlemmer og ikke-medlemmer af forskellige trossamfund skal kunne føle sig velkomne til at benytte 
rummet. 
 

Processen fra start til nu 
Humanistisk Samfund og Livsceremonier deltog sammen i TV udsendelsen Univers på DR2, hvor fokus var 
ceremonier uden kirke og flere gange blev det nævnt, at man uden kirke er ceremonielt hjemløs.  
Arkitekt Johnny Svendborg så dette program hvilket affødte grundideen til opførelsen af et religionsneutralt 
ceremonirum. Det bevirkede en fælles opgave, hvor Johnny Svendborg tog sig af det bygningsmæssige og 
Humanistisk Samfund og Livsceremonier af det æstetiske indhold. 
’Projekt Ceremonirum’ er en altså arbejdsgruppe bestående af mennesker fra henholdsvis: Svendborg 
Architects, Humanistisk Samfund og Livsceremonier (se senere). Vi har nu igennem fire år arbejdet for at 
skabe muligheder for på sigt at etablere et sådant religionsneautralt ceremonirum. 
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I mediernes søgelys 
I oktober 2013 stod modellen, der måler XX i forholdet 1:?? klar, hvilket blev mærket af med en fernisering 
og offentliggørelse af materiale. Formålet med dette var at katalysere en offentlig debat, hvilket i høj grad 
viste sig at være en gunstig beslutning. Ferniseringen blev besøgt af 2-300 mennesker og projektet har 
efterfølgende skabt stor mediebevågenhed.  
CeremoniRum har således cirkuleret både i de trykte medier og på radio og TV, hvilket for os kun vidner om, 
at vi har ramt sømmet direkte på kornet med det æstetiske aspekt i projektet. 
 

Se vedlagte bilag for de vinkler, medierne har taget på projektet. Blandt andet Dagbladet Information, DR 
programmet Deadline og Ekstra Bladet har valgt at reagere på Ceremoni Rum og ydermere valgte radikale 
Tommy Petersen at gå til kommunalvalg med CeremoniRum som mærkesag. 
 

Hvad fremtiden gerne skulle bringe 
Der er langt fra at opbygge CeremoniRum i den danske bevidsthed og til rent faktisk at realisere projektet 
fysisk. Vi arbejder i øjeblikket med det store spørgsmål; finansieringen. Vores ønske er, at private investorer 
og fonde finansierer selve opførelsen af bygningen, hvorefter stat/kommune vil stå for driften. 
Ideen er at CeremoniRum skal drives ved hjælp af en form for brugerbetaling på linje med benyttelse af 
kapellerne og at rummets funktion skal varetages af en bestyrelse. 
 

Hvorfor så en bog? 
Med skelen til den flotte interesse for projektet, syntes vi at vi skylder alle interessenter en smuk og oplysende 
bogudgivelse, der på sigt kan medføre en realisering af et Ceremonirum. 
 

Et print af den foreløbige bog er vedlagt med nærmere beskrivelse af Ceremonirums betydning i samfundet. 
(bilag 1) 
 

En bogudgivelse med et oplag på 1000 stk. vil, på engelsk og dansk, beskrive Ceremonirummets betydning og 
vigtighed i et sekulært samfund, samt dokumentere og uddybe de æstetiske tanker der ligger til grund for den 
arkitektoniske del af et ”Ceremonirum”. 
 

Budget 
Projekt Ceremonirum ønsker ikke at tjene på bogen, som heller ikke vil blive sat til salg. Udgivelsen er altså 
møntet på gratis uddeling. 
En bog på 36 sider + for- og bagsats + overtræk i formatet 29x29 vil i et oplag bestående af 1000 stk. koste: 
52.750,- kr. 
(se vedlagte overslag fra Clausen Grafisk – Bilag 3) 
 

Mangfoldighed og rummelighed 
Et Ceremonirum er, for Danmark, et banebrydende projekt og vil, hvis det bliver opført, være med til at 
understrege Danmark som et land der respekterer alle dets indbyggere. 
 

Underskrevet 
 

Anna Balk Møller – projektleder i Projekt Ceremonirum 
Johnny Svendborg – arkitekt i SA 
 

Bilag: 
1. Print af bogen 
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2. Beskrivelse af SA, HS og LC  (måske hele den gamle folder – ellers nedenstående?) 
3. Presse omtale 
4. Budget 

 

Bilag 2)  
Svendborg Architects har udarbejdet en  model til nybyggeri af et Ceremonirum. Billedmaterialet i folderen er 
udarbejdet af Svendborg Architects.  
Læs mere på www.svendborgarchitects.dk  
 

Humanistisk Samfund er en forening, der blandt andet leverer ceremonier på et humanistisk værdigrundlag. 
For Humanistisk Samfund er ligestilling af livssyn en central målsætning.  
Læs mere på www.humanistisksamfund.dk  
 

Livsceremonier tilbyder smukke og personlige bryllupper og begravelser til mennesker, der ønsker et 
alternativ til Folkekirken. Målet er, at ethvert menneske får den ceremoni, der afspejler netop hans eller 
hendes livsindstilling og værdier, uanset om den er religiøs eller ej. Læs mere på www.livsceremonier.dk  
 

Mere information om CEREMONIRUM findes på:  
www.ceremonirum.dk. Hvis du vil vide mere, så skriv en mail til: kontakt@ceremonirum.dk eller ring 26 12 
26 29 (Ane Christensen) 

 

 

 

 

Source: PCR Dropbox 

Original File Name: ceremonirum fondansÃ¸gning.doc 
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Appendix 13  -  PCR Personas 
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Source: PCR Dropbox 

Original File Name: Personaer og Tone of voice.pptx 
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Appendix 14  -  Dynamics of the Organizational Identity Conversation 

 

  

 

Source: Hatch & Schultz (2008), p. 51. 

 

  

Source: Hatch & Schultz (2008), p. 68. 
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Appendix 15  -  Svendborg Architect Project Proposal A & B - Bispebjerg Kolumbarium 

 

 

Project Proposal A - Bispebjerg Kolumbarium (approx 9 mio. DKK) 
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Project Proposal B - Bispebjerg Kolumbarium  (approx 19 mio. DKK) 

 

 

 

 

 

Source: PCR Dropbox 

Original File Name: Forslag A+B_kolumbarium og Ã¦blehaven_201501081.pdf 
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Appendix 16  -  Svendborg Architect Project Proposal - Brønshøj Vandtårn 

 

Project Proposal - Brønshøj Vandtårn (approx 52 mio. DKK) 

 

 

 

 

Source: PCR Dropbox 

Original File Name: Forslag_BrÃ¸nshÃ¸j vandtÃ¥rn_201412181.pdf 
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Appendix 17  -  Bodin Seremonirom in Salten Krematorium 

 

 

Price list for rental service of Bodin Seremonirom in Salten Krematorium, Bodø, Norway: 

 

 

 

(Prices in NOK = Norwegian kroner) 

 

 

Source: https://kirken.no/globalassets/fellesrad/bodo/dokumenter/betalingsregulativ-2017.pdf 

 



Copenhagen Business School  Martin Hildebrand Lorentzen 

118 of 118 

Appendix 18  -  The Ski Slope Project at Amager Bakke 

 

 

 

 

Source: Editorial in Lokalavisen Amager: “Ski’e godt projekt”. Week 13, the 24th of March 2015, page 2. 

Web: https://issuu.com/amagerlokalavis/docs/amager_lokalavis_uge_13_2015 


