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Now you can earn a Certificate in Nonprofit Management on-line with
CEUs from Michigan State University. 

The eight-program Certificate series is designed for working professionals 
wishing to enhance and advance their careers. 

1. Strategic Planning 
Faculty: Frank Martinelli 

President, Center for Public Skills
Training, Milwaukee, Wisconsin

Course Objective: Acquire practical
tools and techniques to prepare for and
create a strategic plan.

2. Resource Development 
Faculty: Jimmie R. Alford, C.F.R.E.

President and CEO,
The Alford Group, Inc.
Evanston, Illinois

Course Objective: Learn techniques for
acquiring, renewing and upgrading donors.

3. Board Governance 
Faculty: Carol E. Weisman

President, Board Builders
St. Louis, Missouri

Course Objective: Learn how to build
a diverse board with a commitment to
mission.
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Associate Professor of Marketing, Santa
Clara University, Santa Clara, California

Course Objective: Learn the steps for
developing the structure and content of
a useful marketing plan. 

5. Mission-Based Management 
Faculty: Peter Brinckerhoff

Corporate Alternatives, Inc. 
Springfield, Illinois

Course Objective: Learn the business
practices of a successful nonprofit
organization.

NEW
from the

Society

6. Social Entrepreneurship
Faculty: Jerr Boschee

Founder and Executive Director
The Institute for Social Entrepreneurs
Eden Prairie, Minnesota

Course Objective: Understand the
critical success factors in adopting
entrepreneurial strategies.

7. Volunteer Management 
Faculty: Susan J. Ellis

Founder and President, ENERGIZE, Inc.
Philadelphia, Pennsylvania

Course Objective: Understand the steps
to successful volunteer recruitment,
management and evaluation.

8. Strategic Alliances 
Faculty: Richard L. Jones

President and CEO, Metropolitan Family
Services, Chicago, Illinois

Course Objective: Explore the types
of strategic alliances and the principles
critical to their development. 

Faculty: David Campbell
Vice President for Programs,
Community Service Society of New York 
New York City, New York 

To learn more about this 
affordable educational opportunity,
visit the Society's Learning Institute 

Web site at:

www.nonprofitcourses.org/li
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The American Society for the Prevention of Cruelty to
Animals (ASPCA), through its Web site (ww.aspca.org) and
its adoption partner (www.petfinder.com) lets people search
for adoptable pets online. The organization’s fundraising suc-
cess has skyrocketed since it began using the Internet to
involve people in its mission. For tips on using the Internet as
a strategic fundraising and marketing tool, see page 17.

departments

2 Editor’s Page
Lean and Mean? 
By Jill Muehrcke

4 Letters to the Editor

5 First Alert
The eyes of the IRS are on you. Plus other
legal, tax, and personnel issues affecting
nonprofits.

6 Fundraising Forum
How to Market Planned Giving
to Donors
By Bartholomew A. Seymour III
Are you taking advantage of this
remarkable resource?

8 Creative Fundraising Ideas
Try an evening walk-a-thon. Invite
sponsors to a preview party. Consider
a basket instead of a fee.

9 Board Room
A Message from Your Lawyer
By Gary Overstreet

12 Entrepreneurial Spirit
Looking for Customers Rather than
Handouts By Jerr Boschee
See how one nonprofit entrepreneur
earned money while giving ex-cons and
former addicts a chance at a new life.

16 Directory of Nonprofit
Providers
Providers to nonprofit organizations,
nationwide.

28 Future Trends
Advance to the Future or Retreat to
the Familiar? By Bruce Glasrud
The key to the future is to reach out to
meet it.  Here are some tips.

30 Relevant Reviews
Lessons from Nonprofit Entrepreneurs
By Terrence Fernsler
Entrepreneurs share their secrets.

31 Nonprofit Briefs
Nonprofit growth outpaces other sectors.
What’s the state of the nonprofit Internet
industry? Plus other tips, research, and
publications in the nonprofit sector.

1

N
o
ve

m
b
er

 •
 D

ec
em

b
er

 2
0
0
4

NONPROFIT WORLD is published bi-monthly at the subscription price of $79 per year by The Society For Nonprofit Organizations. Single copies are available, prepaid, at $15 per copy.
NONPROFIT WORLD is available at no charge to members of The Society For Nonprofit Organizations. To subscribe or to become a member of the Society, write: The Society For
Nonprofit Organizations, 5820 Canton Center Road, Suite 165, Canton, Michigan 48187. Telephone: 734-451-3582. Organizational Membership $99. Individual $59.
Organizational members may purchase additional memberships for their board, staff, and volunteers at $15/membership/year. Change of address: Send both new and
old address, with mailing label if possible, to: The Society For Nonprofit Organizations, 5820 Canton Center Road, Suite 165, Canton, Michigan 48187. Allow six weeks for corrections.
No part of this publication may be reproduced without written permission. All rights reserved. Copyright©  The Society For Nonprofit Organizations ISSN 8755-7614. POSTMASTER:
Send address changes to The Society For Nonprofit Organizations, 5820 Canton Center Road, Suite 165, Canton, Michigan 48187. E-mail: info@snpo.org. Web page: www.snpo.org.

Unsolicited manuscripts and letters to the editor are welcomed. They should be addressed to Jill Muehrcke, Editor, Nonprofit World, 
P.O. Box 45346, Madison, WI  53744-5346 or muehrcke@charter.net.

contents
articles

17 The New Marketing Model for Nonprofits
By Vinay Bhagat
For breakthrough fundraising results, it’s essential to use the Internet.

20 How to Use Real Estate as a Strategic Tool
By Chris Larson
The right tactics can free up cash you can use today.

23 Six Steps to Outstanding Results
By Merrill Douglass

24 Turnaround Needed! How to Get Started
By Gary Snyder
Here’s why the nonprofit sector is in trouble—and what to do next.

26 How to Build a Cohesive Organization
By David E. Mason
Use these 16 key factors to create an organization that will stand the test of time.

NONPROFIT WORLD
Editor Jill Muehrcke

SOCIETY FOR
NONPROFIT ORGANIZATIONS
President Katie Burnham Laverty

Membership Director Jason Chmura

Board Members:

David Magidson
Wayne State University
Detroit, Michigan

David Wells
Milwaukee, Wisconsin

David Nims
Clark Hill PLC
Detroit, Michigan

Gary Snyder
Nonprofit Management Group
West Bloomfield, Michigan

Dan Ponder
Franco Public Relations Group
Detroit, Michigan

Production SilverLine Studio

Advertising Sales 
Dana Farley
800-327-7377, Ext. 3309
dfarley@villagepress.com

Publisher 
The Society for Nonprofit Organizations

Purpose

The Society for Nonprofit Organizations is 
a 501 (c) (3) nonprofit organization. Through
Nonprofit World and other communications
with its members, the Society is dedicated to
bringing together those who serve the nonprofit
world in order to build a strong network of
professionals throughout the country.

This logo symbolizes the goal
of the Society, which is to unify
diverse segments of the nonprofit
world, to draw them together,
and to create a dynamic whole
without losing their individuality.



2

N
o
n
p
ro

fi
t 

W
o
rl
d
, 

V
o
l. 

2
2
, 

N
o
. 

6

ffective leaders share a belief
in others and a disdain for
bureaucracy. The two traits
go together, because when a
leader empowers people, the

stage is set for a productive, flattened,
nonbureaucratic culture.

One powerful way to see if an organ-
ization is fat or flat is to call people at
higher levels of the organization: Are

they accessible? Or are they hiding
behind countless layers of gatekeepers?
How many minutes, hours, days, weeks
does it take to connect with someone?

In Less Is More (New York: Penguin
Putnam, www.penguinputnam.com), Jason
Jennings describes interviews he con-
ducted with leaders of successful organi-
zations. Bureaucracy of any kind is
anathema to them, he reports, because
bureaucracies waste money, show disre-
spect for workers, and destroy team
spirit. (For eight steps to drive a stake
through the heart of bureaucracy, see

“How to Blow Up the Bureaucracy” on
page 32.)

You don’t have to be lean and mean
to produce results, as Merrill Douglass
explains on page 23. Instead, be lean
and friendly. Abolish duplication, cut out
unneeded steps, and simplify processes.
Have faith in people. Give them your trust
and the tools they need, and they will get
the job done.

Nonprofit success is all about peo-
ple. It’s about earning people’s trust by
trusting them first. It’s about forging
relationships with staff, volunteers, and
constituents. It’s about building an
unshakeable web of support with donors
(see “The New Marketing Model for
Nonprofits” on page 17 and “How to
Market Planned Giving to Donors” on
page 6).

While great leaders possess a lean
spirit, they don’t cut and pare at the
expense of people. They know the impor-
tance of creating a culture that supports a

belief in people at all levels, as Jennings’
study makes clear. Knowledgeable lead-
ers initiate a culture and then work hard
to make the culture bigger than any one
person, including themselves.

The spirit and culture of successful
organizations are “as much an intrinsic
part of the work environment as lighting
or air,” Jennings asserts. Since people
breathe in their organization’s culture,
they can articulate what they know is real
and true.

In such an organization, things get
done quickly, and response to a request
or question is instantaneous. Communi-
cation is fluid, tying employees to
each other and to the organization’s
customers.

Communication is one of the keys to
a cohesive organization, as David Mason
tells us in “How to Build a Cohesive
Organization” (page 26). In a nonprofit
organization, communication must do
more than transmit information. It must
also inspire, motivate, and build bridges
between people. It must proclaim trust,
and it must help people share in a dream
for the future. 

As Mason says: When people believe
something is going to happen, they
behave as though it is going to happen. 

Then it often does happen. ■

Earn people’s trust by
trusting them first.

Lean and Mean?

Jill Muehrcke
Editor, Nonprofit World

EDITOR’S page
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What Every Nonprofit Director and Manager Should
Know about Effective Governance for Nonprofits

This Library, including three publications, Guidebook for the Directors of Nonprofit Corporations, Second
Edition; Nonprofit Governance and Management; Nonprofit Resources: A Companion to Nonprofit
Governance, offers legal guidance on directors' duties, rights, risks and obligations; practical how-to-
commentary; sample forms and letters; handy checklists; and pointers for both nonprofit directors and
staff. Also, the third title in this Library is a reference listing books, handbooks, professional journals,
government publications, foundation reports, case and statutory citations, and Internet sites related to
nonprofit governance. The Three publication titles within the Library are described as:

1) Guidebook for Directors of Nonprofit Corporations, Second Edition
By the Committee on Nonprofit Corporations, ABA Section of Business Law
2002  280 pages  7 x 10   Paperback

A new edition of the ABA’s most popular title, this accessible guidebook is designed for directors and
prospective directors of all types of nonprofit corporations. The Guidebook, written in plain-English
commentary, addresses general legal principles and corporate governance issues to provide nonprofit
directors with a comprehensive understanding of their roles. The new Second Edition adds full-length
chapters covering today’s changed political and legal environment for nonprofits; tax ramifications of
profit and joint ventures; employee relationships, laws, and policies; duties of directors in special cir-
cumstances such as change-of-control events and bankruptcy.

2) Nonprofit Governance and Management
Edited  by Victor Futter, Judith A. Cion and George V. Overton
2002   744 pages   7 x 10    Paperback

This updated edition of Nonprofit Governance-The Executive’s Guide expands the scope of its popular
predecessor to address issues relevant to both directors and managers of nonprofits.  Drawing on the
expertise of nonprofit executives, directors, lawyers, and other professionals experienced in organization
and management, this new edition offers step-by-step guidelines, sample forms and letters, handy check-
lists and pointers to additional resources.  Topics include accounting, board and committee operations,
grant writing, Internet laws, liability, membership, mission statements, state regulations, and much more.

3) Nonprofit Resources: A Companion to Nonprofit Governance
Edited by Victor Futter
2002   80 pages    7 x 10   Paperback    
A reference containing hundreds of helpful up-to-date listings of books, handbooks, professional 
journals, government publications, foundation reports, case and statutory cites, and Internet sites.

Each entry includes complete bibliographic details to guide you straight to the information you need.
Entries are arranged by topic for quick, convenient look-up.  Topical coverage includes accounting,
charity, directors, effective boards, fiduciary duties, governance, health care, hospitals, information
flow, lobbying, membership associations, nominating committee, orientation, private foundations,
records retention, and more!

www.ababooks.org
Phone: 1-800-285-2221
Fax: 1-312-988-5568

Publications Orders
P.O. Box 10892

Chicago, IL  60610-0892

A M E R I C A N B A R A S S O C I A T I O N

www.ababooks.org

References may be kept up to date through periodic supplementation, revisions and companion volumes sent on approval. Any supplementation issued within three months of 
purchase will be sent at no additional charge. You may change or cancel any upkeep service at any time by notifying the American Bar Association in writing.

ORDER TODAY!
Visit www.abanet.org/buslaw/catalog/pubs.html 

to learn more about this publication and others in the Business Law Section.

ABA #1 BestSeller

Nonprofit Governance Library
2002   7 x 10   Paperback   Product Code: 5070392P
$99.95 (1-9 copies);  $89.95 (10 - 25 copies)
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Let’s Keep Politics Out
of Volunteering

While thousands of volunteers serve
in America’s marginalized communities,
partisans in Washington wage an ideolog-
ical war. The world of national and volun-
teer service seems oddly divided into two
camps, too often around party lines.

One camp is dedicated to enabling
more Americans to serve through pro-
grams such as the Peace Crops, Ameri-
Corps, or Senior Corps, but often with
little attention to those volunteers who
serve locally without government sup-
port. The other camp supports traditional
volunteers, but often opposes any federal
investment in national service programs.

For the sake of strengthening our
country, it is time for the two camps to
join as one. 

What’s disappointing is how difficult
it has been to create opportunities for
many Americans who simply want to
serve their community and country. In the
midst of this debate, we’re losing the
opportunity to engage millions of addi-
tional Americans in service. Many
Americans would be surprised to learn
how hard it has been to increase the num-
ber of Peace Corps volunteers, which
number only 7,500 today, even though
more than 200,000 Americans have
expressed interest in the program since
September 11, 2001.

Citizen Corps, an effort that has
engaged hundreds of thousands of com-
munity volunteers to support homeland
security, received federal support only
after intense and repeated efforts. The
vast majority of American citizens and
leaders support these programs on the
home front and in countries around the

world, especially after the September 11
attacks.

The AmeriCorps program, despite its
widespread popularity in local commu-
nities, is the subject of a divisive debate
in Washington every year. Even today
there are efforts to dismantle or severely
cripple AmeriCorps, despite tremendous
support for programs like Habitat for Hu-
manity and Teach for America, which are
populated by AmeriCorps participants.

Opportunities exist to support volun-
teer service among Americans in non-
profits that aren’t within reach of
AmeriCorps. We call upon Congress—
those on both sides of this issue—to
resolve the conflict over national service
and invest in volunteering as well. There
should be a significant federal investment
in our volunteer centers and intermedi-
aries, matched by local community
resources, competitively administered
and accountable for results, to increase
the capacity for Americans to volunteer.

Service, through national or commu-
nity programs, is what defines us as
Americans. It also can be a powerful anti-
dote to the sense of helplessness many
Americans feel today. For the sake of
building a culture of service and citizen-
ship that fulfills our nation’s promise, it is
time for us to join together in a bold and
united front of service.

John Bridgeland, CEO, Civic

Enterprises, Washington, D.C., and

Michelle Nunn, CEO, CityCares,

Atlanta, Georgia

Reader Offended by
Volunteer Inference

To suggest that people who want to
work without pay are likelier to steal or
waste money is flat wrong, extremely

damaging, and a smokescreen. Being
unpaid is not a factor in financial mis-
management or fraud.

John Owen (“Nonprofits without
Audit Committees Risk Disaster,” Vol. 22,
No. 2) is right that nonprofits need audit
committees and that boards lacking
financial expertise can be blindsided by
looming disasters. But he’s wrong to sug-
gest that using volunteers makes non-
profits more vulnerable to financial
improprieties.

Organizations grow, and grow safely,
by using volunteers to do important
work. In my personal experience, volun-
teers are no more likely than paid staff to
mismanage or defraud. Those who are
paid are more motivated by money, and
some of them help themselves. As a vol-
unteer, I’ve been invited to take gifts.
Where’s the corruption?  

Where the problem may occur is in
refusing to manage volunteers as one
manages paid employees. Managers must
match volunteers to the right jobs and
measure their performance just as with
paid staff. Lowering what’s expected
from volunteers because they’re not paid
harms the organization. Allowing a paid
manager to lessen what volunteers do
selfishly undermines nonprofits’ mis-
sions. No correlation exists between ama-
teurism and volunteerism.

Doing as much as we can for a non-
profit’s mission takes hard work, and that
takes committed people. Many are volun-
teers. We must look at all our work care-
fully for legal and financial liabilities. We
must look at all our production for quali-
ty, to be sure we’re meeting constituents’
needs as well as we can. We must raise
standards all around to increase public
trust in nonprofits’ performance. ■

Nick Levinson, New York, N.Y.

LETTERS to the editor



Last year the Equal Employment
Opportunity Commission (EEOC) re-
solved 87,755 charges of employment
discrimination for $236 million. The
largest number of EEOC complaints
(35.1%) came from allegations of race
discrimination, followed by claims of
retaliation (27.9%), age discrimination
(23.5%), and discrimination based on an
employee’s or applicant’s disability
(18.9%). The figures add up to more than
100% because some complaints alleged
more than one kind of discrimination.

These statistics suggest that man-
agers aren’t being trained in employee
law—a dangerous situation in today’s
litigious environment. Such training
needn’t be costly, but it must be consis-
tent so that all managers and supervisors
know how to comply with labor laws. 

For helpful products, including
training videos, labor-law-compliance
posters, software, and HR forms, see
www.gneil.com. Also see these
Nonprofit World articles at
www.snpo.org: “How to Avoid
Retaliation Claims” (Vol. 21, No. 6),
“Protect Yourself Against Employee
Lawsuits” (Vol. 15, No. 2), “Your Duty to
Investigate Workplace Complaints” (Vol.
19, No. 3), “How to Accommodate
Disabilities under ADA” (Vol. Vol. 18, No.
5), “The Failure of Diversity Training”
(Vol. 18, No. 3), “Managers Must Become
Multicultural” (Vol. 20, No. 6),  “How to
Avoid Age-Discrimination Lawsuits” (Vol.
15, No. 6), “The Most Likely Lawsuits—
and How to Protect Yourself” (Vol. 19,
No. 1), and “Don’t Be Sued for Negligent
Hiring” (Vol. 21, No. 3). 
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Do Your Managers Know the Law?

The Eyes of the IRS Are on You

The IRS (www.irs.gov) plans to hire 70 new employees to deal with nonprofit-relat-
ed issues. It is looking closely at nonprofits’ internal control systems. Such systems
must be strong enough to prevent fraud and the inadvertent diversion of assets to ter-
rorists, two main areas of IRS focus. The IRS has also opened an Exempt Organizations’
Electronic Initiatives Office to facilitate electronic filing of Form 990.

Car Donation Rules

Explained

Legislators have recently
raised concerns that donors are tak-
ing overly generous deductions for
their donations of noncash items,
especially cars. In response to these
misgivings, the IRS has outlined
car-donation rules in two new
guidebooks, one for donors and one
for nonprofits that receive donated
cars (Publications 4301 and 4303).

Programs in which a nonprofit
uses a donated car in its own activi-
ties, sells the car itself, or monitors
an agent to sell the car on its behalf
don’t usually pose a problem,
according to these guidelines. A
program in which the nonprofit lets
a for-profit solicit cars in its name,
on the other hand, is likely to attract
IRS scrutiny. The rules also stress
that a car’s blue-book value is only
the starting point for determining
its deductible value; the actual fair
market value of a specific car may
be much lower. For more informa-
tion, see www.nonprofitissues.com
and www.irs.gov.

New “Depression Calculator” Helps Employers

A new online tool is available to help employers estimate the cost of
depression in the workplace and the savings possible through treatment.
The tool estimates the rate and cost of depression based on your orga-
nization’s size, type, and location and the ages and genders of your
employees. It also estimates the savings you could expect if employees
obtain treatment.

The cost of untreated depression in lower productivity and higher
absenteeism is huge, yet it is among the most treatable of all illnesses,
according to the American Psychiatric Association (APA). For more
information, see www.psych.org and hr.cch.com.

New Disability Rules Set

The Access Board has issued new guidelines
detailing how organizations should achieve acces-
sibility in new construction and alterations to their
buildings. The requirements, which cover the
design of entrances, ramps, parking, restrooms,
telephones, and the like, have been revised to keep
pace with technological innovations. These cri-
teria serve as the baseline for standards used to
enforce the Americans with Disabilities Act
(ADA). See www.access-board.gov.

FIRST alert
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he ’80s may have been the “me
decade,” but as Baby Boomers
reach retirement and the transfer
of their wealth approaches, the
future may hold the “we decade.”

Many hard workers have accumu-
lated sizable wealth and now face the
challenge of passing along their assets in
a financially productive way. They’re
seeking solutions tailored to their finan-
cial situation and value system.

They are discovering planned giving.
Essentially, planned giving is the

charitable portion of an overall estate
plan. Donors decide how to disburse
assets, and plans are structured so that
donors and their beneficiaries both derive
the greatest possible benefit.

Charitable organizations have a
unique opportunity—a chance to extol
the mutual benefits of planned giving to
their existing donors and to recruit new
contributors through a targeted market-
ing campaign.

The question is How? How can
your organization tap this expanding
resource? When a potential donor asks
about the benefits of planned giving, what
will be your response?

Will Power?
The classic example of planned giv-

ing is a legacy in a will (“I leave my
favorite charity $100”). Standing alone, a

will can be an inefficient document.
Wading through notoriously slow and
overburdened probate courts can be
emotionally and financially taxing to a
family coping with the loss of a loved one.
For those who have built some wealth,
taxes can take a large financial bite, with
federal tax rates approaching 50%.

Although a well-crafted, legally
sound will is a vital part of any estate
plan, informed individuals don’t rely on
wills alone. They create trusts to accom-
plish their objectives.

Learning to Trust
Trusts are separate legal entities

designed to manage and distribute funds.
Trusts have several estate-planning
advantages. When teamed with a proper-
ly drafted will, a trust can reduce or even
eliminate taxes that would otherwise be
payable. Unlike wills, the terms of a trust
may be kept confidential. A trust often
pays for itself when it avoids the costs of
probating a will.

Several factors have driven the
increasing importance of trusts as an
estate-planning tool. With increases in
average family wealth, more people find
themselves meeting the threshold to pay
estate taxes. Despite some modest legisla-
tive relief, estate taxes affect many people
who don’t consider themselves wealthy.
Most commonly, couples create revocable

trusts that maximize the amount of assets
that can be transferred tax-free.

As more and more people establish
estate-planning trusts, the planned-giving
component is also gaining recognition.
Trusts provide a unique array of benefits
to both donor and charity. Assets, which
would otherwise be subject to extreme
estate tax rates, pass completely tax-free
to charities. For example, a trust might
provide that “my trustee shall pay my
favorite charity $100.”

’Tis Better to Give

Estate taxes can be avoided when an
estate plan gives to a charity at death.
However, more comprehensive estate
planning can increase the tax benefits
associated with giving money to charities.
This is an area where the tax law permits
people to have their cake and eat it too.
Arcane acronyms such as CRUTs and
CRATs identify a breed of trusts which
can be tailored to provide the following
benefits:

• The donor obtains an immediate tax
deduction.

• The donor receives a guaranteed
yearly income from the donated
assets.

FUNDRAISING forum

How to Market Planned Giving
to Donors
Are you taking advantage of this remarkable resource?

B Y :  B A R T H O L O M E W  A .  S E Y M O U R  I I I

T
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• Assets that would normally be tax-
able are removed from the donor’s
estate.

• The charity receives an irrevocable
gift at the time of the donor’s death.

• While some types of trusts operate
most efficiently under high interest
rates, there are numerous techniques
involving charitable trusts that are
designed to work best under low
interest rates. A well-designed trust
will provide the optimum return on a
charitable investment in almost any
economic context. Such an invest-
ment is completely immune to mar-
ket forces, to the whims of the
Federal Reserve, and to ever-chang-
ing political and legislative efforts.

Altruism––a Truism

Tax benefits and financial security
aside, altruism is still the greatest motiva-
tion for charitable donations. Placing
money in a charitable trust gives donors
the pleasure of knowing that their contri-
butions will be spent as they wish. The
terms of any trust can set restrictions to
assure that the donor’s intent is followed.

The donor enjoys both philanthropic
satisfaction and generous tax benefits. If
the trust is designed to bestow a gift upon
a donor’s death, then the donor can
decide whether or not to notify the chari-
ty of the future gift. If the gift is made
known, the charity can plan how best to
use the expected money.

Fringe Benefits

As attractive as planned giving can
be to donors, it is equally desirable for
nonprofit organizations. A commitment
to planned giving helps nonprofits
achieve those precious budgetary ele-
ments: security and predictability.

Through planned giving, organizations
can build endowments and plan for future
expenses.

The promise of tax benefits, as well
as a secure flow of interest, has not only
made charitable trusts more popular, but

has increased the size and frequency of
donations. Particularly in uncertain eco-
nomic times, when the amounts of chari-
table gifts tend to sag, funds received
from planned giving can be a lifesaver.  

Market Value

So what can your organization do to
market the benefits of charitable trusts?
What concrete steps can you take to
make donors aware of planned-giving
benefits? Here are the key steps:

Create bonds with your donors.

One advantage of planned giving is that it
almost always equates to long-term giv-
ing. Thus, you have plenty of time to build
a relationship with the donor. Use this
time wisely. Establish yourself as a quali-
ty organization and a responsible handler
of donated funds. The traditional meas-
ure of administrative costs vs. dollars

received/spent is an important indicator
of an organization’s efficiency and fiscal
integrity. Be prepared to divulge this ratio
upon the donor’s request. Keep adminis-
trative costs low and net charity spending
high. Responsible donors may also ask to
see documentation of recent tax returns
as well as several years of annual reports.
The more documentation you provide,
the more you will cement donors’ trust.
Ultimately, this trust leads to larger
donations.

Convey a consistent message to
your staff, board, donors, and poten-
tial donors. A steady, grounded non-
profit with a strong sense of identity
inspires giving and instills confidence
in your employees and contributors.
Everything—from newspaper articles to
newsletters—reflects on your organiza-
tion. Consistency translates to security.
A secure, professional organization will
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stand out of the pack as an attractive
charitable option. If people know they can
depend on your communications, they’ll
listen when you tell them about planned
giving and trust what you have to say.

Make planned giving an organiza-

tional priority. Reinforce the impor-
tance of planned giving whenever you
have a chance. All levels of your organi-
zation need to be “on board” and fully
engaged in making planned giving a top
priority. From board members and the
executive director on down, planned giv-
ing should be emphasized, recognized,
and maximized. 

Establishing a planned-giving com-
mittee is an effective way to keep your
organization dedicated to planned giving.
A committee can provide structure and
oversight, maintaining overall focus and
improving strategic coordination.

Pursue an aggressive marketing

campaign. Don’t limit your pursuit of
new donors to any one group of people.
Personal contacts are tremendous assets
—use them. Although it’s unreasonable

to expect every contact to develop into
an eventual donation, a network of
friends and associates will help spread
your message and establish valuable
relationships.

Existing donors are an oft-over-
looked source of funding. Never take
charitable relationships for granted.
Rather than treating existing donors as
“sure things” whose names come up once
a year on a mailing list, cultivate an
expanded relationship with them. Don’t
forget, they’ve already proven their will-
ingness to support your cause. They’re
perfect candidates to approach about
planned giving.

Planning for the Future

Planned giving offers many rewards
for both the donor and the charity. For
donors, the financial benefits, coupled
with the support of an important cause,
make planned giving a valuable part of a
larger estate plan. For charitable organi-
zations, planned giving can help with
financial planning, strategic develop-
ment, and marketing to new donors,

ensuring a reliable and sustainable source
of future funding.

The concept is simple. The benefits
are many. It’s our job as nonprofit organi-
zations to reinforce this message and
encourage our contributors to learn more
about this mutually beneficial option. ■

Resources

Behan, Donald F., “Planned Giving with Gift
Annuities,” Nonprofit World, Vol. 14, No. 2.

Clough, Leonard G., “Why Planned
Giving?”, Nonprofit World, Vol. 12, No. 2.

Lang, John, “Put the Government on a
Tax Diet with a CRT,” Nonprofit World,

Vol. 14, No. 6.
Remley, Dirk, “Relationship Marketing:

Guaranteeing the Future,” Nonprofit World,

Vol. 14, No. 5.

These resources are available from the
Society’s Resource Center, www.snpo.org.

Bartholomew A. Seymour III sits on

several nonprofit boards. As an estate-

planning attorney with Bloomfield Hills,

Michigan-based Monaghan, LoPrete,

McDonald, Yakima, Grenke & McCarthy

(www.mlmygmlaw.com), Seymour special-

izes in nonprofit law, including planned

giving to nonprofit organizations.

Try an Evening 
Walk-a-thon

Making your walk-a-thon an
evening event might add the twist
needed to boost attendance and
involvement. More than 1,200 peo-
ple participate in Boulder County’s
AIDS Project’s Midsummer Night’s
5K walk, held from 5:00 to 10:00
p.m. each summer in Boulder,
Colorado. Booths and bands along
the route enliven the event.

Invite Sponsors to
a Preview Party

To thank sponsors of your
special event, invite them to a
preview party before the event.
Special touches for preview
party attendees might include:
valet (or preferred) parking;
distinctive name tags; a corsage
or boutonniere; champagne;
and public introduction at the
main event.

Consider a
Basket Instead

of a Fee

Instead of charging a
fee for your event, leave
a basket out for donations.
A basket often raises
more money than a fee. See
“Special Events Galore!”,
published monthly for $79
per year by Stevenson, Inc.,
www.stevensoninc.com.

CREATIVE FUNDRAISING IDEAS



m an employment defense lawyer, and I’ve represented
many nonprofit organizations, some very large and
some very small. I’d like you to assume that I’m your
defense lawyer, or at least the defense lawyer for your
organization. Assume further that your organization,

and perhaps you too, as a board member, have just been sued in
employment litigation.

As I drive to meet you for the first time, following are the
thoughts I wish I’d expressed to you long before this litigation
arose. They represent common problems found with board
involvement in personnel decisions.

Remember Who You Are

As a practical matter, you’ve been recruited to the board
because your talents are publicly known, and your nonprofit
organization wants to grab those talents. Legally, however, the
board only makes decisions, and you, as a board member, are
merely one vote in that decision.

Realize Your Unusual Setting

You and your fellow board members come from different
backgrounds, meet infrequently and for short periods, receive
virtually no compensation, perceive your involvement as a labor
of love rather than commerce, and effectively have no boss.

In this setting it’s easy to act informally, rather than follow-
ing your articles, bylaws, employment handbooks, and policies.
And it’s easy to act individually and forget that you’re just one
member of the board. It’s common for staff members to seek you
out to solve their individual problems, rather than go through
the proper channels. Unfortunately and all too often, nonprofit
board members assume that employment laws and employment
litigation apply only to IBM and not someone like you and your
nonprofit organization.

Assume Every Comment You Make
Is Public

A U.S. Senator, not long ago, learned that his diary wasn’t
private, and he found his entries, regarding blow-drying his hair,
in national publications. I suppose we would all behave better if
we were, at all times, on video tape. Likely, none of us wants
such a world, but, as your lawyer, I absolutely would like you to
speak, at all times, as if you were on video tape. This is particu-
larly important when speaking on a personnel matter having
potential for trouble.

Comments made in board meetings, even in executive ses-
sion, aren’t privileged; comments between board members, in
parking lots, or by telephone, aren’t privileged; “confidential”
conversations with your organization’s executive director aren’t
privileged. In general, your only privileged communications are
with your lawyer, your clergy, your spouse (not someone else’s
spouse), and your doctor. These privileges can be lost if the com-
munication is in the presence of someone not your lawyer, cler-
gy, spouse, or doctor.

Profanity, slurs, and informal observations that a particular
employee may be nuts, are particularly hurtful. In a Disney
employment lawsuit, it didn’t help that a Disney executive had to
admit that he had once said of the plaintiff, “I hate the midget.”

Act as a Board , Not an Individual

Executive directors and other staff employees become your
friends, and when these friends bring you their personal prob-
lems, it’s easy to fall into giving advice rather than deferring to
your organization’s personnel policies and procedures for
response to such problems. In litigation, plaintiffs’ lawyers love
to tell juries that board members neither knew of, nor followed,
their organization’s policies and procedures.
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Be Sure All Members Have the 
Same Information

Those same plaintiffs’ lawyers love to tell juries that board
members were split on a decision and based their votes on dif-
ferent information. There’s nothing wrong with being split on a
decision–if everyone has the same data. But voting when even
one board member lacks complete information can be fatal to a
defense. Therefore, for any important personnel vote (such as
termination of an executive director), don’t assume that all other
members have the same facts. Before voting, insist on a summa-
ry presentation, and ask all board members to identify any rele-
vant information not contained in that presentation. 

Take the High Road

Participating as a member of a nonprofit organization is an
extraordinary and fulfilling experience. However, employment
litigation has become part of our world. Act in the best manner
you can based on your education, experience, ability, and
information. This will strengthen your position in the face of any
lawsuit. As a board member, this is the only responsible course
of action.

This article is adapted from the Alliance Report, published by

Nonprofits’ Insurance Alliance of California (NIAC), a liability

insurance pool owned and operated by 501(c)(3) nonprofits. NIAC

provides affordable insurance coverages exclusively for its nonprofit

owners. For more information, contact NIAC, P.O. Box 8507, Santa

Cruz, California 95061-8507, www.niac.org.

Comments between board members aren’t privileged.

What’s in Your Board Kit?
For ideas to help improve your board and avoid litigation, see these Nonprofit World articles, available at www.snpo.org:

• How Effective Is Your Board? A Rating Scale (Vol. 8, No. 5)

• Protect Yourself Against Employee Lawsuits (Vol. 15, No. 2)

• Improving Nonprofit Boards: What Works & What Doesn’t? (Vol. 15, No. 3)

• To Write Or Not to Write: Do You Need a Personnel Handbook? (Vol. 11, No. 3)

• The Board’s First Duty: Accountability (Vol. 18, No. 6)

• Bylaws: the Blueprint for Success (Vol. 6, No. 1)

• Does Your Board Need Liability Insurance? (Vol. 12, No. 6)

• Seven Creative Ways to Energize Your Board (Vol. 11, No. 6)

• The Most Likely Lawsuits–and How to Protect Yourself (Vol. 19, No. 1)

• Expectations for Nonprofit Boards Are Changing (Vol. 19, No. 3)

• Do You Need a Record-Saving Policy? (Vol. 19, No. 6)

• Reduce Your Risk of Liability (Vol. 21, No. 3)

• The Emperor’s New Clothes, Or How to Protect Against Lawsuits and Other Chilling Surprises (Vol. 13, No. 6)

• What Is the Board’s Role in Managing Risk? (Vol. 15, No. 5)

Speak, at all times, 
as if you were on video tape.
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understanding the issues raised
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FEDERAL AND STATE LAW AND REGULATION

Marion R. Fremont-Smith

The nonprofit sector is a vital component of
our society and is allowed the greatest free-
dom to operate. But as Marion Fremont-Smith
argues, the rules that govern how nonprofits
operate are inadequate, and the regulatory
mechanisms designed to enforce the rules
need improvement. Fremont-Smith addresses
this need from a historical, legal, and organi-
zational perspective. Her unique and exhaus-
tive historical survey of the law of nonprofit
organizations provides a foundation for her
analysis of the effectiveness of current law
and proposals for its improvement. 

“[T]he book manifests clarity, erudition, and
fairness on every page and should help ele-
vate the study of this crucial part of society.” 

—Martha Minow, Harvard Law School*
Belknap Press • New in cloth
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hen Kevin McDonald
started Triangle Resi-
dential Options for Sub-
stance Abusers (TROSA)
in North Carolina in 1994,

he had $18,000 with which to feed, clothe,
and rehabilitate 15 ex-cons and former
addicts. “I had to figure out some way to
make money in order to keep the pro-
gram going,” he says. “So we started our
first business—peelin’ potatoes!”

That was the beginning. But potatoes
alone weren’t going to be enough.
McDonald had spent 12 years at Delancey
Street Foundation in San Francisco, the
nation’s leading rehab and job training
program for ex-cons, recovering drug
addicts, and former prostitutes, and he’d
spent part of the time running Delancey’s
moving business.

That experience prompted him to
take three steps during the first few
months of TROSA’s existence that led to
the creation of a company that generated
less than $50,000 in its first year but has
grown into a $3.1 million business today.
It’s the sixth largest moving company in
the Research Triangle Park area and last
year carried out approximately 6,800
moves. It’s licensed in 48 states.

McDonald’s first step was to send his
ex-cons and former addicts to North
American Van Lines. “We wanted to start

a temp business in the moving industry,”
he says. “There was a tight labor market
down here and the big companies were
desperate for workers, so we got our guys
trained on North American’s dime—and
then started sending them temporary
laborers.”

His second step was to explore the
idea of starting a moving company of
his own. “Trouble was, all the existing
movers in the area had to vote on you!
It would have taken forever!” So
McDonald found an attorney who turned
up an existing mover who’d gone bank-
rupt and wanted to sell his license.
TROSA bought it for $10,000 (profits from
the temporary labor business helped
provide the necessary capital)—and
bypassed the approval process.

His third step was to buy a used
truck from Ryder. “Bought it, painted it—
and made sure it had an automatic trans-
mission, because a lot of the guys didn’t
know how to drive a stick.”

From that point on, McDonald grew
the company “one truck at a time.” The
business started in late 1994 and today
employs as many as 150 people during the
prime moving season. 

More than 300 men and women cur-
rently take part in TROSA’s two-year resi-
dential program for drug addicts and alco-

holics. The residents participate in a com-
prehensive therapeutic program (see
“The TROSA Model” on page 14) and
during their stay work in one or more of
the many businesses McDonald and his
colleagues have launched during the past
nine years. They receive free room, board,
and medical care, plus a modest living
allowance, but are not paid salaries. In
keeping with TROSA’s philosophy of self-
help and individual empowerment, resi-
dents are responsible for all aspects of the
businesses, including scheduling work,
planning jobs, making estimates, super-
vising crews, and allocating resources.

Each of the businesses serves double
duty as a vocational training school. In
addition to the temporary labor force and
the moving company, they include a vehi-
cle repair shop, construction company,
lawn service, brick masonry, catering
service, picture framing company, resi-
dential and commercial painting, and its
first retail business, a Christmas tree and
wreath sales business started in 2000.

“I DON’T WANT YOUR
MONEY”

Residential moves were the bread
and butter for the moving company dur-
ing the early years, but it has gradually

ENTREPRENEURIAL spirit

Looking for Customers Rather than
Handouts
Can you earn money while giving ex-cons and former addicts a chance at a new life? See how one

nonprofit entrepreneur did it.

B Y  J E R R  B O S C H E E

W



attracted corporate business as well
and is poised for further expansion.
McDonald built the business primarily
through personal selling and word of
mouth. “We didn’t have a very big staff,”
he says, “just me and two others, and we
didn’t have much money for advertising.
We were just trying to survive as a pro-
gram. So, I decided to start hitting the
pavement and gave a lot of speeches.
Went out to the Junior League, the
Kiwanis Club, that sort of thing, and
I found out they were tired of people ask-
ing them for a handout. So I told them,
‘I don’t want your money. I want your
business. Call us up, let me give you an
estimate, use our services.’ ”

He says the obstacles have been
enormous. “Starting from scratch—no
capital, no staff, no facility, sort of basic,
man!” TROSA received an abandoned
school building as a donation, but the
building didn’t have heat or running water
and had to be lit with kerosene lamps.
There weren’t any written procedures or
policies for running a rehab center, much
less a moving company. “But nothin’ sur-
prises me any more,” says McDonald.
“I’ve been doin’ this sort of thing for more
than 20 years, and I was a street urchin
before that. I just know that if you believe
in something hard enough and work hard
enough at it, it’s gonna happen. You just
don’t quit no matter how hard it looks.
You just keep goin’…”

McDonald credits much of the mov-
ing company’s success to its vice presi-
dent of business operations, Mike Keene,
a former heroin addict who arrived at
TROSA in 1997 after gaining six years of
moving experience at Delancey Street.
“Mike is the moving company,” says
McDonald. “He oversees the moves,
trains our people, helps them with their
recovery, and puts in 18 hours a day doing

it.” McDonald says Keene’s past experi-
ence with drugs and his knowledge of
how difficult it is for people going through
recovery are what make him such a suc-
cess with his employees. “It helps him
relate to the residents and their difficul-
ties,” he says, “and the encouragement
and discipline he provides help employ-
ees learn to deal with their past and work
a job so they don’t return to the streets.”

Today the challenge is managing
growth. “We still have 100% turnover in
our employees every two years,” he says,
“and up until the late nineties we only had
three paid staff members.” He started hir-
ing experienced professionals and now
has a full-time staff of 38, 17 of whom
have criminal records.

AUDITIONING FOR JOBS

The temp business also continues to
thrive. “The employers love it,” says Keith
Artin, TROSA’s chief operating officer.
“They get drug-free workers with a great
work ethic. And in an area with a 1.5%
unemployment rate, they’re desperate to
find entry level workers. We’re the only
ones who can pull together 100 people in
an evening to help move an office build-
ing on a day’s notice.

“Plus,” he says, “our guys are audi-

tioning for a job that will be waiting for
them when they finish their time at
TROSA.” The corporations “have a
chance to look at our guys for ‘x’ months,
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Each of the businesses serves double duty as a vocational training school. 
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and a lot of them have been able to land good jobs, with benefits. If
they’d just gone through the front door putting in a piece of paper, it
would have wound up in the round file.”

What comes next? McDonald believes the moving company alone
“can get to $3 to $5 million over the next five or ten years, maybe quick-
er.” He’s also hoping to create a variety of housing units on a 13-acre
“campus” that will serve as a home for most current residents plus some
graduates and staff. And he’s hired a development director (90% of all
TROSA expenses are covered by profits from the businesses, but there’s
still a gap to fill). “I can’t even believe people give you money,” he laughs.
“Twenty years ago I just took it!”

CRITICAL SUCCESS FACTORS

In addition to looking for a business relationship rather than

a handout, McDonald identifies eight other factors that have been crit-
ical to the success of TROSA Moving:

Create a learning environment. “First of all,” he says, “your
crews have to be trained. Training, training, training. Everybody is
always teaching somebody else. One person teaches the next person.”
This learning atmosphere is especially important because the company
experiences constant turnover. TROSA holds training classes for movers
every Sunday. All crews that go on moves have crew bosses who are con-
tinually training new members on their teams.

Know the importance of image. “Our employees have to act in a
professional manner,” says McDonald. “When you’re dealing with recov-
ering addicts, the first thing you must do is make sure they’re not using
drugs. You can’t be la-dee-dah about it. The accountability has to be
there. You’ve gotta have discipline, and appearance is really important.
Our people are taught to dress, speak, and act professionally. Part of our
goal is to change people’s perceptions of addicts as street people. If
somebody isn’t performing, if they’re disrespectful to a customer, we’ll
have to fire them.” Artin says “it’s a double-edged sword at best when
potential customers know we’re a drug rehab facility. Customers sud-
denly start to fear you—or, worse yet, they start looking at you as a non-
profit rather than a business.”

Focus on customer relations. “And we will never forget that our
customers are the ones who keep us in business,” adds McDonald. “They
are always right. If we do something wrong, we respond immediately
and take care of the problem. That’s just so important. When customers
appreciate what you’ve done, it’s the best form of advertising you can
get. It’s like buying cars: You go back to somebody you’re comfortable
with.” The company does very little paid advertising. 

Stress the work ethic. McDonald believes his company’s compet-
itive edge is “our work ethic. One of the things we hear over and over
again is how polite our employees are. We get the job done. We’re not the
cheapest in town, but we’ve built a big following from word of mouth.”
And, according to a recent survey, it turns out most customers have no
idea the people doing the moving are former addicts and ex-cons.

THE TROSA MODEL
Founded in 1994, Triangle Residential

Options for Substance Abusers (TROSA) is now
the largest therapeutic community for sub-
stance abusers in the state of North Carolina.
More than 300 residents participate in a highly
structured self-help program that lasts for two
years. Most are between the ages of 31 and 50,
and many come to TROSA as an alternative to
incarceration. Ninety percent have a criminal
record, more than 70% are African American,
and 80% are male. Forty-five percent haven’t yet
completed high school or acquired a General
Equivalency Diploma (GED).

Residents receive vocational training, take
a variety of educational courses, work on their
interpersonal skills, and learn how to re-enter
the community. By the end of 2003, nearly 400
people had completed the two-year program
and joined the full-time work force; in 2003, the
average hourly wage for a recent graduate
exceeded $10.

Educational courses for residents without a
high school diploma include literacy and GED
classes taught by the Durham Literacy Council.
Residents also participate in computer classes
and can take college classes at night. Daily
motivational and educational seminars are part
of the routine, and there are several special
interest and vocational classes, including cre-
ative writing, commercial driving, brick mason-
ry, and basic auto mechanics. TROSA residents
are also encouraged to volunteer and partici-
pate in community activities, and many of them
play on TROSA’s basketball and softball teams
and sing in a choir that performs at festivals and
weddings.

During their final three months in the pro-
gram, residents begin participating in personal
finance, job readiness, and relapse prevention
classes and receive help in their search for per-
manent employment either within TROSA (staff-
in-training) or with an outside company.
Graduates of the program receive a car (donat-
ed to TROSA and rehabbed by TROSA mechan-
ics) and can live at minimal cost for at least a
year in one of the organization’s 30 after-care
residences (more than 100 are currently doing
so). All graduates also have the option of attend-
ing bi-monthly support groups.



Watch the seasons. “Here in North
Carolina,” says McDonald, “we live for
certain months in the summer and hiber-
nate like bears in the winter, so we’re
always trying to cover ourselves with
other businesses during the winter, just
like most moving companies.”

Hire dedicated sales people. “Not
having a dedicated sales person was the
biggest mistake we made,” says
McDonald. “Anybody who wants to do
this should definitely hire a person with
some experience in the field. It’s hard to
break into the market. There are a lot of
big corporations here in the Research
Triangle Park, and we’ve made some
inroads, but we’re still not in there the
way we should be.” McDonald “put over
30,000 miles on my car the first year. I
spoke to anyone who would listen to me
about TROSA and what we do. The most
important thing I needed to do was to
establish our reputation in the communi-
ty.” But that was when the program had
only 35 residents. Today it has more than
300 (plus 100 graduates living in support-
ive housing as part of TROSA’s after-care
program), and McDonald doesn’t have as
much time to speak in the community.

Grow carefully. McDonald also
believes “you have to be careful not to
grow too fast. You can only be as big as
the number of people in your program.
We’ve got more than 300 now. But we still
have to watch which jobs to bid on and
always be honest with ourselves rather
than building up a reputation for biting off
more than we can chew.” He says the
company has grown so quickly that “the
infrastructure hasn’t been able to keep up,
so I had to slow down. Now we are hiring
more people and building and improving
our program and business. For survival.
And now that we have some professional
staff on board we’re starting to move to
another level. But you have to be willing
to pay for it. It’s a real learning process as

we bring in professional staff to integrate
with us. If this were a government agency,
the state would have 150 people working
in a place like this! But we don’t need any-
where near that many. We just have to
build up a permanent staff of middle man-
agers, an institutional memory.”

Be resilient. Only 33% of the men
and women who enter TROSA’s residen-
tial program finish the entire two years
(although McDonald points out that only
35% of the freshmen who enter the
University of North Carolina ever gradu-
ate). Not every resident is ready for the
long-term, two-year commitment. “You
just have to roll with the ones who quit,”
he says. “You have to remember that no
one person is too important and just go
find somebody to replace him. The
biggest thing is that you have to believe in

the people you’re wantin’ to help. They
can feel it, they can feel that you believe
in them, and they’ll work hard to change.” 

FINAL WORDS OF
ADVICE

McDonald admits it would have been
nice to have more capital, “but I never
went to school and I didn’t know what I
needed. A bunch of MBAs from around
here came in and told me I shouldn’t have
been able to do it—but I didn’t know that!
I followed my gut and used my experi-
ence to do it and it works. We’re doing it
and will be here for a long time.”

What keeps McDonald, Keene, Artin,
and the other TROSA people going are a
set of core values. “We will never forget
what we’re about,” says McDonald. “We’re
training men and women in order to give
them a work ethic so they can go on with
their lives, get jobs in the community, and
overcome their addictions. Many people
talk about a double bottom line—balanc-
ing your program and your business. Well,
it all comes down to the people. We’re not
gonna sacrifice that, ever.” ■

Resources

Boschee, Jerr, “Focus on Your Customers
as Well as Your Clients,” Nonprofit World, Vol.
22, No. 2.

Boschee, Jerr, “Keep or Kill? Score Your
Programs, Nonprofit World, Vol. 21, No. 5

Boschee, Jerr, Social Entrepreneurship

Videotape.

Brinckerhoff, Peter, “How to Write Your
Business Plan,” Nonprofit World, Vol. 17,
No. 2.

These resources are available through the
Society’s Resource Center, www.snpo.org.

Jerr Boschee (jerr@orbis.net), long recog-

nized as one of the founders of the social

enterprise movement worldwide, has spent

the past 20 years as an advisor to social

entrepreneurs in the U.S. and abroad. He

has delivered seminars or conducted work-

shops in 41 states and 12 foreign countries

and is executive director of The Institute for

Social Entrepreneurs (www.socialent.org),

which provides education, training, and

other services for social entrepreneurs. He is

also the co-founder and chief executive offi-

cer of Peace Corps Encore!, a nonprofit

social enterprise that re-deploys former

Peace Corps volunteers and staff members

on short-term assignments in their areas of

professional expertise.
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More about Social Enterprise
For more about social enter-
prise, see The Social Enterprise
Sourcebook by Jerr Boschee.
The Sourcebook contains sto-
ries about 14 nonprofits that
have successfully started busi-
ness ventures, along with fact-
sheets about each organization
and brief profiles of the entre-
preneurs. Copies of the book
are available for download at no
charge from Mr. Boschee’s Web
site (www.socialent.org), and
bound volumes can be ordered
from him or from Amazon.com.

“It’s like buying cars: You go back to somebody you’re comfortable with.”
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The Alford Group Inc.
THE ALFORD GROUP INC. is a national
consulting firm to the not-for-profit
sector, with offices in Chicago, Detroit,
Portland, San Diego, Seattle, Washington,
D.C. The firm provides leadership in the
areas of resource development, institu-
tional advancement, capacity building,
strategic planning, fundraising and
marketing; and provides organizational
management counsel through its TAG
Executive Services LLC, subsidiary.
1603 Orrington Avenue 800-291-8913
Evanston, IL  60201 847/425-9800
Web: www.alford.com Fax: 847/425-4114
E-mail: info@alford.com

Association Works
Offering results oriented consultation,
training and keynote presentations
designed to meet the unique needs of
contemporary nonprofit organizations.
Put our experience to work for your
mission. Leveraging relationships,
“customer delight” seminars, common
sense Boards, managing mergers,
executive searches, Myers-Briggs Type
Indicator, retreat/conference facilitation
and more. Contact : John Paul, Partner.
P.O. Box 741325 800-986-8472
Dallas, TX 75374 214-221-7881
Fax: 214-553-5585
Web: www.associationworks.com
E-mail: jpaul@associationworks.com

Best Software 
(Formerly Micro Information Products)
Best Software’s MIP product lines have
offered innovative, easy-to-use software
solutions to nonprofits of all sizes for
over 20 years. MIP software solutions
currently help over 8,000 organizations
of all types across the US and Canada
to manage their fund accounting and
fundraising processes. 
313 East Anderson Ln Ste 200 800-647-3863
Austin, TX 78752 512-454-5004 
Fax: 512-454-1246 
Web: www.mip.com
E-mail: info@mip.com

Blackbaud, Inc.
The leading supplier of fundraising/
membership, fund accounting and
academic administration software to
the nonprofit community. Since 1981,
Blackbaud has supported the efforts of
more than 12,000 private schools, col-
leges, universities, healthcare agencies,
environmental organizations, museums,
social service agencies, performing arts
groups, foundations, and other types of
charitable and cultural organizations.
2000 Daniel Island Dr 800-443-9441
Charleston, SC 29492-7541
Fax: 843-216-6100
Web: www.blackbaud.com
E-mail: solutions@blackbaud.com

Charity Advantage
CharityAdvantage serves thousands of
non-profits through technology programs:
LAPTOPS! ..............................Laptops from $399
COMPUTERS!........................Off-lease from $99
COMPUTERS!....New Intel-powered from $399
MONITORS! ...........................Monitors from $49
MICROSOFT!.........Save up to 70% Office XP @

$129/Office XP Pro @ $149

WEB SITES!.......Only $99 setup & $29 monthly 
for hosting/updates/tech support

DONATIONS ......................American Non-Profit 
Technology Alliance

Visit us on-line at 
http://www.charityadvantage.com
1152 Morro Rd Voice:  760-723-1985
Fallbrook, CA  92028 Fax: 790-723-1055
Web: www.charityadvantage.com
E-mail: info@charityadvantage.com

Chronicle of Philanthropy
Online and in print, the nonprofit world’s
No. 1 news source. Turn here for the
latest news, analysis, and how-to advice
for nonprofit executives, fundraisers,
development officers, and grant seekers.
Every issue is packed with success
stories, hundreds of recent grant
announcements, and scores of job
opportunities in the nonprofit world.
1255 Twenty-third St NW 800-728-2819
Washington, DC 20037 202-466-1200
Web: philanthropy.com Fax: 202-223-6292
E-mail: subscriptions@philanthropy.com

DonorPerfect Fundraising Software
DonorPerfect provides flexible, easy-to-
use fundraising software to help non-
profits raise more money. The system
maintains complete donor/prospect
records, pledge processing, gift manage-
ment, personalized communications,
extensive reporting capabilities and
more. Our Web-based product,
DonorPerfect Online, allows organiza-
tions of all sizes to manage fundraising
information securely online from any-
where. Free Demo CD.
540 Pennsylvania Ave, Ste 200
Fort Washington, PA 19034
Toll Free: 800-220-8111
Fax: 215-542-4370 
Web: www.donorperfect.com
E-mail: info@donorperfect.com

eTapestry
With over 3000 users around the world,
eTapestry is an ideal fundraising data-
base for nonprofits of all types and sizes.
As a web-based application, eTapestry
gives you access from any Internet con-
nection, complete email communication,
and integration to your website for
online donations. All maintenance, back-
ups, and data storage are taken care of
by eTapestry leaving you free to focus
on your organization's mission.
www.etapestry.com
<http://www.etapestry.com>
5455 Harrison Park Lane 888/739-3827
Indianapolis, IN 46216 317/545-4170
Fax: 317/545-4180
Web: www.etapestry.com
E-mail: info@etapestry.com

Irvine Team
Irvine Team is the leading design & con-
struction strategy company serving mar-
kets across the United States. Irvine
Team integrates customer expectations
with the design and construction
process, ensuring cost control and quali-
ty completion. Irvine Team members
have completed projects totaling in
excess of $250M for Board-driven Not-
for-profit organizations.
One Riverway, Suite 1800 713-840-1880
Houston, TX   77056 Fax: 713-840-1891
Web: www.irvinedcs.com
E-mail: dirvine@irvinedcs.com

Madrigal Soft Tools
Whether your organization schedules
rooms, staff & volunteers, vehicles or
other equipment resources by a fraction

of an hour or by the week, ResSched can
help. Sophisticated, award-winning, low-
cost, easy- to-use ResSched scheduling
software reduces costs by minimizing
time spent scheduling, improving
resource utilization and reduced capital
spending, and avoiding costly double
booking and schedule conflicts. Free
fully-functional trial version can be
downloaded from our web site. Also see
what non-profits are saying about
ResSched on our web page.
201-1290 Broad Street 888-291-2911
Victoria, BC, V8W 2A5 250-733-2294
Fax: 250/733-2298
Web: www.madrigalsoft.com
E-mail: nonprofits@madrigalsoft.com

Metis Associates
Metis Associates is a consulting group
that offers a full range of research, eval-
uation and information technology serv-
ices. For more than 25 years Metis
Associates has helped public and private
organizations achieve results for the
children, adults, families and communi-
ties that these organizations serve.
90 Broad Street, Suite 1200 877 METISNY
New York, NY  10004 212 425-8833
Fax: 212 480-2176
Web: metisassoc.com
E-mail: inquiries@metisassoc.com

NAEIR
NAEIR is a gifts-in-kind organization
that provides FREE merchandise to
nonprofit organizations. Merchandise
available through NAEIR includes office,
maintenance and janitorial supplies,
clothing, paper goods, plus much more.
On average NAEIR members are receiv-
ing over $18,000 worth of free mer-
chandise per year. We’d love to have you
as a member. Call for more information.
560 McClure Street 800: 800-562-0955
Galesburg, IL  61401 Voice: 309-343-0704
Web: www.naeir.org Fax: 309-343-3519
E-mail: member@naeir.org

TCC Group 
(formerly The Conservation Company)
Provides smart, strategic consulting
services to nonprofit, philanthropic,
corporate, and governmental clients,
helping each organization identify oppor-
tunities, solve problems, and plan for the
future. Services include strategic plan-
ning, program design and evaluation,
organizational assessment and develop-
ment, and Board development.  
Strategies to achieve social impact.

New York: 888-333-2283
Philadelphia: 888-222-2281
Chicago: 888-222-0474
Web: www.tccgrp.com
E-mail: info@tccgrp.com

Telecompute Corporation
Teleconferencing – Nonprofit groups
can save up to 75% off the AT&T cost
of conducting telephone meetings and
get a $20 credit against their first call. 
1-800-842-2489 or www.telecompute.com.
Toll Free Services – Now your non-
profit group can get toll free (800)
service for as little as 4 cents per minute. 
Call 1-800-242-5885 or visit 
www.telecompute.com .
1275 K Street, NW 800: 800-872-2489
Washington, DC 20005 Voice: 202-371-8195
Fax: 202-371-8193
Web: www.telecompute.com
E-Mail: warren@telecompute.com

Accounting
Best Software

Assessment
Metis Associates

Budgeting
Best Software

Computer
eTapestry
Metis Associates

Computer Hardware/Software
Charity Advantage

Consulting
The Alford Group Inc.
Association Works
Irvine Team
Metis Associates
TCC Group

Database
eTapestry

Design & Construction
Irvine Team

Donor Software
eTapestry

Education/Training
Association Works

Financial
Best Software

Free Merchandise
NAEIR

Free Supplies
NAEIR

Fund Accounting Software
Blackbaud, Inc.

Fundraising
The Alford Group Inc.
Best Software
DonorPerfect Fundraising Software
eTapestry

Fundraising Software
Best Software
Blackbaud, Inc.
DonorPerfect Fundraising Software
eTapestry

Internet
eTapestry

Job Placement
Chronicle of Philanthropy

Payroll
Best Software

Program Evaluation & Policy Analysis
Metis Associates

Publications
Chronicle of Philanthropy

Risk Control
TCC Group

Scheduling
Madrigal Soft Tools

Software
Madrigal Soft Tools

Strategic Planning
Metis Associates
TCC Group

Telecommunications
Telecompute Corporation

Web Sites
Charity Advantage

NATIONAL DIRECTORY OF SERVICE/PRODUCT PROVIDERS
This Directory is made up of listing information supplied and paid for by the service/product providers. It is made up of two sections. The first
lists the providers alphabetically by organization. The second lists the providers alphabetically by the products and services they supply. If you
would like your organization listed in this Directory, contact us at 734-451-3582, info@snpo.org. Listings are $395 and appear in the magazine
(6 issues/1 year) and on our web site for one year.

ALPHABETICAL BY
ORGANIZATION

ALPHABETICAL BY
PRODUCT/SERVICE
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THE NEW
MARKETING MODEL
FOR NONPROFITS
It’s time for a new model. And that means embracing the Internet as a strategic tool.
B Y  V I N A Y  B H A G A T

SURVIVAL AND GROWTH REQUIRE  
MIND-SHARE

Nonprofit groups today are struggling to do more with less.
Budgets have tightened in the wake of declining endowments,
reduced funding, and rising competition for donor dollars, espe-
cially as supporters reduce the number of causes they support.
But the need for programs and services continues to grow.

Given these conditions, maximizing “mind-share” with your
constituents, getting them involved, and increasing and sustain-
ing your relevance is more important than ever. To achieve that,
the nonprofit “marketing model” must change.

TIME FOR A NEW MARKETING MODEL
The traditional nonprofit marketing model is not working.

Although major and planned-giving donors and prospects
receive a lot of personal attention, constituent-to-nonprofit staff
ratios typically are too high for the direct interaction and human
touch that produce strong relationships. Annual giving programs
yield poor returns as groups churn 30-50% of supporters from
year to year, use costly acquisition techniques that take 12-36

months to break even, and spend heavily on paper-based com-
munications. Special-event fundraising suffers from low contri-
butions per participant and weak participant retention.

Groups relying on earned revenue often under-invest in
marketing, most of which is loosely targeted. Grassroots advo-
cacy programs tend to tap a narrow constituency. Finding and
retaining good volunteers also remains a challenge for many
groups. Nonprofit departments operating as “silos” fail to lever-
age the synergies between functions such as development,
volunteer recruitment, client services, advocacy, and special
events to cross-market from one constituency to another and
maximize involvement. Uncoordinated communications result
in a lack of congruency in constituents’ eyes, or no “single
version of the truth.”

THE eCRM MODEL: 
CREATING AND MANAGING CONSTITUENT

RELATIONS ONLINE

Not surprisingly, acceptance and preference of the Internet
as a communications and direct response channel is growing.

his may be the year that the nonprofit sector embraces the Internet as an indis-
pensable tool. Organizations that rely primarily on traditional methods are finding
it tougher to sustain fundraising and other forms of constituent support. Now, the
data are beginning to amass on “early adopter” nonprofits that began incorporating
the Internet into their operations a year or two or three ago. The numbers make a
compelling case for groups to go online in a big way, especially in the current chal-
lenging environment for philanthropy.T
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Organizations using online Constituent Relationship
Management (eCRM) are starting to raise meaningful dollars
and achieve significant program results. They are realizing that:

• The Internet is a strategic marketing tool, not a cost of
doing business.

• Internet success is not just about having a Web site,

collecting online donations, or sending e-mail––it’s about
taking an integrated, systematic approach to managing rela-
tionships through eCRM.

• The Internet affords the opportunity to build rela-

tionships through regular, relevant, and value-added com-
munication rather than just to solicit.

• Unlike mail, online interactions are a great opportu-

nity to learn about constituent interests and motivations.

• Building a large constituent e-mail file significantly
impacts fundraising success.

• Theme-based appeals (explaining how the donation will
be used) are more effective than generic appeals and giving
forms.

• Online and offline campaigns should be integrated––
online marketing systems must connect with your donor
database.

• Volunteer-based fundraising is powerful because it taps
known loyal supporters and their like-minded personal con-
tacts, plus today’s Internet tools make it easy and efficient.

• eCRM supports all key functions where outreach and
relationship management are required, such as marketing
services, recruiting volunteers, driving advocacy, and also
cultivating, acquiring, and stewarding both annual giving
and major donors.

• eCRM should be integrated across functions sharing a
single Internet platform.

THE PROOF THAT eCRM WORKS
Nonprofits following these principles are achieving strong

results. Consider these clients of Convio, an online Constituent
Relationship Management (eCRM) company:

• Planned Parenthood Federation of America raised $1.7

million online in just over a year. The average online gift
size increased 86%.

• The American Society for the Prevention of Cruelty to
Animals raised more than $430,000 online between
October 2001 and December 2002, and the average renewal
gift was 74% higher online than via direct mail.

• Carnegie Museums of Pittsburgh increased its e-mail

house file more than 50% in just eight month. The organ-
ization now sends four monthly newsletters to members.
The average online gift is 16% higher than offline gifts.
Attendance is up for events that are marketed and man-
aged online.

Online Communications Involve Supporters
The American Society for the Prevention of Cruelty to Animals

(ASPCA) has achieved remarkable results since it began using the
Internet as a fundraising and marketing tool. Much of this success is
attributable to cross-marketing between constituent groups (activists
and donors). 

Through online communications, the ASPCA achieved a dramatic
increase in its Advocacy Brigade (online registrants who help advo-
cate for laws to improve animals’ lives). The ASPCA grew its online
Advocacy Brigade membership by 247% in seven months by recruit-
ing subscribers to its e-mail communications to become advocates. 

Whenever people visit its Web site, the ASPCA encourages them
to join the Advocacy Brigade. It does so through various promotional
content, including a “Weekly Alert Newsletter,” which spotlights past,

current, and future advocacy campaigns and features “calls to action.” Special, personalized 
e-mails also convey appreciation to activists, reinforce the fact that their support matters, keeps the
organization’s mission top-of-mind, sustains involvement, and strengthens relationships.

The ASPCA’s Web site (www.aspca.org) and its online adoption partner (www.petfinder.com) offer
a plethora of services, such as the ability to search over 100,000 adoptable pets and to learn about the
qualities of different breeds. Easy access to online services increases constituent loyalty.

Shyloh and her adopted cat
Polaris. Photo by Andrea Nelson.



• HoustonPBS raised more than $123,000 online via

pledge drives in 14 months. The organization has com-
pleted one-third of its event registrations online. It used
online communications in the wake of eliminating roughly
$150,000 annually in paper-based communications. It also
launched a “members only” area on its Web site, offering a
wide array of services, which will help to grow loyalty.

• Citizens Against Government Waste increased its e-mail

house file from 2,000 to 11,000 in 13 months. The organ-
ization now sends nearly 8,000 e-mails per advocacy alert,
with response rates that have exceeded 60%. Up to 40% of
its respondents are “off the file” (they received forwarded
messages) and join the file as a result of taking action.

These types of results—from organizations large and small
and in different segments of the nonprofit sector—prove that
the Internet does help nonprofits build strong constituent rela-
tionships which, in turn, optimizes fundraising, marketing,
special events management, and advocacy. As more data come
in, watch for more nonprofits to follow suit by assimilating the
Internet into their mission-critical operations. ■

Resources

Andrews, Dianne et al., “Internet Savvy Nonprofits: Dot-Orging Your
Way to Success,” Nonprofit World, Volume 20, No. 1.

Bhagat, Vinay, “Online Advocacy–Mobilize Supporters to Take
Action,” Nonprofit World, Vol. 21, No. 6.

Elges, Mary, “Driving Traffic to Your Web Site,” Nonprofit World, Vol.
20, No. 6.

Frenza, JP & Leslie Hoffman, “Ten Top Web Site Tips,” Nonprofit

World, Volume 16, No. 1.
Paley, Scott, “Cyberactivism: How a Web Site Can Make or Break

Your Organization,” Nonprofit World, Vol. 21, No. 5.

These resources are available from the Society’s Resource Center,
www.snpo.org.  

Vinay Bhagat is founder and CEO of Convio, Inc., the leading online

Constituent Relationship Management (eCRM) company serving the

nonprofit sector, providing Internet software and services that help

organizations attract, motivate, and retain constituents for

fundraising, advocacy, and other forms of support. For more infor-

mation, please visit www.convio.com or e-mail info@convio.com. 
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Coming Up
IN NONPROFIT WORLD

• A revolutionary fundraising opportunity
• How to prevent an information disaster
• Put the expressive dimension to work in your organization
• Where can you find a fundraising consultant?
• The value of capacity building
• How to talk to your board
• Don’t let “sick” workers undermine your organization
• The one job volunteers can’t do
• The key to stretching your funds
• When should you make the “second ask”?
• Blowing the whistle on fraud
• How to assess credibility in workplace investigations
• Top causes of stress at work
• And much, much more!
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or many organizations, an area
that presents a distinct oppor-
tunity for cost savings is real
estate. One of the largest over-

head costs, real estate is often over-
looked as a budgetary tool.
“Real estate is actually one third of

our overall budget,” says Joel Olson, pres-
ident of Columbia College in Aurora,
Colorado. “My expertise is in the field of
higher education, not in real estate. An
expert informed me that we were paying
more than 70% above market for our
space. So even though our lease was not
up for a couple of years, we had an imme-
diate opportunity to capture cost savings
that would not have presented itself had
we not asked the right questions.”

An untapped asset, real estate can be
a lucrative financial source for nonprof-
its. Here are tips to consider.

1. Question the status quo.

Don’t assume real estate is a fixed
cost that you can’t change. Whether you
rent or own, there are ways you can use
your space to free up capital. Recognize
that your nonprofit status doesn’t keep
you from using creative real estate tac-
tics. In fact, your tax-exempt status can
open up unique opportunities for you.

2. Educate yourself.

Do you know it’s possible to renego-
tiate a lease years before it expires? If
rental rates are in a slump, you could be
overpaying—-by a significant amount. If

you’re up to date on rental rates in your
community, you have leverage in negoti-
ating with your landlord. Another effec-

tive tactic is to review your landlord’s
motivations. For example, a landlord
whose building is for sale will want to

John Olson, president of Columbia College, recently hired

Christopher Larson, vice president of Equis Corporation, to handle

the college’s real estate.

F

HOW TO USE REAL ESTATE
AS A STRATEGIC TOOL

USING THE RIGHT TACTICS CAN CUT COSTS AND FREE UP CASH YOU CAN USE TODAY.

B Y  C H R I S T O P H E R  L A R S O N



retain the building’s value by extending
tenants’ leases and thus may be willing to
offer lower rent.

3. Consider how location plays
into your organizational strategy.

The old adage about the importance
of “location, location, location” doesn’t
always hold true for nonprofit organiza-
tions. Ask yourself how important loca-
tion is to serving your constituency and
whether a lower-rent facility would suit
your needs.

4. Get an early start.

Don’t wait till your lease is about to
expire to look at real estate options. If
you do, you’ll be at a disadvantage. Why
would a landlord want to negotiate with
you, knowing you operate under time
restrictions?

5. Know your requirements, but
be flexible. 

Don’t be too specific about your
needs in the beginning. You may never
find exactly what you want at the price
you’d like to pay. But perhaps you can
find something at the right price and
adapt it to your needs.

6. Hire an expert.

Real estate has many nuances.
Knowing which lease clauses to keep or
reject and how to finance an improve-
ment can be complex. Find a real estate
expert who is sensitive to the needs of
nonprofit organizations.

7. Draw on your tax advantages.

Having 501(c)(3) status offers a
whole realm of financing options relative
to your real estate. Traditional bond
issuance remains a powerful tool for rais-
ing capital and is often used to build new
facilities or refinance debt. As a nonprof-

it, you have alternatives that aren’t avail-
able in the for-profit bond market. Also,
consider financial tools available from
your local government, such as municipal
incentives, tax increment financing, and
empowerment zone programs.

8. Use environmental and energy-
saving options.

A number of “green” alternatives pro-
vide financing and are a great way to low-
er your construction and operating costs.
In addition, many states (such as Oregon
and New York) offer financial incentives
for pursuit of environmental building cer-
tifications under the U.S. Green Buildings
Council. Modular function-specific facili-
ties can also be a way to decrease operat-
ing costs and enhance flexibility.

9. Align your real estate strate-
gy with your organization’s  spe-
cial circumstances.

What state and local laws might limit
the approaches you can use? Do your
organization’s bylaws preclude certain
real estate tactics? Are your organization-
al mission and culture consistent with
using such methods? Are any unique
financing programs available for your
specific type of organization? What limi-
tations are there on the use of funds for
real estate? How do your strategic plan
and business plan fit into the mix?

10. Redesign your workplace.

Identify new, more efficient ways to
use your office space. Such creative
approaches can yield immediate cash sav-
ings, increase your operating efficiency,
and improve employee productivity.

11. Use your space to meet
other needs.

Offering another nonprofit work
space within your leased or owned facili-
ty may allow you to meet your obligations
with in-kind services rather than cash.

12. Keep your options open.

Balancing short-term space needs
with projected long-term requirements is
tricky. Negotiate flexibility into your lease
to allow for future expansion, contrac-
tion, or early relocation.

When matched with your organiza-
tion’s overall goals, these strategies can
enhance your cash flow. The key is to
look at real estate not as a liability that
consumes resources but as an asset that
can help you achieve your organization’s
mission. ■

Christopher Larson is an associate vice

president with Equis Corporation’s Denver

office (8350 E. Crescent Parkway, Suite 300,

Denver, Colorado 80111, chris.larson@equi-

scorp.com, www.equiscorp.com). He holds

an M.S. in health administration from

Cardinal Stritch University and is a

Professional of the Academy for Healthcare

Management (PAHM) and a licensed real

estate broker. Equis has 25 offices nation-

wide as well as in London, Budapest,

Mexico, Brazil, India, and Singapore. Its

services include portfolio analysis, project

management, auditing services, capital

sourcing, and financial consulting.
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Traditional fundraising software means huge upfront and maintenance costs. Our advanced, web-based system drastically reduces those 
costs—without any compromise in functionality. Contact us, and we’ll be glad to show you how.  www.etapestry.com or 888.739.3827



eter Drucker once wrote that “so much of what we
call management consists of making it difficult for
people to work.” Many nonprofit organizations, as

they begin downsizing and reorganizing their opera-
tions, are discovering how true that statement is. With

enough people, the work gets done, no matter how inefficiently.
These days, though, management levels are disappearing, and
staffs are growing leaner. That means you must make a con-
scious, careful effort to manage the workflow. You must make it
easy for your good people to do good work.

Here are six steps to help you manage smarter and improve
results.

Step 1 Be Sure Everyone Knows What to Do.

Focus all resources on critical issues. Spend even more
time clarifying goals and priorities. Be sure policies and proce-
dures are clearly written down so that everyone knows what will
happen at each step along the way and what the final outcome
should look like. Lean organizations can’t afford to wander
aimlessly. 

Step 2 Examine All Rules.

Many rules grow from management paranoia, excessive
ego, and turf-building. Drop all rules that hamper better per-
formance. Commit the remaining rules to writing, and be sure
they are accessible to everyone.

Step 3 Analyze All Procedures.

Almost any process can be improved. Act boldly. Cut out
any unnecessary steps. Delegate authority to lower levels to
speed up decisions. Stop redundant cross-checking and multiple
authorizations. One organization shortened a key process from
120 days to four days simply by bypassing several layers of man-
agement.

Step 4 Eliminate Duplication.

Analyze all forms and reports. You’ll probably find that many
are redundant. Half the files in most organizations are duplica-

tions. Different departments may be keeping similar records.
Question whether you really need every piece of information.

Step 5 Simplify the Work.

Strive for fewer stages, fewer tasks, fewer rules, less move-
ment, faster responses. Identify bottlenecks, and remove them.
Ask people doing the work for ideas on streamlining the process.

Step 6 Improve Supplier Relationships.

We sometimes forget how important suppliers are in the
overall delivery of nonprofit services. All supplies—including
those that are donated—should meet specific requirements.
Substandard materials can be devastating to your organization’s
reputation—and to the clients you serve. Take care not only to
regulate supplier standards but to nurture harmonious relation-
ships with suppliers so that delivery goes smoothly.

For these six steps to work, you will need to communicate
skillfully and continually with everyone in your organization and
keep them up to date on what is happening. Getting work done
requires working as a team. The smaller your organization, the
truer this is.

Don’t strive to be “lean and mean.” Strive, instead, to be
“lean and friendly.” That’s the best way to produce results. ■

Resources

“Beyond the Quick Fix: Creating a Vision for the Long Term,”
Nonprofit World, Vol. 9, No. 1.

“Build a Powerful Staff Team,” Nonprofit World, Vol. 18, No. 4.
Lauer, Larry, “How to Improve Internal Communications,” Nonprofit

World, Vol. 12, No. 3.
Management in Nonprofit World CD-ROM.

These publications are available through the Society’s
Resource Center, www.snpo.org.

Dr. Merrill Douglass is president of Douglass Consulting Group, Inc.,

in Marietta Georgia (www.douglassgroup.com), which specializes

in organizational development and training. His books include

Manage Your Time, Your Work, Yourself and Success Secrets.
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Six Steps to 
Outstanding Results

Don’t strive to be “lean and mean.” Strive, instead, to be “lean and friendly.” Here are the steps that will produce results.
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hen will nonprofit leaders
step up and say, “Enough
malfeasance is enough”?
In the midst of numerous
nonprofit scandals, the

foundation world has also been rocked
by exposés.

Until recently, foundations haven’t
faced external scrutiny. Now, with the hot
spotlight of Congress, the IRS, and several
attorneys general, we learn that founda-
tions aren’t what we thought them to be.

What Are the Problems?

Each incident is different, but they
all boil down to greed—and an environ-
ment that lets those we trust betray us.

A recent study1 notes that up to three-
fourths of foundation trustees are taking
hefty fees for doing as little as showing
up at a few board meetings each year. The
study sample wasn’t small—it included
almost 240 funders. These trustees
receive more than $31 million in fees.

Another way trustees are enriching
themselves is self-dealing, the act of
foundations purchasing services from
board members. A study2 shows that 
30-55% (depending on size and type) of

foundations receive professional services
from board members. In an effort to skirt
IRS intermediate sanctions rules, some
board members are offering quality serv-
ices to their organizations at below-
market prices.3 If trustee fees are coupled
with actual services, sanctions are hard
to enforce.

A third way to gain benefit as a
trustee is to obtain grants for board

members’ organizations. A few exam-
ples are illustrative: The Ken Lay
Foundation and the Enron Foundation
gave nearly $2 million to a healthcare
institution whose leader was on Enron’s
board.4 The New York Stock Exchange
(NYSE) and its foundation, both non-
profits, gave 40% of the grants to NYSE
board members’ charities.5 Because of
these and similar activities, federal legis-
lation has been introduced to require the
disclosure of such corporate philan-
thropic grant making.

Another tactic foundation trustees
use to curry community favor is the use of
discretionary accounts that they’re
free to allocate as they see fit. Distribution
of funds isn’t linked to the foundation’s
mission, nor is there much due diligence.
The only requirement seems to be that the

recipient agency must be a 501(c)(3) non-
profit organization. In some instances,
these discretionary grant pools can be as
much as 40% of grant money expended by
the foundation.

On the 501(c)(3) front, a federal
grand jury, coupled with the U.S.
Department of Labor, is looking into the
finances of United Way of the National
Capital Area in Washington, D.C. A 216-
page audit reveals that several top man-
agers helped themselves to benefits,
including cash, with little board over-
sight. The IRS is examining the Nature
Conservancy’s Form 990 and investigat-
ing allegations of mismanagement, board
corruption, and staff financial reckless-
ness. The U.S. District Court in Michigan
sent the finance chief of the Capital Area
United Way (Lansing) to four years in
prison and ordered her to pay about
$2.1 million because of her embezzle-
ment, forgery, and illegal monetary
transactions. She had an addiction to
collecting quarter horses.

Though small in number, these scan-
dals reflect on the entire nonprofit sector.
Before Congress, the IRS, and the SEC
take action against us, we must start
policing ourselves.

Turnaround Needed!
How to Get Started

Distribution of funds isn’t linked to the foundation’s mission, 
nor is there much due diligence.

Here’s why the nonprofit sector is in trouble—and what to do next.
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What Can You Do?

All the above examples involve poor
board governance. Recent studies6 find
that a strong board leads to an effective
organization. Using these studies as a
compass, here are ways to build your
organization’s capacity—the first step
toward avoiding such problems and
restoring the sector’s reputation:

• Form a strong board nominating

committee to recruit people with the tal-
ents your board needs, including financial
and legal expertise. Pinpoint board
requirements related to your organiza-
tion’s goals. Review candidates’ qualifica-
tions to be sure they have the necessary
skills and commitment.

• Ensure that all board members

either hold an office or serve on a com-
mittee. Such involvement fosters
accountability and makes certain that
each board member takes an active role.

• Require the board to evaluate

the executive on an ongoing basis.
Establish and perpetuate high expecta-
tions for performance. Have the execu-
tive report to the board on a weekly or
monthly basis, and conduct a formal
assessment once a year.

• Ask all board members to assess

themselves and the board as a whole.
Discuss the results, and work on ways to
improve.

• Create clear, written expecta-

tions of board members, including
fundraising obligations.

• Follow the IRS’s intermediate

sanctions rules to assure that board
members don’t receive inappropriately
generous salaries, fees, or benefits.

• Conduct a needs assessment.

Identify gaps in your staff and board. Use
training to shore up weaknesses. Ongoing
education for board and staff—including

the executive—is essential. Financial
training is especially vital.

• Comply with board practices out-
lined in the Sarbanes-Oxley Act. Although
the Act targets corporations, its measures
to tighten accountability, including certi-
fying accuracy of financial statements
and creating audit committees, are rele-
vant to nonprofits. If nonprofits don’t
adopt these rules themselves, they may
see such rules thrust upon them. See
“Crisis in the Board Room,” Nonprofit

World, Vol. 21, No. 5 (www.snpo.org).
• Set up a a control system to mon-

itor your finances. Conduct a monthly
internal financial review. Be sure that dif-
ferent people are responsible for the
duties of receiving funds, depositing
them, and keeping the records.

• Assess your financial reporting,

and check that the information is accu-
rate and honest. Make your financial
information available to all stakeholders.

• Hold an independent financial
audit every year. Appoint an audit com-
mittee of independent directors with
financial management expertise. This
committee should work closely with the
auditor.

• Build a partnership between board
and executive so that information flows
freely between the two. Serve as a check
and balance for each other.

• Be sure staff and board members

base decisions on the organization’s
mission.

• Prepare an ethics policy, and per-
form an ethics audit. Avoid any sem-
blance of self- dealing, conflict of interest,
or other impropriety.

• Monitor client satisfaction, and
exceed clients’ expectations.

These procedures will help your
organization become more actively man-
aged—and actively governed.7 Proactive
involvement is the key. It’s the best way to

assure accountability and regain the pub-
lic’s trust. ■

Footnotes

1 Foundation Trustee Fees: Use and Abuse,

Georgetown University Center for Public and
Nonprofit Leadership, September, 2003.

2 Council on Foundations survey.
3 IRS intermediate sanctions rules require

compensation and benefits for nonprofit
board members and executives to be reason-
able. See “How to Be Sure Compensation Is
Reasonable,” Nonprofit World, Vol. 17, No. 1
(www.snpo.org).

4 Council of Institutional Advisors.
5 Hilzenrath, David S., “Directors’ Charities

Got NYSE Money,” Washington Post,

September 18, 2003.
6 Herman, Robert and Richard Heimovics,

Board Practices, Board Effectiveness and

Organizational Effectiveness in Local

Nonprofits, Nonprofit Sector Research Fund,
Aspen Institute, nsrf@aspeninstitute.org.

7 See the following Nonprofit World articles
at www.snpo.org: “A Board Member Self-
Assessment” (Vol. 15, No. 6), “CEO
Evaluation: The Board’s Second Most Crucial
Duty” (Vol. 8, No. 3), “Nonprofits without
Audit Committees Risk Disaster” (Vol. 22, No.
2), “Setting Up a Control System for Your
Organization” (Vol. 16, No. 3), “The Ethics
Audit: A Tool Whose Time Has Come” (Vol. 13,
No. 6), and “The Sarbanes-Oxley Act &
Nonprofits: But I Thought That Didn’t Apply to
Us,” Vol. 22, No. 5.

Gary Snyder is managing director of

Nonprofit Management Group, LLC

(6584 Pleasant Lake Ct., West Bloomfield,

Michigan 48322, 248-324-3700, 

nmg_central@hotmail.com), a consulting

firm developing integrated solutions for

nonprofits in transition. 
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Several top managers helped themselves to benefits, including cash,
with little board oversight.

Nonprofit World • Volume 22, Number 6 November/December 2004
Published by the Society for Nonprofit Organizations
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s leaders build organizations,
many concentrate on the

bricks and neglect the
mortar. They stack the

elements atop each
other but ignore the

glue that binds those elements together.
Without attention to cohesiveness, orga-
nizational mortar may crumble, and peo-
ple’s loyalty won’t be enough to hold the
bricks together.

How do you make sure your organi-
zation is cohesive? First, you need to
understand the factors forming cohesion.
Like a mason’s mortar, cohesiveness is a
mix of ingredients. Some evolve naturally.
Others are produced by the long-range
organizational purpose, structure, or
strategy.

Here are 16 factors that influence
cohesiveness.1 A nonprofit leader needs
to use all of them to bind people together
into an organization that will endure.
Take every chance to reinforce these key
factors in your organization:

Ceremonies

Participating in a ceremony rein-
forces people’s shared history, values,
goals, and activities. Ceremonies build
ethnocentrism and give participants a tie
with the past. Initiation rites are impor-
tant, as are the rituals marking a person’s
movement from one level to another.

Symbols

Symbols include such items as
uniforms, flags, rings, pins, arm bands,
certificates, or distinctive dress. Such
insignia provide psychological separation
between the organization and the broader
society.

Communication

In nonprofit organizations, communi-
cation must include more than factual
data. It must also inspire, motivate, and
build cohesion. People need constant
reminders of their organization’s tradi-
tions, purposes, and objectives. Praise for
the good work of individuals and task

groups must be part of the reward system.
Organization-wide communication plays
a direct part in bonding individuals to
their groups and groups to the total enter-
prise. The organization’s communication
network is the nerve system linking the
many parts into a cohesive whole.

Community

Community evokes the feeling that
“here is where I belong, these are my peo-
ple, I care for them, they care for me, I am
part of them.” The absence of community
is experienced as “an aching loss, a void”
and “feelings of isolation, falseness, insta-
bility and impoverishment of spirit.”2

Dreams

Every organization has some sort of
dream. It may or may not be embodied in
a formal mission statement or guiding
purpose. It may be as idealistic and lofty
as “to feed the world’s hungry masses,”
“to teach the world to read,” or “to unite
all humankind in love.” Or it may be as

DAVID E.  MASON

How to 
Build a

Cohesive
Organization

USE THESE 16 KEY FACTORS 
TO CREATE AN ORGANIZATION THAT

WILL STAND THE TEST OF TIME.
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practical and finite as “to save the trees in
Polk Park” or “to get our young people off
the streets and provide wholesome recre-
ation.” The dream includes the aspira-
tions that members of the organization
hold collectively. When people believe
something is going to happen, they
behave as though it is going to happen.
Then it often does happen.

External Threats

Nothing has the immediate bonding
power of a common threat, a shared
enemy. Real or perceived, the enemy
increases cohesion.  The more ominous
the threat, the tighter the bond. When
we’re confronted with an external threat,
the fight or flight response embedded in
our genes assumes control. Internal bick-
ering grows silent. Centripetal forces
reign. All energies are mustered for the
sake of the common good.

Future Prospects

Cohesion is affected by whether the
organization’s prospects are of hope or
despair. When future prospects darken,
participants often seek scapegoats for the
failure, and many will switch their alle-
giance. When the organizational forecast
is bright, constituents stake a claim on
the group’s promising future. The effect
of hope is not limited to the total organi-
zation. Hope is also a cohesive force
when applied to task groups and individ-
uals. Each needs that stake in the future.
Staff and volunteers alike need to see a
career ladder they can climb to that even
better time.

Homogeneity

The more homogeneous a group, the
more likely it is to develop peer cohesion.
Homogeneity may exist because of a sim-
ilar cultural background or because of
common values and goals precipitated by
people’s organizational membership. On
one hand, if participants come to a group
with similar attitudes and a common ori-
entation to life and the world, cohesive-
ness will likely develop quickly. On the
other hand, a group’s common values and
goals may attract people of diverse back-

grounds. Once together, their common
concerns are revealed and mobilized, and
they begin to bond.

Interaction

The more often people work togeth-
er, the more likely they are to form cohe-
sive ties. The more a task or proximity
causes individuals to interact, the more
likely social relationships are to develop.
The more exclusive and intense the inter-
action, the more cohesive the group will
become.

Image

How attractive does the organiza-
tion appear? Myriad components mix to
form an image in people’s minds. These
components include organizational sig-
nificance, values, policies, property, per-
sonnel, prestige, and success in achieving
goals. When participants’ image of the
organization stirs up pride and raises
their self-esteem, cohesiveness increases.

Integrity

People must be able to perceive
the organization’s integrity. If members
feel a lack of sincerity in purpose or
methodology, cohesiveness will crumble.
Because of the voluntary nature of non-
profit organizations, the violation of trust
or the appearance of exploitation will
often cause participants to voluntarily
disappear.

Leadership

The magnetism of a leader con-
tributes to cohesion. That’s one reason
why the charismatic style of leadership
works so well in a voluntary enterprise.3

Charismatic leaders can epitomize their
organizations’ value systems and serve as
role models. They provide a magnetic
core that holds people together. 

Ownership Roles

Organizations become more cohe-
sive when participants have opportuni-
ties to design, implement, and achieve
goals. People need opportunities to par-
ticipate in organizational planning and to
influence decisions that affect them.
Having such an ownership role helps peo-
ple confirm their identity and purpose.

Shared Experiences

The more experiences people
share, the more cohesive they become.
Sharing successes and even failures will
bond people together.

Socializing

Meeting, eating, drinking, and hav-
ing fun together builds cohesion. Church
suppers, state dinners, formal toasts, the
Indian peace pipe, all facilitate friendship
and establish cohesion and trust.

Time

The longer a group endures, the
more cohesive it becomes. If nothing else,
time provides opportunities for the other
key factors, such as common experi-
ences, the influence of leaders, and com-
munication, to do their magic. ■

Footnotes

1These factors aren’t arranged in order of
importance, nor are they mutually exclusive.

2Yankelovich, Daniel, New Rules:

Searching for Self-Fulfillment in a World

Turned Upside Down, New York: Random
House.

3Mason, David E., “Secrets of the
Charismatic Leader” and “How to Live with a
Charismatic Leader,” Nonprofit World, Vol. 22,
No. 4 and 5.

In addition to his work with nonprofit

organizations, David E. Mason (3352 Ocean

Drive, Corpus Christi, Texas 78411) is him-

self a successful entrepreneur. He is listed in

Who’s Who in Finance & Industry and has

received ARNOVA’s Award for Distinguished

Lifetime Achievement. This article is adapt-

ed from his book Leading and Managing the
Expressive Dimension.
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Advance to the Future or Retreat to
the Familiar?
The key to the future is to reach out to meet it. Here are some tips.
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e all hear the snick,
snick, snick of cutting
across the nonprofit land-
scape. Cutting budgets.
Cutting programs. Cutting

staff. Cutting dreams.
Tripped up by a stumbling economy,

we are in tough times. Things are poised
to get better. But in the meantime, we
sometimes have to make difficult
choices. How do we make those choices?
The human response in difficult times
is usually to seek comfort. Ostensibly,
we obtain that comfort by retreating
to what’s familiar. When stressed, we
often seek succor in the comfort food
we enjoyed in our youth. Or we might
seek solace in the songs that played on
the radio back when our world made
more sense. As organizations, we seek
comfort too.

Organizational
Cocooning

Trend-spotter Faith Popcorn coined
the term “cocooning” to describe families
hunkering down in their homes in times
of danger or uncertainty. In any time of
anxiety, pulling the covers over our heads
might seem like a good idea. For nonprof-
its, however, a cocooning response is
exactly what should be avoided.

Cutting the Right Stuff
While Not Cutting
“The Right Stuff”

Funding scarcity prompts many non-
profits to cut back on programs and
services. Regrettably, it’s usually the lead-
ing-edge ventures on the chopping block.
What remain are the more established
programs. The older the offering, the
more the organization has invested in it.
Thus, budget decisions are often made on
emotion, not strategy. It’s usually easier to
discontinue a new program than an
emotionally-charged older one.

In times of fiscal constraint, it’s not
easy to get staff and board emotionally
and financially behind a new effort. Far
too often, the innovative idea that might
have been that organization’s “next big
thing” hits the dumpster. Employees who
have “the right stuff” to carry the organi-
zation into the future often get dumped
as well. Reactive trumps proactive,
yet again.

Funder Folly?

Funders are also culpable in the
cocooning response. Out of habit or blind
allegiance, they continue to funnel scarce
resources to the more traditional pro-
grams and established organizations. Yet
many of these same programs and organ-
izations have failed to produce adequate
results over time. So this funding “fix”
allows some marginal programs and
organizations to plod on. Alas, funder
cocoons require neither courageous
critiques nor daring decisions. 

Budget Cutting 
Is a Response, 
Not a Strategy

Funding shortages have prompted
many organizations to focus on one and
only one response: budget cuts. For too
many nonprofit leaders, the mission is
trimmed on the ledger. Programs and
staff are pared down. Office-supply
expenditures get nickel-and-dimed to

Ledgers and sharp pencils are 
merely one tool in achieving the mission

bottom line.

FUTURE trends

W



death. Yet, nonprofit leaders need to rec-
ognize that ledgers and sharp pencils are
merely one tool in achieving the mission
bottom line. In a budget crunch, savvy
nonprofit leaders seek ways to keep their
organizations going without shooting
themselves in the feet. Here are some
strategic suggestions:

• Don’t be penny-wise and pound-

foolish. Don’t cut office supplies so
sharply that your staff has to barter on
the black market for paper clips. That just
plain doesn’t look right!

• For heaven’s sake, don’t put that

marketing and PR plan on the back-

burner. This is a critical time for you to
get as much public exposure as possible
so that you can attract more funding.

• If you must lay off staff, do so by

individual capability, not by program.

Keeping marginal staff members just
because they work in the program you’re
keeping makes no sense. Cutting perfect-
ly fabulous employees merely because
the program they worked in is downsized
makes even less sense.

• Base all decisions on the mission

future, not the budget present. Don’t
focus on the bottom line so much that
you lose sight of the mission. Don’t slash
a new program in favor of an old one,
based on nostalgia and emotion.

• Don’t whine! Don’t let your board
or staff whine either. Put on a positive
posture toward everything and everyone.
Funders and donors have faith in funding
organizations with a resilient, can-do
attitude.

• Keep a high-profile presence in

the community. If you act like a mover-
and-shaker, funders will notice.

• Recognize that a new, jazzy pro-

gram may indeed look like a better

proposition to some of the more pro-
gressive funders out there.

• Don’t use desperate pleas for

funding. They may provide some short-
term relief, but their long-term effect on
your community standing can be devas-
tating. Looking desperate is unbecoming
of a proactive organization.

• Create a new strategic plan

to meet the new challenges and
opportunities.

• Recognize that this might be an

ideal time to knock the rust off your

organization. If you have to trim some-
thing, trim waste and inefficiency. Even
the smallest, leanest organizations have
barnacles to scrape. 

• Make it safe for employees to

give honest criticism. They can give
you all sorts of ideas if you ask—and
then listen. Just be prepared for things
you might not want to hear. Some of the
waste and inefficiency they mention
might be on your end, or the board’s. This
is the time to cut wastefulness and build
a stronger organization, not a time to
shoot the messenger.

• Evaluate your older programs,

your core programs, and your overall

mission. This can be an excellent time to
recalibrate. It might be an emotional,
even volatile undertaking. But the
rewards can be high.

Better times are coming. But you
have to be psychologically and organiza-
tionally ready to take advantage of them.
You don’t have to wallow in a cocoon to
become a butterfly. ■

Resources

Glasrud, Bruce, “Being Proactive Means
Being Pro-Future,” Nonprofit World, Vol. 18,
No. 6.

Glasrud, Bruce, “Thinking Out of Pandora’s
Box,” Nonprofit World, Vol. 20, No. 2.

Glasrud, Bruce, “Your Future Just Walked
in the Door–Or Out of It,” Nonprofit World,

Vol. 18, No. 4.
Lemburg, Paul, “Why Predict the Future?”,

Nonprofit World Vol. 19, No. 3.

These resources are available from the
Society’s Resource Center, www.snpo.org.

Bruce Glasrud (futurer@aol.com) is a futur-

ist, specializing in anticipatory strategies

for nonprofit organizations and founda-

tions, and is president of Third Sector

Horizons.
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This is the time to cut wastefulness and 
build a stronger organization, not a time to

shoot the messenger.

MOVING?
Let Us Know!
Send old AND new address, 

with mailing label if possible, to:

The Society for Nonprofit Organizations
5820 Canton Center Road, Suite 165
Canton Michigan 48187.

The post office WILL NOT forward copies of Nonprofit World. 

So let us know BEFORE you move so that you won’t miss 

any issues.
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The Four Best Ways to Champion
Your Organization
Focus on these four essential ways to spread the word about your cause.

B Y  T E R R E N C E  F E R N S L E R

RELEVANT reviews

Using Public Relations Strategies to Promote Your Nonprofit Organization

By Ruth Ellen Kinzey. 233 pages. Hardcover. Published by Haworth Press, 10 Alice St., Binghamton, NY  13904-1580.  

n this gem of a book, Ruth Ellen
Kinzey spotlights four PR issues
most crucial for nonprofits. If you
concentrate your attention on these
four key areas, you’ll be well on

your way to attracting support for your
organization.

1. The annual report may be the
most important printed piece you pre-
pare. This document reveals what your
organization thinks about itself and how
professionally it operates. Kinzey takes
you step by step through the planning,
designing, and printing processes, from
determining your audience to distributing
your report.

2. The  newsletter is a motivation-
al, recognition, marketing, educational,
entertainment, updating, and informa-
tion-sharing tool—and it can do many
other things, too. Again, Kinzey takes you
through a systematic process to glean the
most from this vital marketing tool.

3. A speakers’ bureau offers face-
to-face outreach to key audiences. Most
nonprofits do a dismal job of planning
speeches in a systematic way, yet poorly
planned public speaking can set an organ-
ization back years. Kinzey’s description of
how to establish a smooth-running speak-
ers’ bureau is invaluable. You should keep
this book handy for this section if for no
other reason. 

4.The board of directors is critical
in presenting the organizational image. A
PR plan is necessary to recruit and

motivate board members. Kinsey
describes how to prepare information for
board members and help the board pro-
mote the organization.

Although Kinzey writes in a style that
can easily be understood by the lay per-
son, she does include a glossary of PR
terms you might come across when deal-
ing with printers and designers.  Such
forethought makes it clear that she
knows her target audience.  Kinzey deliv-
ers what we need—no more, no less—to
develop effective public relations through
speakers, annual reports, newsletters,
and board materials. ■

Terrence Fernsler is development director

for Columbia-Pacific Resource Conservation

and Economic Development District in

Montesano, Washington.

I

The annual report may
be the most important

printed piece
you prepare.
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NONPROFIT briefs

Accounting for the 

Non-accountant

Not-For-Profit Accounting Made

Easy (NY: John Wiley & Sons,
www.wiley.com/nonprofit) is written by
an accountant with more than enough
knowledge to guide non-accountants.
The 248-page book explains in detail
each aspect of accounting important to
nonprofits.

The author, Warren Ruppel,
describes how to deal with affiliated
organizations, collections (such as art
collections), employee benefits, and
lease accounting.  The chapter on ana-
lyzing financial records is especially
useful for board members, who oversee
the organization’s assets.

The book is best used as a refer-
ence. It can answer all your questions
about how to keep accounts and use
financial reports. It is indispensable for
those providing oversight of a nonprof-
it’s finances.

—reviewed by Terrence Fernsler

The Pros and Cons of Venture Philanthropy

A new report explores the relatively new field of venture philanthropy, also known as high-engagement philanthropy. With
this approach, funders are personally involved with the nonprofits they support. In addition to financial grants, these funders
provide help with planning, board and executive recruitment, coaching, and fundraising.

The report highlights the benefits and drawbacks of venture philanthropy. On the plus side, nonprofits gain access to cap-
ital at a level that exists nowhere else in the nonprofit sector. This money lets nonprofits think more strategically and opens
up exciting new possibilities, innovative change, and bold growth. But such change can be wrenching to nonprofits that have
never been through such a process. And, valuable as funders’ advice can be, nonprofits that are used to being autonomous
sometimes find so much hands-on engagement stifling.

“High-Engagement Philanthropy: A Bridge to a More Effective Social Sector” is the latest in a series of reports produced
by Venture Philanthropy Partners to share the experiences of those engaged in venture philanthropy. To download the report,
visit www.vppartners.org.
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New Year’s Resolutions

When making your resolutions this year,
don’t forget to set some goals for the office, too.
Some suggestions:

• Meet at least one new colleague a week.

The more people you know, the better able you’ll
be to share resources, collaborate on projects,
and gain new insights.

• Answer your phone. Everyone expects to
get a voice-mail message these days. Taking calls
can be more efficient, and that personal touch
will impress callers.

• Stop something. Target a project that’s no
longer useful, and take steps to end it.

• Control e-mail overload. Don’t send
unnecessary messages, and try to answer e-mail
sooner.

• Streamline meetings. Pick one meeting a
week that’s not necessary for you to attend, and
stop going. Identify one meeting per month that’s
redundant, and convince people to cancel it.

• Talk to your clients. Strive to talk to at
least one client on a regular basis. Ask what you
and your organization can do to serve your
clients better.

• Help someone in your organization.

Target a co-worker who could use some mentor-
ing. Helping another employee will boost the
organization’s productivity.

—adapted from Darwinmag.com

Why Boomer Heirs Give—and Why You Need to Know

With an unprecedented wealth transfer just beginning, non-
profits have an incredible opportunity to garner donations. The
wealth transfer to baby boomers from their parents could be up
to $41 trillion, with a possible $6 trillion going to charities. 

These baby-boomer inheritors see a major distinction
between their inheritance and their earned income, according to
a new study. Having received an inheritance makes them much
more likely to donate or increase donations, and they feel a
responsibility to use their inheritance for causes their parents
would have approved. The study offers these tips to tap into
their motivations for giving:

• Fulfill boomers’ need to use their inheritance responsibly
by ensuring them that your administrative costs are minimal and
that their money will provide direct service to those who need it.

• Allay feelings of responsibility attached to unearned
wealth. Tap into inheritors’ need to expunge guilt and help those
less fortunate.

• Partner with religious institutions to increase your
donor pool. Religious conviction is closely tied to giving by
inheritors. Nonprofits, especially local ones, can find a new
donor source by developing connections with churches.

• Reach people who want their inheritance to help achieve
social goals by showcasing your organization’s successes.

• Build lasting relationships with donors and gain a posi-
tive reputation by developing donor trust and confidence. Show
donors how they are personally connected to your cause.
Provide exceptional service.

• Show evidence of tangible results so people can see
how donations are helping the community.

For more information on the study, “Motivated to Give,”
contact William Diamond at the University of Massachusetts,
diamond@mktg.umass.edu. For more on donor motivations, see
the articles under “Fundraising” at www.snpo.org.

—by Mike Riley

Making Your Data Pay Off

After measuring outcomes, analyzing the data, and reporting the
results, many nonprofits don’t take advantage of their hard work. A new
guidebook provides some good ideas on how you can use your outcome
information to further your organization’s mission. See “Using Outcome
Information,” www.urbaninstitute.org.

How to Blow Up the Bureaucracy

Highly productive organizations are characterized by a lack of bureauc-
racy. Here are eight ways to get rid of bureaucracy in your organization:

1. Act swiftly and decisively when change is needed.
2. Get the right people on board. Dismiss everyone who works

against the goal.
3. Develop cross-functional teams. 

4. Decentralize to empower staff and move decisions closer to the
customer.

5. Flatten the organization to increase responsiveness to cus-
tomers and others within the organization.

6. Lead by visible example to create passion in the ranks.
7. Create and reinforce a high-performance culture. Use every tool

you have and invent new ones if need be to maintain an electric
atmosphere.

8. View all decisions from the perspective of, “Does it help the
customer? Does it serve the mission?”

—Adapted from Less Is More (New York: Penguin Putnam,
www.penguinputnam.com).



Three Great Resources
to Help You Manage Your Organization

Nonprofit Resource Center
A DIVISION OF WILLIAMS YOUNG, LLC

1700 Rockville Pike ● Suite 400 ● Rockville, MD 20852

Our Internet Service and Online Resource Library gives you
access to the latest and most important financial management
tools and documents – tax and reporting information, accounting
rules, grant administration, employment laws and regulations,
and tons of additional information – all at your fingertips 
24 hours a day!

Our Model Accounting Policies 
and Procedures on CD-ROM includes
hundreds of critical policies ready for you
to customize for use in your organization;
Prepare a current accounting manual 
in a fraction of the time it would take to
draft one from scratch.

Our highly-acclaimed seminars and training 
programs, presented throughout the U.S., on a variety 
of accounting, fundraising, grant, tax, fraud prevention and 
other financial management issues of nonprofit organizations.

1

For more information about these or any of our 
consulting services, log on to our web site:

or call us at (800) 883-6247.

www.nonprofitresource.com

NONPROFIT RESOURCE CENTER
Helping nonprofit organizations for more than 12 years
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as well as substantial discounts on books/videos/CD-ROMs in our Resource Center, reprints of previous Nonprofit World
articles, and access to our archive of hundreds of articles from Nonprofit World, all searchable by key word, author, or
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Includes a subscription to Nonprofit World magazine and “Funding Alert” the Society’s e-newsletter, as well as substantial
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our archive of hundreds of articles from Nonprofit World, all searchable by key word, author, or subject, and print-enabled.
Plus FREE job postings on our nonprofitcareers.org web site.

❑ Electronic Member—$29/year
Includes all the benefits of Individual Membership delivered in a paperless version over the Internet. All materials fully
print-enabled. Plus FREE job postings on our nonprofitcareers.org web site.
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