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Tools to Adapt to the 
Pandemic & Beyond
Physical distancing during the pandemic has made engaging 
with a nonprofit’s community more challenging. But nonprofits 
have met the challenge in a variety of creative ways. The 
nonprofit sector has been called the resilient sector, and 
nonprofits have lived up to the name, finding ingenious ways to 
communicate without direct contact.

As the divide between the elites and the rest of us widens, 
the need for keeping in touch and organizing is more vital 
than ever. Technology alone isn’t the answer. In “Community 
Engagement During the COVID-19 Pandemic and Beyond,” the 
Urban Institute suggests ways to engage while not forgetting 
that many community members may not have access to all the 
online tools in use. 

The report (available electronically at urban.org) reminds 
us why community engagement is so vital to the work of 
nonprofits. The 31-page report ties the purpose of engagement 
to some of the best practices, tools, and methods available 
today. It presents three examples of using both online and 
off-line tools. The worksheets provided will help nonprofit 
organizations strategize how to plan for and use various modes 
of communication based on desired outcomes.

The adaptations we make today will still be useful once the 
pandemic is better controlled. This report can help nonprofits 
incorporate these activities into their traditional initiatives and 
continue serving constituents well. 

—reviewed by Terrence Fernsler

Innovation 101
Your organization’s success depends on receiving a constant 
flow of innovative ideas. Here are some ways to assure a 
culture of innovation:

Read voraciously, widely, and intensely. Put aside a diverse 
collection of books, and work through them quickly. When you 
immerse yourself in this way, you make connections that are 
harder to see when you read more slowly and forget details. 
Encourage this same sort of marathon reading throughout your 
organization. Organize a reading group, and discuss books that 
aren’t directly related to your work. 

Develop an environment that promotes learning. Offer 
classes, workshops, trips to conferences, even mini-
sabbaticals.

Host innovation tournaments. Have people generate ideas, 
and have another group vote for the most innovative ones. 
After a series of elimination rounds, the person with the most 
valuable idea is left standing and wins a prize.

Build relationships and networks outside of the group. Every 
team member should make relationship-building a priority. 
The best teams are never isolated but, rather, connected to 
many other teams and individuals so that information sharing 
is constant and easy.

Uncouple authority and seniority. Sometimes it’s the junior 
person who needs to take charge of the group. Reverse 
mentoring, in which more seasoned executives learn from 
younger ones, is a proven way to generate new ideas.

Create a “third place.” Europeans have their workplace, home, 
and a “third place” (often a coffee shop), a place to relax, 
socialize, and learn. As much as possible, your team meetings 
should have the feeling of that third place, because it is in such 
a place that innovation happens. 

—adapted from Committed Teams (wiley.com) 

Breaking the Ice
It’s helpful to have a list of good icebreaking activities on hand 
to use when starting a meeting, creating team spirit, or helping 
people get to know each other. Here are a few ideas:

Go around the circle of people, and ask each one to tell the 
best and worst thing that happened to them today (or during 
the past week). 

Break into pairs, and have each person find out information 
about the other half of the pair (name, where they were born, 
what they like to do for fun, etc.). Then, have each person 
describe the other half of the pair to the rest of the group, using 
the information they’ve gleaned.

Put numbers one through eight in a hat. Each participant 
draws a number and must tell that number of bits of 
information about themselves. For example, if they pick the 
number three, they must tell three things about themselves.

Have each person write down a wish for the group in their 
time together and then read their wishes aloud.

Give each person a turn to name one of their favorite songs. 
If people want, they can sing the song together.

Tell two truths and one lie about yourself. Have the person 
next to you guess which statement is a lie. For example: My 
name is Solomon. I love to fish. I have four children. I was born 
in El Salvador. Which is the lie?

Ask everyone with a certain quality or experience (one that 
you also possess) to perform an activity of your choosing (for 
instance, “Everyone who was born in this state, wave their 
hands in the air” or “Whoever is left-handed, open your mouth 
wide and stick out your tongue.”) Have each person come up 
with a different question and activity for the group.

Think of (and say to the group) something positive about the 
person next to you (Alice has a wonderful smile, I like the color 
of Joe’s shirt, Sue is so friendly and positive). Have each person 
take a turn. 

— adapted from Inclusive Group Work (Oxford University 
Press, global.oup.com) and 201 Icebreakers (McGraw-Hill, 
mcgrawhill.com)

How to Measure 
Volunteers’ Impact
A new report explains ways to capture and strengthen the 
value of volunteer hours. “Measuring the Social Impact of 
Volunteerism” (commonimpact.org) uses two standards to 
value the volunteer hour – Independent Sector’s $27.20/hour 
and the Bureau of Labor Statistics (BLS), which calculates 
values for different types of volunteer jobs based on the skills 
needed for each particular job. 
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How to Reach the New 
Generation of Givers
Our next generation of donors – gen Xers and millennials – are 
changing giving in a big way. Experts are calling the coming 
era the Golden Age of Giving – a period driven by the bold, 
entrepreneurial ideas of the next generation and the sheer 
volume of resources they have to give. These new donors are 
upending giving strategies of the past, focusing on changing 
systems through innovative approaches.

“They are, frankly, more high-maintenance than their 
predecessors,” say the authors of Generation Impact: How Next 
Gen Donors Are Revolutionizing Giving (wiley.com). But new 
gen donors believe that more intimate relationships with their 
causes make them better donors who get better results.

This groundbreaking book offers targeted tips on how 
nonprofits can engage, nurture, and encourage these new 
donors as they reshape major giving. Here are a few:

Seek transformation, not transaction. Find ways for them to 
“go all in” – to take on real issues. They want their relationships 
with organizations to be long-term and “a hundred miles 
deep.” Look for ways you can grow together, and discuss how 
their values align with your mission so that they can make a 
concrete impact on the world. 

Embrace their peer orientation, and work as a connector. 
They’ll appreciate anything you can do to connect them with 
like-minded donors. Invite them to tackle projects with their 
peers in ways that inspire them and help them become more 
strategic.

Take their ideas seriously. The worst thing you can do is tell a 
next gen donor that you’ll follow up on their ideas and then not 
do so.

Be more candid and transparent than ever before. Next-gen 
donors want to be shown the organization’s inner workings, 
warts and all. Don’t be afraid to open up about your mistakes 
and failures. They’re very aware when they aren’t being 
entrusted with the full story.

Welcome the new, even the risky. These rising donors are 
committed to achieving results with nontraditional funding 
methods like microloans, giving circles, and crowdfunding, 
which are blurring the lines between for-profit and nonprofit 
ventures in the name of impact. Work closely with them to 
define and clarify what “impact” means for all parties.

Become a source of education and learning. Next gen donors 
take learning seriously and are eager for help. They especially 
want opportunities to learn from experience. There are too few 
learning sources geared to next gen donors, and these young 
people will be drawn to you if you’re one of those sources.

Value them. When the authors interviewed these new donors, 
one thing that reverberated most was that they felt under-
valued by nonprofits. They want to be respected as more than 
a bank account and given more than just token assignments. 
Help them find their voices, do meaningful work, and become 
the agents of transformation they yearn to be.  

The report describes three ways to quantify the value of 
volunteer engagement:

1. The first and most broadly applicable approach is to use a 
contribution claim. With this method, you use the BLS hourly 
value for the type of volunteer services provided, calculate 
what percentage this represents of the nonprofit program’s 
implementation cost, and compute an equivalent percentage 
of the program’s successful outcomes. 

Use a contribution claim when any of the following situations 
exists:

•  Volunteers provide direct service (such as distributing meals 
or mentoring students).

•  Volunteers increase the effectiveness of services (by training 
staff, upgrading IT systems, or the like) in a broad way that’s 
too entwined with other operations to separate effects and 
outcomes.

•  You don’t have data on the change in outcomes. You 
may have output metrics such as improved stakeholder 
satisfaction scores but no data on whether more of your 
organization’s beneficiaries are achieving success as a result 
of the volunteer efforts. (For example, volunteers train staff 
at a food pantry to create a better overall client experience. 
Clients love the changes, but there are no data about whether 
more of them can be served.)

2. The second approach is an attribution claim, which is 
best applied when volunteers use special expertise. This 
type of service, commonly called pro-bono or skills-based 
volunteerism, is especially powerful because it matches 
a nonprofit need with skilled volunteers. The value you 
obtain with the attribution method can far surpass the value 
calculated with the contribution claim. 

To calculate an attribution claim, establish the baseline 
outcomes from the program your volunteer project is serving 
(that is, the results before your volunteer project); determine 
the outcomes after your volunteer project is complete; and 
subtract the baseline outcomes from your post-project 
outcomes to determine the net effect of the volunteerism. 

Use an attribution claim in this situation:

•  Volunteers increase the capacity of services (for example, 
training that creates efficiencies) in a way that is clearly and 
solely responsible for improving outcomes. (For example, 
skilled volunteers work with the team at a food pantry to build 
a process that cuts client wait time by 10 minutes, resulting in 
four more clients served each hour.)

3. The third approach is to use the leverage factor, which 
compares the impact of volunteer activities (using either 
the contribution or attribution method, described above) 
to a baseline industry average, which you can anchor to 
Independent Sector’s current valuation of a volunteer hour 
($27.20/hour). 

Volunteers can increase the leverage factor by delivering 
skilled services that match nonprofit need. For example, an 
IT professional has eight hours to donate. He can generate 
greater value by leveraging his expertise (for instance by 
providing web development support, equivalent to $49.87 per 
hour) than performing a task that doesn’t leverage his skills 
(such as painting, equivalent to $16.66 per hour). 

http://www.nonprofitworld.org
http://www.wiley.com
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Let’s Talk about 
Class Differences
In the United States, class is discussed so little that nonprofit 
organizations don’t know how to talk about it anymore. 
Thinking about and responding to class will help us get beyond 
symptoms of social injustice.

Missing Class: Strengthening Social Movement Groups by 
Seeing Class Cultures (cornellpress.cornell.edu) unabashedly 
discusses class as it relates to the work of social-movement 
organizations. The author, Betsy Leondar-Wright, studied 
362 people in 25 groups from the perspective of their class 
identities.

She finds that class is often a better predictor of thoughts and 
actions than race, age, or gender.

Every class culture brings strengths to an organization; 
recognizing class attitudes can help organizations tap into all 
community strengths. 

The first step to bringing classes together on issues is to speak 
openly about class identities. Cross-class work will be much 
easier if we are class aware and class versatile. 

Here, at last, is a book that discusses class in a way that 
makes sense to nonprofit organizations. It forms a basis for 
conversations about class and the effect and value it has on 
nonprofit work. No one group of people has all the answers 
or resources needed to build meaningful social movements, 
especially in today’s polarized environment. Missing Class 
demonstrates the possibilities for our organizations when we 
learn to talk about class differences and commonalities. 

—reviewed by Terrence Fernsler

Make Sure Everyone Speaks 
Up: It’s Vital to Your 
Organization’s Success
If people are afraid to share the truth with you, you won’t 
know when things are going badly and when problems need 
to be addressed – until it’s too late. In Courageous Cultures 
(courageousculturesbook.com), Karin Hurt and David Dye 
(letsgrowleaders.com) explain how to build a culture in which 
people have the courage to share their ideas. Their research 
reveals five reasons why people don’t speak up at work:

• They don’t think leaders want their ideas.

• No one asks for their input.

• They don’t feel confident enough to share.

• They lack the skills to communicate effectively.

•  They don’t think anyone will listen or follow through on 
their feedback, so they don’t bother.

So how do you begin building a courageous culture, one 
in which everyone feels emboldened to speak up? Some 
suggestions from Hurt and Dye:

Show your vulnerability. When you let others see who you are 
as a human being, they’re more inclined to open up to you.

Manage performance. Address performance issues 
directly. Never look the other way and let slackers slide. It’s 
demoralizing for everyone and erodes trust.

Major Marketing Mistakes
In developing marketing strategies, most nonprofit 
organizations make similar mistakes, according to Michael 
Porter, an expert on strategy. He notes those that are the most 
persistent:

Mistake 1: Competing to be the best. Instead of trying to 
beat the competition, strive to be unique. Rather than trying 
to match rivals, focus on creating superior value for chosen 
customers.

Mistake 2: Confusing marketing with strategy. A good 
strategy arises naturally from a focus on customers and their 
needs.

Mistake 3: Overestimating your strengths. In building a 
successful strategy, the only strengths that matter are those 
that are unique to your organization.

Mistake 4: Trying to delight every customer. You’re better 
off deciding which customers’ needs you want to meet and 
focusing only on them. It’s as important to know what you 
won’t do as what you will do. That’s what makes your strategy 
sustainable.  

— Source: Understanding Michael Porter, Harvard Business 
Review Press, hbr.org/books

A Better Definition of Diversity
To gain the benefits of diversity, we need to expand its 
definition, argue the authors of Inclusive Group Work (Oxford 
University Press, global.oup.com). Diversity is often defined 
in a narrow sense as a characteristic possessed by individual 
members. This limited definition may lead to the assumption 
that people who share the same characteristics have the same 
beliefs, values, and experiences.

It’s more helpful to define diversity as who you are in relation to 
other people. There are many benefits to shifting the definition 
of diversity in this way. For example:

Such a stance challenges you to continuously redefine 
yourself by examining your beliefs, values, and perspectives 
rather than unconsciously accepting them as “normal” or 
“superior.”

It becomes clear that what’s important isn’t people’s 
outward characteristics but, rather, the different world views 
they bring to the group.

This new definition eliminates many harmful conflicts 
that arise from the assumption that diversity is something 
possessed by another. 

Stereotypes fall away when you see people’s differences as 
assets to explore, learn from, and value. 

“It’s as important to know what 
you won’t do as what you will. ”

http://www.nonprofitworld.org
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http://global.oup.com
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Share credit. One reason people don’t share is because they 
don’t think they’ll get the credit for their ideas. Always share 
credit lavishly. When in doubt, credit the team. 

Make it the norm to speak up. According to Amy Edmondson, 
“Psychological safety is present when colleagues trust and 
respect each other and feel able – even obligated – to be 
candid.”

This inspiring, enormously helpful book includes questions to 
ask yourself and your team, exercises you can do together, and 
suggestions you can implement. Reading this book as a team 
and discussing it together will build healthy connections and  
spark insights as you transform your culture into a productive, 
innovative, and courageous one. 

Build Your Credibility with 
Targeted Articles
No matter who your target audience is, there’s a magazine 
they’re reading in print or online. You can get your message 
to them by placing articles in those magazines. A magazine 
article provides instant credibility, a stamp of endorsement, 
and the status of “expert.” It will give your website a jump in 
search-engine optimization that can’t be beat. 

That’s the premise at the heart of Russell Trahan’s first-rate 
Sell Yourself without Saying a Word: The Experts’ Guide to 
Placing Articles in Print & Online. There’s something special – a 
third-party credibility of your content – that comes only from a 
magazine article. 

The appendix includes articles Trahan has helped people place 
in magazines. These samples provide pointers you can use to 
write successful articles. Here are a few things to try:

Adapt content from other media (blogs, books, and the like) 
so that it speaks to your target audience.

Find a freelancer or PR person to ghostwrite your article. As 
long as the article is in your voice, it doesn’t matter who writes 
it.

Interview someone, or ask someone to interview you, to 
answer people’s most frequently asked questions. Q & A 
formats often make great articles.

Consider using an article you wrote a while ago and tweaking 
it so that it feels current.

Take one piece of an article 
you’ve written and expand on it 
to create a new article.

Trahan, president of PR/PR 
Public Relations (prpr.net), has 
a track record of positioning 
100% of his clients in front of 
their target audiences. In his 
book, he provides plenty of tips 
on how to write an effective 
article and how to “pitch” it. 
Whether you’re a good writer 
or not, his ideas can help you 
expand your voice and that of 
your organization. 

Key Information about NGOs
Non-governmental organizations (NGOs) are developing 

around unique sets of challenges in the global environment. 

Handbook of Research on NGOs (Edward Elgar Publishing, 

elgaronline.com) explores these challenges and explains how 

NGOs are meeting them. It introduces many aspects of NGOs 

and is a great starting place to learn more about them.

First of all, the definition of NGO is hotly debated. Even the 22 

contributors and two editors of this collection don’t agree on 

which organizations to include, although for this book they 

agree to limit their discussions to organizations that represent 

a social cause, work across national boundaries, and don’t 

distribute profits.

The first section of the book provides an informative history of 

NGOs, especially their access to international governmental 

organizations (IGOs) such as the United Nations, International 

Monetary Fund, World Bank, and the World Trade Organization. 

The next section discusses the issues they address – gender 

equality, development, economic policy, human rights, climate, 

environment, tax justice, and consumer protection – and 

describes how, through their links to IGOs, NGOs coordinate 

progress on these issues across national borders. 

The third and final section deals with NGOs today. The NGO 

sector in China, where about 1/5 of the world’s population lives, 

is relatively young but growing rapidly. NGOs in the European 

Union, on the other hand, are well-established and politically 

savvy. This section contains thought-provoking information 

about what’s happening in international settings on issues that 

have ramifications within national borders. 

Local and national organizations are becoming increasingly 

connected to NGOs. Understanding NGOs can improve the 

work of all players concerned with the wicked issues we face 

today. 

—reviewed by Terrence Fernsler

Who Volunteers the Most?
Data from the Corporation of National & Community Service 

shows the following:

More than 77 million Americans volunteer for 6.9 billion hours 

each year; their service is worth an estimated $167 billion.

Top 10 states where residents volunteer the most: Utah, 

Minnesota, Oregon, Iowa, Alaska, Nebraska, Montana, Maine, 

Idaho, and North Dakota.

The cities where people volunteer the most are Minneapolis, 

Rochester, Salt Lake City, Milwaukee, Portland, Indianapolis, 

Pittsburgh, Seattle, Raleigh, and Baltimore.

The full report is available from I Grow Chicago (igrowchicago.

org). 

http://www.nonprofitworld.org
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Buddhist Principles 
Can Boost Productivity
Using Buddhist principles can increase workplace happiness 
and productivity, new research claims. According to the 
Warwick Business School study, adopting spiritual principles 
such as those offered by Buddhism may guide performance 
measurement better than traditional methods. The research 
tied improved performance measures to five spiritual practices 
of Buddhism:

The first principle of Buddhism is a pro-scientific philosophy 
of measurement, testing, and explanation. Taking a pro-
scientific approach requires a critical evaluation of self and of 
previous scientific findings.

The second spiritual practice of Buddhism is personal 
responsibility. This practice will lead to creating performance 
measures that promote accountability for organizational 
actions.  

The third Buddhist practice is healthy detachment, which 
promotes a perspective that is more about “we”’ and less 
about “me.” Healthy detachment is a receptive and conscious 
state of mindfulness, monitoring, and acceptance of change. 

The fourth spiritual practice is collaboration, which requires 
high levels of trust. In collaborative environments, people feel 
they can admit to mistakes and ask for help. Working together 
also requires a big-picture view of the organization and overall 
systems thinking rather than simple task-focused approaches.

The fifth principle is a wholesome view. This component of 
Buddhist practice advocates processes focused on bettering 
humanity and seeking to cause no harm.

Evidence also suggests that embracing these principles 
within organizations may lead to better decision-making, 
enhanced creativity, and reduced absenteeism. For a copy of 
the paper, “Spiritually Informed Not-for-profit Performance 
Measurement,” e-mail ashley.potter@wbs.ac.uk.  

How to Build a Successful 
Monthly Giving Program – 
and Why You Should 
What’s the best way to find hidden treasure within your 
donor database? It’s by creating a strong monthly giving 
program, says Harvey McKinnon in How to Create Lifelong 
Donors through Monthly Giving (Emerson & Church Publishers, 
emersonandchurch.com).

Even if you’re just starting your monthly giving program, you 
can depend on 10% or more of your current donors converting 
to monthly giving, and they’ll usually give three times more 
than they did before. 

And most of those donors will keep upgrading their monthly 
gifts and continue to give for 10, 15, 20 years or more. McKinnon 
notes that lifetime value (LTV) – your total income from 
donors over their giving history, minus the costs you incur – 
should be your most important fundraising consideration. 
Investing in your monthly giving program is the way to boost 
this metric.

Steps he encourages you to take when starting a monthly 
sustainer program:

Prepare “Thank You for 
Joining” materials.

Give people a monthly 
giving choice on your website 
donation page. Provide a brief, 
compelling reason why people 
should consider becoming 
sustainers. Emphasize the 
convenience of automatic 
payments not just for the 
giver but for your organization. 
Explain how it saves you 
money, lets you plan with 
greater results, and helps you 
do more good.

Add a sentence to your 
direct-mail reply form giving donors a monthly-giving choice.

Create a new page on your website that’s devoted to monthly 
giving. In your e-mails, provide a link to that page along with a 
call to action.

Develop a match offer. Find a board member, funder, or major 
donor who will match monthly gifts for a year. (Donors love 
match offers; they’re a great impetus to giving.)

Keep up regular, consistent communication with your 
monthly donors. Thank them sincerely and often. One of the 
top reasons people cancel their monthly giving (just like all 
giving) is because “no one ever said thank you.”

Building a monthly giving program is easier and more valuable 
than most nonprofits realize. The pointers in this down-to-
earth book will provide a revenue stream you can count on for 
years to come. 

A Resource Hiding in 
Plain Sight
You have a secret weapon within your workforce – the 
multicultural mind. Such a mind is created when someone 
is open to the varied perspectives of different cultures, as 
David Thomas explains in The Multicultural Mind: Unleashing 
the Hidden Force for Innovation in Your Organization 
(Berrett-Koehler Publications, bkconnection.com). These 
“multiculturals,” as he calls them, needn’t themselves be from 
other cultures, though they often are. The important strength 
they bring is the ability to see problems from new viewpoints 
and more complex ways of thinking. To harness this resource in 
your organization:

Be sure novel ideas are brought to the surface and widely 
discussed. 

Include a variety of culturally diverse and diversely skilled 
people in all teams and workgroups. 

Build time flexibility into project plans. Diverse teams, while 
often producing superior solutions, typically take longer to be 
productive. 

Create a culture of inclusion, in which everyone values and 
respects others.

Let employees know how to acquire the resources they need. 
One of the talents of multiculturals is their ability to generate 
novel ideas from unexpected places. That means they may 
need access to nontraditional resources.

http://www.nonprofitworld.org
http://www.emersonandchurch.com
http://www.bkconnection.com
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Encourage unofficial activity, tinkering, and 
experimentation. Coming at problems from new directions 
offers the best route to creativity. 

Are Your Employees Unhappy?
As a leader, you’re not privy to all the workplace chatter that 
could clue you in to office morale. So how can you take the 
pulse of your employees and know if you need to address 
problems? Cheryl Hyatt of the Hyatt-Fennell executive search 
group (hyattfennell.com) identifies three signs to watch for:

Frequent turnover. Has employee tenure shrunk? Are long-
time employees leaving and new hires not sticking around? 
While some staff attrition is normal, a spike is a key indicator to 
notice.

Burnout. Are the employees who are sticking around 
stressed? Are tempers quick and employees exhausted, 
physically or emotionally?

Decreased productivity. Are your employees becoming 
apathetic when they used to be engaged? If you’ve seen a 
downturn in output or get a sense employees are phoning it in, 
it’s important to ask why.

Three solutions that will reduce turnover and burnout while 
boosting morale and productivity:

1. Conduct regular performance reviews. Performance 
reviews shouldn’t be neglected or become rote rituals. 
Properly done, performance reviews are opportunities for 
both parties to express what they see and their desires for the 
future. Provide your employees with specific and open-ended 
questions about how they feel about the organization, your 
leadership style, any concerns they have, and any areas in 
which they’d like to grow.

2. Conduct exit interviews. Once employees decide to leave, 
they’re a valuable source of information. Ask questions about 
what worked well, what needed improvement, and why 
they’re leaving. Encourage them to be honest, and phrase your 
questions in a way that lets them be open.

3. Say “thank you.” We all appreciate being noticed for the 
work we do. Make a point to thank one employee a day either in 
person, by e-mail, or in a note. It doesn’t need to be elaborate 
or involved. A simple message such as, “Your dependability 
with the quarterly report strengthens our organization” helps 
people know that their ongoing contributions are noticed and 
valued. 

Go Beyond Coaching 
with Reflexive Inquiry
Coaching is a way to help others think through the problems 
they face. Reflexive inquiry coaching, according to Marcia 
Reynolds in Coach the Person, Not the Problem (bkconnection.
com), goes a step further. 

When you use reflexive inquiry, you help people look beyond 
either/or choices. You focus on questions that summarize, 
paraphrase, and draw distinctions to help people find their 
own answers to problems. 

Reflexive inquiry encourages people to think critically by 
including perspectives they may not have considered and 
trusting that they have the ability to do so. Using inquiry to help 

people resolve issues themselves is much more effective than 
giving direction or suggestions.

Reflexive inquiry requires the coach to let go of judgment. 
A coach may sometimes want to offer statements of 
discouragement or encouragement, but reflexive inquiry lets 
the ones being coached make choices based on their own 
values. Allowing people being coached to own the resolution 
will improve learning.

While not appropriate for all situations, reflexive inquiry is 
a way to help others develop problem-solving skills using 
their own strengths. It can be an important tool in leadership 
development. This book will be a valuable addition to the 
libraries of nonprofits seeking the most from the abilities of 
staff, volunteers, and even clients in problem-solving and 
advocacy. 

—reviewed by Terrence Fernsler

Beyond the Briefs
To explore issues raised in these briefs in more detail, take 
a look at these articles (NonprofitWorld.org):

Here Come the Millennials – and their Money (Vol. 34, 
No. 3)

Creating Breakthroughs (Vol. 26, No. 4)

Crowdfunding Success for #GivingTuesday and Year-
End Fundraising (Vol. 35, No. 3)

Are You Risking Legal Action because of Discrimination? 
Study Shines Light on Leadership Diversity (Vol. 38, 
No. 4)

The Peer-to-Peer Fundraising Evolution (Vol. 30, No. 6)

Creating a Values-Based Road Map (Vol. 23, No. 2)

Three Keys to Building Relationships in Life (and with 
Your Donors (Vol. 38, No. 1)

Boosting Visibility (Vol. 27, No. 2)

How to Fit into the News (Vol. 35, No. 4)
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