
Volume 25, Number 2 
March/April 2007
Volume 25, Number 3 
May/June 2007

Advancement  Through Shar ing

Published by the Society for Nonprofit Organizations       

N
onprofit Organization
U.S. Postage PA

ID
Traverse City, M

I
Perm

it N
o. 29

PLUS:
Outside the Comfort Zone
The Secret to Financing 

Your Capital Project
Five Technology Pitfalls for Nonprofits: 

Finding Cost-Effective Solutions

24th24th
ANNIVERSARY

ISSUE 
ANNIVERSARY

ISSUE 





May/June 2007 NONPROFIT WORLD • 1

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 Nims
Clark Hill PLC
Detroit, Michigan

Gary Snyder
Nonprofit Management Group
West Bloomfield, Michigan

David Sorkin
Staten Island Jewish Community Center
New York, New York

Dan Ponder
Franco Public Relations Group
Detroit, Michigan

Advertising:
Pam Barnett
Advertising Director
Village Press, Inc.
printing and publishing
2779 Aero Park Drive
Traverse City, MI 49686
800-327-7377 ext. 3309
pbarnett@villagepress.com

Tom Hathaway
Graphic Design

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 mem-
bers, the Society is dedicated to bringing together
those who serve the non profit world in order to
build a strong network of  professionals through-
out the country.

This logo symbolizes the goal of the
Society, which is to unify diverse seg-

ments of the nonprofit world, to draw them
together, and to create a dynamic whole without
losing their individuality.

While crisis intervention is still central to its purpose,
Women’s Crisis Services has expanded its mission and
needed a new brand. Based on in-depth research, the
organization changed its name to Monadnock Center for
Violence Prevention and transformed its image. Here, Liz
Sayre, the Center’s executive director (left), approves the new
logo unveiled by Elizabeth Brown of the communications
firm Church & Main (right). See “Are You Following the 4 Cs
of Branding?” on page 11.
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What does comedy impro-
visation have to do with
nonprofit leadership?

More than you might think.
If you’ve ever watched “Whose

Line Is It Anyway?” on TV or
Comedy Sportz at a comedy
club, you can appreciate the
power of improv. You’ve seen
how someone, cued by just a
word or phrase, can reach
incredible heights of creativity.

Improvisation is a tool more
and more trainers and life

coaches are using to help people become better lead-
ers. Improvising can help you learn to stay relaxed
while

• thinking on your feet
• motivating people to follow your lead
• being nimble enough to change course quickly 

when required
• persuading others to your point of view
• coming up with ideas instantaneously
• being “in the moment”
• having the confidence to be yourself.

People who can display these traits are better lead-
ers, because confident people who respond with clarity
and let their own personality shine are irresistible. To
learn some improv techniques that will help you hone
your leadership style, turn to “Improv at Work” on
page 31. 

Improvisation keeps you from being seduced by the
status quo. “Outside the Comfort Zone” (page 14) pro-
vides a five-step program for breaking out of the ordinary
and zeroing in on your vision. Take the quick quiz with
this article to see how cutting-edge your organization
is and if you need to improve.

Another benefit of improvisation is that it empha-
sizes the team over the individual — a crucial per-
spective in building a successful board, staff, and
organization. Fostering the team means being open to
everyone’s ideas and rewarding the group rather than
individuals (see “Creating Teams that Win” on page 32). 

The key principle of improv is “Yes, and...” Those
two words are unbelievably powerful. If someone tells
you something you’d rather not hear, your impulse is
to say “Yes, but...” That response, while natural, puts
you and your conversational partner at odds. Instead,
take what you’re given and build on it.

Imagine you’re improvising with a comedy team and
someone throws you an idea. You can’t deny it or
ignore it; you have to accept it and add to it to keep
the improv going. The end result is better, richer,
because of all the different inputs and viewpoints.

Practice saying, “Yes, and....” It’s a conversational
technique that builds on another person’s ideas. It pro-
motes a sense of real dialogue and shared discussion
while sending a message of commitment and positive
assertion. 

Consider the magic words “Yes, and...” when dealing
with employees, both paid and volunteer. Put yourself
in their shoes, and be creative in giving them what
they need (take a look at “Volunteerism Vectors” on
page 25 and “No Excuse” on page 31). Share power
with them, and you’ll be blessed with the vital
exchange of ideas that leads to greatness.

Go Ahead—Improvise!

Editor’s page

FIVE THINGS TO DO NEXT MONDAY

Here are a few concrete things you can do right now to begin transforming your organization.

1. Prepare to accept gifts of real estate by creating a policy, using the sample on pages 7-10.

2. Think of a way to take advantage of each volunteer trend described on pages 25-27.

3. Take the “C-Zone Challenge” on page 15. Based on your results, follow the advice under “Scoring” to be
sure your organization is the best it can be.

4. Assess your organization’s brand, using the tips on pages 11-13.

5. Be sure you’re not making any of the five technology mistakes outlined on pages 22-24.

Jill Muehrcke
Editor, Nonprofit World

Practice saying
“Yes, and...”
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Help Wanted!
I joined SNPO today in the hope of getting a copy of

the article, “When Worse Comes to Worst: Terminating
the Executive Director,” from the Nonprofit World
archives (Vol. 8, No. 6). Unfortunately, I now realize
that your archives only go back to Volume 14. Is there
any way I can get this article?

I’m also interested in an article entitled “Increase
Your Board’s Fundraising” (Vol. 5, No. 3). How ’bout
this? Any chance I can still get it?

Both of these were referenced in the article “Board
Members Beware! Warning Signs of a Dysfunctional
Organization” (Vol. 16, No. 2).

From these titles, I expect you have a fair idea what’s
happening in our organization. Your recommendations
about these subjects would be appreciated.

Thanks for your help and for all the useful information.
Already I can tell that this membership is going to be
even more valuable than I had hoped!

P.S. I’m also interested in another reference from
this article –  the book Are You Sitting on a Gold
Mine? by Jill Muehrcke. Is that still available? Thanks!

Name withheld by request

Articles before Volume 14 are available on the
Nonprofit World CD-ROM. Visit www.snpo.org and
click on Resources and then on CD-ROM. To decide if
it’s time to terminate, start by making sure you’ve
evaluated the executive director according to pre-
selected criteria. See “CEO Evaluation: The Board’s
Second Most Crucial Duty” (Vol. 8, No. 3), “Supervising
the Executive Director” (Vol. 7, No. 3), and “Evaluating
the Top Administrator: A New Approach” (Vol. 15, No.
4). For more on board fundraising, see “Increase
Your Board’s Fundraising,” (Vol. 5, No. 3) and
“Fundraising with Your Board” (Vol. 13, No. 5). You
may also want to search the archive for articles in the
“board” and “fundraising” categories. You can do so
by logging in (http://www.snpo.org/members), click-
ing on “Nonprofit World,” then clicking the “Search
The Archive” button. You can find a current version
of Are You Sitting on a Gold Mine at http://www.snpo.
org/funding/index.php. Good luck in your search!

Cheers for New Department
I am writing in reference to the new “Nonprofits

Uniting” department in Nonprofit World. I applaud the
inclusion of this section in your publication, as I think
collaboration will be vital to the future success of our
sector. I think “Nonprofits Uniting” will be a great
forum for featuring programs that actively seek to
bring nonprofit organizations together.

Carter Romansky
Program Manager

New Sector Alliance
Boston, Massachusetts

Distilling the Essence
I just finished reading the most recent issue of

Nonprofit World. Like the previous three or four issues
I have read, you have captured the essence of what the
nonprofit community needs and presented it effectively.
I am glad we decided to be a member of the Society for
Nonprofit Organizations. As a former (ersatz) magazine
editor, I applaud your work.

Tom Young
Executive Director, ESCAN

Raleigh, North Carolina

Please Get in Touch
We would love to hear your response to anything in
Nonprofit World, your comments about any aspect of the
nonprofit sector, and your concerns about your daily work.
Please get in touch in any of the following ways: 

Drop us a note at: Letters to the Editor,
Nonprofit World, P. O. Box 45346, Madison,
Wisconsin 53744-5346.

E-mail to: muehrcke@charter.net

Please include your name, organization,
address, phone number, and e-mail
address. If you’d like your comments to
appear anonymously, please let us know.
We look forward to hearing from you!

Letters to the editor
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Featuring the Grants Results Simulator 
Actually walk through the grants process from problem identifi cation 
to closeout and receive feedback from peer organizations

August 6–8, 2007
Arlington, VA

for Results

Grants
Management

Proposal Planning and 
Development
Identify new funding resources and 
strategies and utilize a strategic 
process for winning grants

Financial and Performance 
Management for Grants
Improve your fi nancial compliance 
and grants management using 
measures and metrics 

Grants Evaluating and 
Reporting 
Evaluate and improve your grant 
program through its lifecycle and 
tell the story effectively to funders 

Overcome the 
Challenges of 

Grants Management

For more information or to register, call 703-894-0495 or visit us at www.CNIweb.org

How well do you know your 
current donors?

Where do you start finding new prospects INSTANTLY and EASILY?

NOZA shows where – and how 
much – your donors, 

prospects, or alumni are giving

NOZA gives instant access to 22 million individual, corporate and foundation
donation records – and growing by 1 million records each month

NOZA’s database contains records for more than 2,500 U.S. Cities 
spanning all 50 States

www.NOZAsearch.com
the world’s LARGEST searchable database of  charitable gifts.

NOZA is the place to start finding donors – for any nonprofit organization that needs to raise 
money from individuals, foundations or businesses. Startup and early stage nonprofits will benefit 
from finding new sources of    seed funding, while larger established institutions will   benefit from 
finding new major gift prospects from within their ranks of    existing annual donors. Organizations 
planning for capital campaigns can use NOZA to create customized prospect lists and to assist 
in solicitation planning.

• No software to install
• Free previews
• Just $25 to sign up

Toll Free:
888-964-NOZA

info@nozasearch.com
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Great Expectations Can Be a Form of Discrimination

AChinese woman’s claim of discrimination based on
excessive expectations has merit, says a federal

District Court judge, who refused to dismiss her case
(Zhao v. State University of New York, No. 04-CV-
0210). After being fired from her job at the Research
Foundation of the State University of New York, the
woman accused her supervisor of making many
remarks about how Chinese employees work harder
and longer than others (for instance, “the people who
really produce results are these Chinese people”).
Such stereotyping, the judge said, is “precisely the type
of evil that Title VII is designed to prevent.” For more
on the case, see www.nonprofitissues.com. For advice
in avoiding such problems in your organization, see
these Nonprofit World articles at www.snpo.org:
“Protect Yourself Against Employee Lawsuits” (Vol. 15,
No. 2), “The Failure of Diversity Training” (Vol. 18, No. 3),
and “The Need for Anti-Bias Policies” (Vol. 22, No. 5).

IRS Details Incorrect Reporting 
of Nonprofit Compensation

In a new study, the IRS found significant reporting
errors and omissions in nonprofits’ annual returns,

especially in the area of compensation. Of its sample
of 50 nonprofits, none had filed the required informa-
tion detailing compensation paid to officers and
employees. After the IRS contacted them, 41 of these
50 organizations filed acceptable amended returns,
and the others were referred for IRS examination. 

The report concludes that the IRS needs to educate
nonprofits about reporting requirements, redesign
Form 990, and step up its investigation of nonprofit
returns. To read the report, visit http://www.irs.gov
/pub/irstege/exec._comp._final.pdf. Also see “Nonprofit
Boards Face Potential Salary Disclosure” in Nonprofit
World (Vol. 25, No. 2) at www.snpo.org.

Nonprofits’ Property Tax Exemptions Under Fire

Arecent Illinois ruling highlights a disturbing
nation-wide trend in which municipalities are

stripping nonprofit organizations of their tax exemp-
tions in order to gain more revenue for themselves
(Department of Revenue of the State of Illinois v.
Provena Covenant Medical Center, 04-PT-0014). In
this case, the state of Illinois revoked Covenant
Medical Center’s longstanding property-tax exemp-
tion, ruling that its charitable expenditure, less than
1% of its total revenue, was insufficient to justify its
$1.1 million savings in property taxes.

As city and state governments seek ways to earn
more money, they are increasingly looking at ways to
tax nonprofits. Some are demanding more proof of an
organization’s charitable activities before allowing
exemptions. Others are requiring nonprofits to pay for
municipal services such as trash pick-up and police
protection.

If your organization hasn’t been affected yet, don’t
assume that no news is good news. Be aware of what’s
happening in your state, county, and city. Look closely
at your organization from the point of view of commu-
nity groups and officials. Be sure you’re remaining true
to your charitable mission. Use speeches, letters to the
editor, the Internet, and other media to educate legis-
lators and the public about how much nonprofits add
to the community. Form alliances with government,
and band together with other organizations to advocate
for nonprofits’ rights. Nonprofits’ privileges will continue
to erode unless everyone in the sector takes proactive
measures to protect them.

For more information on this case, contact Gammon
& Grange, P.C. (www.gandglaw.com) or see http://www.
revenue.state.il.us/legalinformation/hearings/pt/pt06-
26.pdf. For more on nonprofit advocacy, visit
www.ncna.org.

New Law Aims to Improve Mail Service, 
But What Can Nonprofits Do in the Meantime?

As the U.S. Postal Service has tightened its budget
over the past few years, nonprofit mailers have

been faced with delivery delays and inconsistent service.
The good news is that a new law, the Postal
Accountability and Enhancement Act, has recently
been passed, requiring the USPS to provide perform-
ance measures and service standards to assure that
mail is delivered on time. 

The bad news is that these standards won’t be in
place till the end of 2007, and nonprofit mailers can’t
wait till then for an improvement in service. Thus,
nonprofits must be proactive in facilitating delivery of
their mail. The Alliance of Nonprofit Mailers offers
these guidelines:

• Be an informed consumer. When you prepare a
mailing, be sure to provide accurate address informa-
tion, printed correctly on the mailpiece.

• Ask the following questions about each mailing:
Does it conform to the requirements for the type of mail
service you want? Is it sorted and packaged properly?

• Note the date you drop off the mailing, and be
sure you deliver it to the correct postal facility. Often
a difference in agreement of the “start the clock” time
leads to the assumption that a mailing has been delayed.

• Let the post office know in advance if you’re plan-
ning a major mailing.

• If your mailing is misdelivered, arrives late, or
goes missing, contact the Alliance of Nonprofit Mailers
at 202-462-5132 or alliance@nonprofitmailers.org with
as many details as possible, including a full description
of the mailpiece. Alliance staff will help you work with
the Postal Service to resolve the problem and work
toward more reliable service in the future.

First alert



In a tough economy, nonprofits need to seek dona-
tions other than the usual appreciated stocks and
personal checks. Increasingly common are dona-

tions in the form of real estate. According to a survey
by Community Foundations of America (www. cfamer-
ica.org), nonprofits are finding that their donors’
biggest assets aren’t their stock portfolios but their
houses and other property. 

But as lucrative an opportunity as property can be,
these transactions are littered with potential pitfalls
that can endanger an unprepared organization. For
example, environmental contaminates can make the
property unusable and unsalable, cost huge sums to
remediate, or make the organization liable for viola-
tions. Any one of those costs could fell an otherwise
financially-stable charity. 

With that caution in mind, any organization accept-
ing charitable gifts should have a written policy and
procedure for accepting gifts of real estate. If the donor
and recipient do their homework ahead of time, they
stand a better chance of creating a win for both.

A Sample Policy to Smooth Your Way

Each organization should craft its own policy with
the aid of its lawyers, real-estate professionals, and
accountants. What follows is a model you can use to
build your policy, with important points to keep in mind.

(Insert Organization Name)
Gifts of Real Property Policy and Procedures

Purpose:
To define the policies for accepting gifts of real property

to Organization

Policy:
It is the policy of Organization to accept gifts of real

estate if, upon analysis, it can be shown that (1) the
potential gift may result in financial gain to
Organization, or (2) Organization may gainfully uti-
lize the property for one or more of its programs.

Responsibility:
Preliminary analysis of the potential gift is the

responsibility of the Manager of Development and the
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Fundraising forum

Do You Have a
Policy for 
Real-Estate 
Gifts?

If not, it’s 
time to create
one. Here’s a

sample to 
follow.

continued on page 8

By Eliza Solender



Development staff.  Acceptance of
gifts is subject to the approval of
the Executive Committee of
Organization.

Guidelines:
1. Gifts of a nature that would be
inconsistent with the goals, objec-
tives, and image of Organization
will not be accepted.

2. Gifts of real estate are ordinarily
acceptable only after it has been
determined that no reasonable pos-
sibility exists that the property
could be contaminated by haz-
ardous waste or mold. An initial
inspection of the property shall be
made by Organization. The inves-
tigation shall include both a physi-
cal inspection of the property and
an investigation of the existing and
previous ownership and use of the
property. If, after the inspection, it
is determined there is a substantial
likelihood the property is contam-
inated by hazardous waste or has
had water damage, the property
will not be accepted at that time
and consideration will be given to
having an EPA Phase One environ-
mental assessment performed.
The expense of the assessment must
be borne by the donor unless the
Executive Director approves an
exception.

3. All gifts of real estate will be
evaluated in light of debt, insur-
ance requirements, homeowners’
association fees, and other carry-
ing costs as to the advisability and
value of accepting the gift.
Properties with debt will not rou-
tinely be accepted except with an
independent appraisal and only if
the debt amounts to less than 50%
of the value established by the
appraisal.

4. A determination will be made
whether there are any restrictions,
easements, liens, or other title
issues that could substantially
impair the value or marketability
of the property.

5. An independent qualified
appraiser will be retained to estab-
lish the fair market value of the

property. The appraisal will estab-
lish the donor’s charitable gift
value, give Organization a reason-
able value at which to carry the
asset on its books, and establish a
reasonable asking price for the
property. The expense of the
appraisal must be borne by the
donor unless the Executive Director
approves an exception.

6. If the property will not be
retained for use by Organization,
it will be listed for sale with a
licensed real-estate broker as soon
as possible. Organization will
attempt to realize a sale with a
purchase price no less than the
appraised value of the property,
but is not bound to do so. Factors
such as high taxes, sizable debt, or
other carrying costs may dictate
that the property be sold as quickly
as possible for a price less than the
appraised value. If this is the case,
the donor will be so informed.

7. All documents will be subject to
legal review prior to accepting the
property. The cost will be negotiated
with the donor.

8. If the donor wishes the gift to be
used to fund a charitable trust or
to be given as part of a planned giv-
ing program, legal counsel special-
izing in estate planning will be
retained by Organization to assist
in the gift process and enable
Organization to accept the gift.

Procedure for the Evaluation and
Acceptance of Real Estate: 

1. A donor indicates to Organi-
zation an interest in making a gift
of real estate. Real estate could
include land, apartment buildings,
retail centers, office buildings, con-
dominiums, single family dwellings,
or mineral interests. 

2. A representative of Organi-
zation schedules a visit with the
donor.

3. The donor is informed that the
following information about the

property will be needed:
a. Legal description of the proper-

ty, including address or location,
directions to the site, and method
of access;
b. Copy of the donor’s vesting

Deed;
c. Copy of recent property tax

statements;
d. Name of the owner(s), percent-

age of ownership, and type of own-
ership;
e. Terms of debt, if any, and

whether Organization will be
expected to assume the debt;  
f. Survey or plat, if available;
g. History of use of the property;
h. Information about the costs of

owning and operating the property
(e.g., property taxes, utilities,
maintenance, and insurance) and,
if income producing, net operating
results of the property for the past
two years;
i. Copies of any insurance policies; 
j. Rent roll and current leases, if

applicable;
k. Zoning status of the property,

including any restrictions in use,
any enforcement violations, or
proposed condemnation; 
l. Copies of any service agree-

ments; 
m. Copies of any existing environ-

mental assessments; and
n. Copy of a recent appraisal, if

available.

4. A representative of Organi-
zation, along with a real-estate
professional, will visit the property
to perform a visual site inspection,
take photographs, and make an
initial assessment of the mar-
ketability of the property. Any
obvious environmental hazards
will be noted and a recommendation
made whether or not to pursue the
potential gift any further.

5. If the recommendation is to pur-
sue the potential gift, a qualified firm
shall perform an EPA Phase One
assessment. Based on the results of
the Phase One assessment, a Phase
Two assessments may be required.
The donor may be requested to
provide funding for the assess-
ments.

6. A title commitment will be ob-
tained to review current ownership

8 • NONPROFIT WORLD Volume 25, Number 3

Get the donor to agree
that the restriction will
hold for only a certain

amount of time.
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means reliability and accuracy to Ausco. 

Perhaps that’s why so many non-profits, for so long, have chosen Ausco, a leading 
provider of Directors and Officers Liability and Employment Practices Liability.

We go the distance, we miss nary a shot, we’re on the ball.

Look for top-flight Ausco insurance products at www.ausco.fprsi.com.
Or call us at 312.381.2920.



of the property and to determine if
there are any defects in the title.

7. A zoning verification letter will
be obtained from the appropriate
governmental authority.

8. When there are buildings on the
property, there must be an inspec-
tion of the mechanical systems,
electrical systems, plumbing, and
structure. Cost of the inspection
will be negotiated with the donor.

9. The donor will be informed that
a qualified appraisal is required to
establish the fair market value of
the property. The donor is respon-
sible for obtaining the appraisal
and for reporting the donation to
the IRS on form 8283 for gifts val-
ued in excess of $5,000.

10. Whenever possible the donor
will be asked to absorb the costs
for the transfer of ownership to
Organization. These costs include
title insurance, preparation of the
Deed of Trust, recording costs, and
legal fees charged by the title com-
pany. In addition, Organization
will not bear the cost of a commis-
sion or fee payable to a broker
with respect to the transfer of the
property to Organization.

11. A report and recommendation
will be prepared for the Executive
Committee, including a budget
representing total costs of owner-
ship for the period of time
Organization expects to own the
property. The budget should include
taxes, insurance, utilities, mainte-
nance, debt service, fees and per-
mits, advertising, commissions,
legal fees, closing costs, and all
other costs incurred in obtaining,
owning, and disposing of the prop-
erty. The budget will be used to
project the net proceeds to
Organization expected from the
final disposition of the property.

12. Final acceptance of the gift is
the responsibility of the Executive
Committee of Organization. 

13. After the transfer of ownership
to Organization is completed, the
property will be listed immediately
with a qualified broker unless the
gift is for a specific purpose
deemed necessary by Organization.

Organization will reserve the right
to sell the property at a later date
should the intended purpose no
longer be appropriate for Organi-
zation. If property is sold within a
two-year period, Organization
must file a Form 8282 with the IRS
disclosing the sales price.

Other Things to Consider

You may also need to address
some of the following issues:

Distance: Gifts of real estate
located far away from the organi-
zation can be very challenging. If
the property is large, it may be
worth the effort and expense
required to perform due diligence,
manage it, and sell it. This is a
decision to be made on a case-by-
case basis by each organization.

Gifts to multiple charities: In
some cases, a donor may wish to
make a gift of a specific property to
several charities, sometimes in
unequal percentages and sometimes
naming one of the organizations as
managing authority to act on
behalf of the other charities. Each
charity will need to decide how
comfortable it is with this type of
gift. A large organization usually
won’t accept such a gift unless it is
the managing owner.

Liability: A charity may want to
consider placing any gift of real
estate in a Limited Liability
Corporation (LLC). By doing so,
the organization limits its expo-
sure to potential liabilities involved
in ownership, particularly if there
are any potential hazardous-mate-
rials issues.

Roll-back taxes: When land des-
ignated as “agricultural use” is sold
to a user to develop residential lots
or a commercial development, the
property is subject to roll-back
taxes. In many states, when the
property-tax designation is changed
to a new use, the tax rate may be
rolled back five years. This can be
a sizable sum and is typically nego-
tiated when selling the property.

Smaller donations: Consider
avoiding real estate such as lake
lots, trailer park lots, lots in planned
communities, and time-shares.
Most of these have values of less

than $5,000 and are in locations
inconvenient to the charity. These
gifts may not be worth the effort to
evaluate, acquire, and sell.

Restrictions: Sometimes donors
will give property with conditions
or restrictions and reversionary
interests. If the condition is not
satisfied or the property ceases to
be used for its intended purpose, it
reverts back to the donor or the
donor’s heirs.

Say, for example, that a donor
gives an organization several acres
of land “on condition that the
organization constructs a new facili-
ty costing more than $500,000.”
When the required amount is spent,
the organization should immedi-
ately obtain an acknowledgment
from the donor stating that the
condition has been met and record
that acknowledgment in property
records. Years later, when the
organization wants to sell the
property, it has proof for the title
company that it has fulfilled the
condition.

A restriction should be limited
to a number of years. Suppose, for
instance, that a donor requires
that donated land be used “only for
playing fields.” What if, 30 years
later, the organization needs to use
that land for a new facility? What
if the donor has died and can’t
remove the restriction? It’s better
to get the donor to agree now that
the restriction will hold for only a
certain amount of time.

Use Your Policy

Once you have a real-estate-gift
policy in place, you’re ready to
actively solicit gifts of real estate.
One gift of a house with sale pro-
ceeds of $100,000 will make the
entire process worth the time and
effort. For more information on
accepting gifts of real estate, visit
www.solenderhall.com.
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Every day, thousands of mes-
sages compete for people’s
attention—and their dollars.

The marketplace is increasingly
crowded, with a corresponding
increase in donor fatigue. To com-
pete, you must find ways to break
through the communication clut-
ter and deliver your messages
clearly and simply.

Responding to these realities, a
growing number of nonprofits are
building strong brands. They recog-
nize that brand stewardship is criti-
cal to the success of their missions. 

Behold the Power of Branding

What exactly is a brand? First,
let’s consider what a brand is not:

• A brand isn’t simply a logo or
graphic design — although a strong
graphic identity contributes to
brand awareness and recognition.

• A brand isn’t just a clever

tagline — although a clear, memo-
rable expression of what makes your
organization different and special
is an important part of brand-
building.

Instead, your brand is the
encapsulation of everything that
makes your organization what it is
— and what it can be. It’s your
essence. And, when wielded skill-
fully, that brand infuses everything
you say and do.

Consider the following analogy:
Imagine that you, yourself, are 

Your brand infuses
everything you 

say and do.

By Elizabeth V. Brown

It may be your best
investment in your 

organization’s 
success.

Are You 
Following the

of Branding?

continued on page 12



a “product.” You have a whole collection of personal
attributes — your name, physical appearance,
wardrobe, mannerisms, talents and skills, dreams and
ambitions.  It’s not any one of these attributes, but all
of them combined, that make up your unique “trade-
mark” personality. People who pay attention to such
things — including politicians, actors, and pop stars —
are masters at integrating all these personality ele-
ments to create a cohesive, consistent, and memorable
image: their brand.

To push the analogy a step further, think about how
you evaluate other people’s individual “brands.” Would
you rather associate with people who:

• possess a strong sense of who they are — or seem
muddled and confused?

• have ideals that resonate with your own — or
principles that don’t align with yours?

• display a sense of strength, clarity, and forward
motion — or give the impression of just plodding along?

Most people seek out the former and avoid the latter
— especially when it comes to giving away their time,
money, or personal contacts. When personalities click,
people’s normal defenses drop — and doors to new
relationships and opportunities open.

So it is with organizations that have done their
branding homework. The true power of branding is
that — like a winning personality — it can help an
organization achieve success out of all proportion to
its size, resources, or experience. A strong brand is
one of the best investments an organization can make
in its long-term success.

Nonprofit Branding in Action

So how does an organization take on the challenge
of building brand? Consider the case of Women’s
Crisis Services, a nonprofit agency serving the
Monadnock region of southern New Hampshire. The
agency has provided critical support, advocacy, and
information services to victims of domestic and sexual
violence since 1978. Over the years, the agency has
helped thousands of local residents — and steadily
expanded its services to include legal advocacy, sup-
port groups, and education.

As it approached its 25th anniversary, Women’s
Crisis Services recognized it had reached a crossroads.
While crisis intervention was still central to its mis-
sion, the agency had expanded its commitment to edu-
cation and outreach. The emphasis had broadened to
encompass pro-active efforts to change awareness of
and attitudes toward domestic and sexual violence
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The original logo of the 
Women’s Crisis Services

Liz Sayre, the Center’s executive director (left),
approves the new logo unveiled by Elizabeth Brown of
the communications firm Church & Main (right)

The new name and graphic identity for 
Women’s Crisis Services

It doesn’t do any good to have a
“friendly” brand if people don’t 

answer the phone in a friendly way.

Consistency is as important 
as the creativity behind it.



throughout the community. The agency had grown
and evolved, yet its brand hadn’t kept pace.

With a consultant’s help, the agency’s leaders started
with in-depth primary research:  interviews with staff,
administrators, and board members to probe the orga-
nization’s strengths and weaknesses and frank discus-
sions with referral sources, including law enforcement
personnel, to gain an external perspective. Evaluating
the results of these discussions, they concluded that
the agency’s gender-specific name acted as a barrier to
reaching men — effectively shutting out half the com-
munity. In addition, the “crisis” focus of its brand didn’t
reflect the agency’s broadened commitment to social
change.

Based on these findings, they created an entirely
new positioning for the organization, transforming
Women’s Crisis Services into the Monadnock Center
for Violence Prevention (www.mcvprevention.org).
Their goal: to create a new identity that conveys an
aspirational image, clearly communicates its commit-
ment to the local community, and embraces all audi-
ences — female and male, young and old. They then
translated this new identity into a graphical signature
that is both attractive and inclusive.

Since its unveiling, the new brand identity has acted
as a bridge to new constituencies, without alienating
the agency’s traditional support base — a critical con-
cern. Indeed, a legal advocate formerly associated with
the agency reinstated his relationship, crediting the
new, gender-inclusive identity. 

Financially, the brand opens doors to new funding
sources and grant opportunities. Emotionally, the new
brand has sparked an infusion of renewed energy
among agency staff. In addition to these short-term
responses, the agency’s new brand provides a solid
platform for its next stage of development from a
“provider of services” to a pro-active force for positive
change.

How to Build a Brand: The 4 Cs

How do you examine, strengthen, and reshape your
organization’s brand? Any successful brand effort
must address these 4 Cs:

1. Clarity: Is it clear what you’re trying to convey
to your audiences? Many organizations spend a lot of
time thinking about their organization’s identity and
end up trying be all things to all people. If it doesn’t
translate into clear, focused messages, your brand will
merely confuse people. Having the perspective to look
at your organization through your constituents’ eyes
will go a long way toward achieving this clarity.

2. Congruence: Ensure that everything your organ-
ization does reinforces the expectations that the brand
creates. It doesn’t do any good to have a “friendly” brand
if people don’t answer the phone in a friendly way.

3. Consistency: Create an organization-wide com-
mitment to using the brand.  Building brand identity
takes time and the discipline to use it consistently
everywhere. Consistency is as important as the cre-
ativity behind it.

4. Coverage: Perhaps you can’t afford to make your
brand a household name nationwide. But by using the
brand in a disciplined, targeted way, you can make it
memorable for the audiences that matter to you.
Leverage your partnerships with other organizations
and the public relations value inherent in nonprofit
work. (In the case study noted above, the Monadnock
Center for Violence Prevention highlighted its new
brand by unveiling it at its 25th anniversary celebration,
which was covered by the local press.)

Make the Brand Investment

In today’s overloaded information landscape, branding
should be viewed as a strategic investment. The
process of formulating your organization’s brand can
have benefits internally, as well as externally, rallying
everyone around a core message.

No matter how you go about strengthening your
organization’s brand, don’t put it off. Brand-building is
an ongoing, pervasive activity that can take time to
pay dividends. The sooner you begin, the sooner you’ll
reap the benefits.

Resources

Lauer, Larry, “Achieving an Admired Organizaiton,”
Nonprofit World, Vol. 11, No. 6.

Murley, Kevin, “Success Starts with Your Name,”
Nonprofit World, Vol. 22, No. 2.

Shenkman, Michael, “Defining Your Leader Brand,”
Nonprofit World, Vol. 25, No. 2.

These resources are available at www.snpo.org/
members.
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Comfort is defined as a condi-
tion of pleasurable ease. You
can become comfortable with

all sorts of things  — good and bad.
You’re comfortable because you’ve
learned the right responses and
feel adequate to the challenge. You
know how to gauge your efforts, so
you needn’t work too hard for
acceptable results. And it just feels
so good.

The problem is that staying in
the comfort zone will kill your
organization. Why? “What’s wrong
with being comfortable, as long as
it’s  the good kind of comfort?” you
ask.

On the face of it, nothing.
Except that things change. When
you’re in the comfort zone  — that
place of pleasurable ease — it

means you’ve accepted the status
quo. You like it, and you hope
things remain just the way they
are. You aren’t changing with the
changes. You aren’t making
progress. You’ve probably lost sight
of your vision, and you’re doing
things you’ve done over and over
and over……

And the precipice you’re rushing
toward is just out of sight around
the bend.

What to do about these nice-
feeling but dire circumstances?
Here are five steps to getting out of
the comfort zone.

One: Recognize that you’re in
the C-zone. See “Test Yourself:
Take the C-Zone Challenge” on
page 15. Your score will let you
know if you’re in the comfort zone
and, if so, how far into the zone
you’ve sunk.

Two: Re-commit to your vision.
Do you have a vision? Are you pas-
sionate about it? When was the
last time you thought about it? Is
what you see in the future the
place you really want to take your
organization? If you don’t have a
vision, or no longer feel strongly
about it, then it’s time to do some
vision work.
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really want to take 
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Three: Set new goals and objectives. Where does
your newly resurrected vision lead you? What goals do
you want to achieve along the way to realizing it? Be
specific. Be concrete. (You don’t have to do a whole
strategic plan here, just get the motor running again.)

Four: Examine the consequences. If you remain in
the comfort zone, what’s likely to happen next? What
are the consequences of maintaining the status quo
while the world around you changes? Be brutally honest.
If things truly look rosy, wonderful. Good for you. But
if they don’t……

Five: Take action. The stuff that used to work, well
it doesn’t work now. In the end, the only thing that
really makes a difference is action. And you may not
be used to action; you may have lost the habit. Here’s
the short solution to busting out of the comfort zone:
Set five new actions that will move things forward.
Pick one and execute it right away. Start today. The
best time would be as soon as you’re done reading this
article. Then pick another and do that. And so on. It
sounds simple —  and it is! The hard part is lifting off
that easy chair and getting started.

Resources

Eadie, Douglas C., “Putting Vision to Powerful Use in
Your Organization,” Nonprofit World, Vol. 13, No. 4.

Jenson, Donna, “Sharing the Vision: Every Leader’s
Obligation,” Nonprofit World, Vol. 8, No. 5.

Jones, Richard L. & Douglas C. Eadie, “Fostering
Innovation & Growth,” Nonprofit World, Vol. 12, No. 1.

These resources are available at www.snpo.org/
members.
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The precipice you’re rushing 
toward is just out of sight 

around the bend.

When was the last time you 
thought about your vision?

What are the consequences of 
maintaining the status quo while 
the world around you changes?

Test Yourself: Take the C-Zone Challenge
Take this quiz to see how deep you are into your

comfort zone.

________1. Have you become used to the way
things are?

________2. Have you stopped pushing your organ-
ization forward?

________3. Have you ceased looking for new
opportunities?

________4. Can you think of more than one time
recently when you’ve taken your eye off the ball?

________5. Have you started to let certain things
— things that used to be important — slide?

________6. Have you become comfortable with
your current circumstances?

________7. Do you dislike change?

________8. Did you once have a vision, which
you’ve let fall by the wayside?

________9. Do you know you could accomplish
more?

________10. Is everything just fine?

(Score five points for each “yes” to questions 1
through 10.)

________11. Can you state, with clarity, what new
ground you’ve taken this week?

________12. Have you contemplated your vision or
your mission this week?

________13. Have you scored a major win in the
past two weeks?

Score 5 points for each “no” for questions 11
through 13.)

________14. When was your last innovation? If it
was more than one month ago, score 5 points.

________15. Name two things you’ve gotten used
to even though you don’t like them. Score 5 points
for each one.

________16. Name two things you’ve sacrificed for
your vision in the past month. Subtract 3 points
for each one.

Scoring:

10 or under: Congratulations! Yours is a cutting-
edge organization, and you’re doing a great
job of fulfilling your mission.

11-15: You are borderline comfort zone. Remind
yourself of your mission, and get busy.

16-20: You are definitely in the comfort zone.
Start the five step program, immediately.

21+ : You are deep in the zone. If you can rouse
yourself, seek help quickly.

Paul Lemberg is the president of Quantum Growth
Coaching (http://qgcf.com) and executive director of the
Stratamax Research Institute (http://lemberg.com). You
can pick up his book Faster Than The Speed of Change at
http://lemberg.com/faster.html.



There’s a financing alternative
available to nonprofits in
most areas of the country

that could reduce new-project
financing costs by hundreds of
thousands of dollars. For many
nonprofits, however, it’s an unin-
tentional but well-kept secret. It is
unknown or ignored by a surprising
number of organizations preparing
to finance capital projects. For
those who know about it, however,
the savings are huge.

• The Masters School in Dobbs
Ferry, New York, was able to cut
the cost of  financing a new $17.6
million science building by some
$600,000 a year. The building was
financed with a bond issue that
carried an interest rate of 3.4% to
3.5% over the initial 10 years of a
30-year bond. A bank loan would
have been around 5% to 5.5%.

• The Seamen’s Society, seeking
a new facility to better serve
abused and neglected children,
purchased and renovated a com-
mercial building near the Ferry
Terminal on Staten Island with the

proceeds from a $5.4 million low-
interest bond.

• An assisted-housing project in
Vigo County, Indiana, was made
possible with a $7.5 million, tax-
exempt, variable-rate bond at an
initial interest rate of under 2.0%.

• The Professional Children’s
School in New York was able to
complete a 14,000 sq. ft. addition
with funds raised through an $8
million variable-rate bond. The
bond carried an initial interest
rate of between 1% and 2%.

• The Boys and Girls Club of
Greenwich, Connecticut, expand-
ed its facilities and service to the
community with the aid of  $14.8
million variable-rate bonds with an
opening interest rate of 1.2%.

What Is the Secret?

In each of the above cases, the
financing “secret” was the use of
low-cost, often tax-exempt bonds
issued by state, county, or city
economic or industrial develop-
ment agencies. Such bonds are
issued by authorities or agencies
created by state statute. The
specifics vary a bit from state to
state. Depending on the state, the
entities issuing the bonds may be
called industrial development
agencies, economic development
authorities, educational facilities
authorities, or something similar.
Although state statutes may vary,
IRS provisions exempting certain
bonds from income tax are uni-
formly applied throughout the
country.

The economic or industrial
development agencies provide
incentives and financing assis-
tance, including bonds, on behalf of
borrowers planning capital projects.
More than 1,000 such agencies
exist across the nation. In New
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York State, for example, there are
more than 150 agencies at the
county, city, town, and village
level. In other states, such as
Connecticut, the agencies operate
statewide.

One Example of the Benefits

Just how valuable tax-free bonds
can be to nonprofits and the com-
munity — beyond the financing
itself — may be seen in the experi-
ence of the Jacob Burns Film
Center. Several years ago, a group
interested in establishing a cultural
art center purchased the shuttered
Rome Theater in Pleasantville,
New York. It had been closed as a
theater for 33 years and was being
used as office space. The group’s
objective was to create a cultural
center devoted to the art of film.
The center would include a state-
of-the-art theater that would present
the best of independent, documen-
tary, and world cinema. The cost
of renovations was projected to be
in the millions.

With their mission and renovation
plans drawn up, the founding
board prepared to launch a $5 mil-
lion capital campaign. Then they
learned that they could use a tax-
exempt bond as interim financing.
It would enable them to finish the
facility and begin operations within
a year or two, far faster than they
could raise the needed funds
through a capital campaign.
Completing the renovations would,
in addition, enhance the fundrais-
ing campaign’s success and allow
the Film Center to quickly start
generating operating revenues.

The board agreed to apply to the
County of Westchester Industrial
Development Agency (IDA) for
bond financing. Within months, the
IDA issued a 30-year, $4.5 million

tax-exempt, variable-rate bond.
Reconstruction was soon under
way.  In part, the IDA responded to
the potential impact that the new
Film Center would have in stimu-
lating the local business community
and enriching the cultural life of
the area’s residents.

The Jacob Burns Film Center
opened its doors a year later. With
the facility running, the Film
Center has found it easier to raise
additional funds. Attracting a wide
audience from throughout the
region, it has brought new vitality
and economic success to the com-
munity.

Far-Reaching Advantages

Like the Film Center, a growing
number of nonprofits are financing
their projects with bonds issued by
state, county, or city economic
development agencies. Bond financ-
ing lets these nonprofits move
ahead quickly to construct needed
facilities. They can put these facil-
ities into service years earlier than
if they raised the funds through a
traditional multi-year capital cam-
paign. Nonprofits that launch a
five-year capital campaign often
find the campaign stretching to six
or seven years or even longer. By
the time the funds are raised, an
originally estimated $4 or $5 mil-
lion capital project may have
increased to $8 or $9 million or
more because of the 10%-15% com-
pounded annual construction cost
increases. Traditional capital cam-
paign fundraising efforts rarely
catch up with the cost creep.

Although the chief benefit of
bonds issued through economic
development agencies is a low
interest rate compared with con-
ventional borrowing, they offer
other benefits as well. The bonds
are typically issued with a 10 to 30

year maturity, and their interest
rate may be fixed or variable
(floating).  In addition, this type of
financing often brings with it cer-
tain tax abatements and economic
incentives such as reduced energy
costs. As capital market instru-
ments, bonds often have more
flexible terms than comparable
bank loans. Because the interest
paid to bondholders is exempt
from income taxes, the bonds are
highly marketable to individual
and institutional investors in high
tax brackets, particularly where
they may be taxed on three levels
— federal, state, and local. 

You would do well to consider
bonds not only for capital projects
but for other uses, too. For example,
you can use bonds to refinance
your organization’s debt, a fact
especially useful in an era of
volatile interest rates.
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More on Planning 
Your Capital Project

See these Nonprofit World
articles (www.snpo.org/members)
for more advice on planning your
cap project:

The First Capital Campaign
(Vol. 6, No. 1)

Are You Ready for a Capital
Campaign? (Vol. 12, No. 5)

A Strategy for Capital Project
Success in a Tight Economy
(Vol. 22, No. 3)
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The

Irecently saw an episode of Extreme
Makeover–Home Edition in which a
construction team undertook a

seemingly impossible building renova-
tion for a family in need.  The charge
was to build a 4,800 square foot house
for an Alaskan family with 13 adopted
children living in a 900 square foot
shack. More than 50 local artisans, car-
penters, and others helped frame, roof,
drywall, trim, paint, tile, and otherwise
complete a multitude of related tasks in
less than a week. When they were fin-
ished, high school students carried in
roomfuls of new furniture, paid for by
program sponsors. Friends and neighbors
provided encouragement and support
throughout the exciting but exhausting
work week.

This collaborative effort accomplished
more than any single group of organiz-
ers, sponsors, crew, decorators, stu-
dents, or cheerleaders could have
accomplished on their own — and in far
less time.

Collaboration can have equally satis-
fying results in the nonprofit world.
Creative and comprehensive collabora-
tions may include government and cor-
porate partners as well. In times of
increased competition for funding and
demand for services, collaborative
arrangements are a good way for one
group to use the resources or expertise
of another to improve program effective-
ness, revenue, or visibility. The most
successful collaborations involve organ-
izations with compatible or comple-
mentary missions, mature leadership,
and mutually agreed upon timelines
and outcomes.

It Takes a Village

At Fellowship Housing Corporation
(FHC), a transitional housing program
for single mothers and their children,
we relied heavily on collaboration to meet
client needs. For example, despite rela-
tively low incomes, our clients became
remarkably adept at avoiding credit
card debt by discerning needs from
wants, saving for special purchases, or

Partnership
By Betsy LiotusPower

Here’s an 
overview of what 
collaboration can

accomplish — 
and steps to 

take before you 
get started.
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going without. Inevitably, however,
a car would break down and
require repairs that cost far more
than most clients could possibly
have budgeted for. Faced with
using a credit card to pay for
repairs or losing their jobs because
they had no transportation, most
used the card.

A local auto repair shop (and
later a local church) saved the day
by agreeing to donate the labor for
these repairs.  FHC picked up the
cost of the parts and then worked
with clients to pay back that
amount through small monthly
payments. Many FHC donors
enjoyed contributing to this fund
as well.  Together, we ensured that
unexpected auto repairs didn’t
undermine the progress clients
had made in so many ways.  FHC
gratefully acknowledged the repair
shop in newsletters and other
communications, enhancing their
reputation in the community and
perhaps increasing business as well.

A similar arrangement with a

local dentist was already in place
when I arrived at FHC.  Dr. D. set
aside one Saturday morning per
month for the purpose of providing
dental check ups or dental work
for clients and their children. His
staff members took turns volun-
teering their time on those days to
help. A local eye doctor did the
same.

A Wing and a Prayer

FHC’s most complex collabora-
tion came when we approached
another transitional housing pro-
gram called Women In Need
Growing Stronger (WINGS) about
a joint proposal to the U.S.
Department of Housing and Urban
Development (HUD). The missions,

client base, and service area of
FHC and WINGS were all similar.
The supportive services each
offered varied in scope, from the
dental, eye, and auto repair sup-
port offered by FHC to vocational
training, life counseling, and emer-
gency shelter service provided by
WINGS. An added element of inter-
est was the fact that FHC was a
faith-based organization while
WINGS was not. Both organizations,
however, struggled to meet a never-
ending array of client needs with
limited resources. About that time,
HUD was shifting its funding pref-
erences toward organizations will-
ing to work together to meet such
needs.

The government funding process
can be a daunting one, especially
for organizations new to that
process. So WINGS’ track record
in securing these grants was of
great benefit.  However, in order
for FHC to develop its own track
record, we became the lead grantee
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FuzzyFotosKC – Kansas City

When Kansas City Free Health Clinic and No More Homeless
Pets* sat down together they weren’t sure if a joint project was
possible. After an initial brainstorming session, the group found a
shared idea they could work from: “If you cannot afford health care
for yourself, you most likely cannot afford health care for your
pets.” Using this as their guide to work together, FuzzyFotosKC was
born. FuzzyFotosKC is an online photo contest featuring local
Kansas City citizens and their fuzzy, feathered, furry, and some-
times scaly pets. During a six week period the contestants use a
variety of campaign tactics to get as many $5 votes as they can for
their photo. The contestant with the most votes wins. In 2006, the
inaugural year, FuzzyFotosKC raised just over $80,000 that was
evenly split between No More Homeless Pets and the Kansas City
Free Health Clinic.   Both organizations understand that without
their collaborated efforts the fundraiser could not work. The two
groups serve two separate communities but find common ground
and success when working with each other.

For more information about FuzzyFotosKC, visit www.fuzzyfoto
skc.com or contact Joe Bellinger at 816-777-2764.

*No More Homeless Pets (www.nmhpkc.org) is a coalition of
veterinarians, humane societies, municipal shelters, rescue
groups, spay/neuter groups, and individuals who are working
toward a time when there will be No More Homeless Pets in
Kansas City.  Its mission is to lead a cooperative effort to end
pet overpopulation and transform the KC area into a “Humane
Community.” The purpose of the Kansas City Free Health Clinic
(www.kcfree.org) is to promote health and wellness by provid-
ing quality services, at no charge, to people without access to
basic care.

THE ARC — Washington, D.C.

Nearly half of Washington, D.C.’s children live east of the
Anacostia River, in neighborhoods where drug dealers and gangs
rule the streets and safe, clean places to play are few and far
between. Half of those children live in poverty. Until THE ARC was
built in Ward 8 in 2005, many of these children and their families
had no access to cultural, artistic, or safe after-school activities in
their community. More than 7,000 children live within one mile of
THE ARC. The Town Hall Arts and Recreation Campus, created by
developer William C. Smith and Company, serves 2,000 kids each
week, in collaboration with its nine partner organizations operating
in the building: Boys & Girls Clubs of Greater Washington,
Children’s National Medical Center, the Corcoran Gallery of Art,
Covenant House Washington, the Levine School of Music,
Parklands Community Center, Trinity University, the Washington
Ballet, and the Washington Middle School for Girls. All of these
organizations are longstanding service providers in D.C., and many
had been operating in satellite locations, such as in public schools
or mobile units, before THE ARC gave them a permanent home in
the neighborhood.

The 110,000-square-foot facility, which is open every day, is
unique in the United States, conceived originally as a community
center to serve a new housing development. Visitors from urban
cities all over the country have visited THE ARC to learn what
makes it successful. THE ARC’s 365-seat theater — the only the-
ater of any kind east of the river — presents concerts, plays, and
movies, and serves as a venue for town hall meetings, debates,
graduations, and other community presentations. D.C. government
provided one-third of the funding needed to build THE ARC, according
to Executive Director Skip McMahon. Foundations, corporations,
and other donors contributed as well to make the vision a reality.

For more information, contact Betsy Rosenblatt Rosso
(www.betsyrosso.com, betsy@betsyrosso.com), a writer, editor, and
communications consultant who helps nonprofit organizations tell
their stories.

Disaster Recovery Services of George County — Mississippi

Following Hurricane Katrina, concerned citizens of George
County, Mississippi, united to address their communities’ needs by
sharing resources, working collaboratively, and acting together.
George County is only 62 miles northeast of Biloxi, Mississippi and
was not spared Katrina’s wrath. Disaster Recovery Services (DRS)
of George County is a multi-organization disaster recovery group
established in January, 2006, to handle disaster recovery efforts
locally through equal access to assistance resources, collective
and creative problem solving, and quick decision making following
disasters. At the time, George County had a list of about 300 families
who needed help — help best delivered by uniting the community
for shared resources, creative ideas, and direct hands-on service.

Within the first three meetings, the collaborative effort included
the City of Lucedale, American Red Cross, First National Bank,
Century Bank, Habitat for Humanity, Church World Services, First
United Methodist Church, First Baptist Church, St. Lucy Catholic
Church, Grace United Methodist Church, Crossroads Free
Pentecostal Church, First State Bank, George/Green County Baptist
Association, Shipman/Winborn Chapel UMC, Church of the
Brethren Salvation Army, Modern Woodmen of America, Touch of
Joy Ministries, Lucedale Police Department, St. James United
Methodist Church, UMCOR, Antioch Methodist Church, Immaculate
Heart Community Outreach, Mt. Pleasant United Methodist Church,
George County E.M.C., Missy Havard Tax & Accounting Service,
George County Ministerial Association, and the area FEMA liaison.

DRS welcomes volunteers to the George County area to help
residents build, repair, and clean up homes. Volunteers join team
members who are taking steps together to rebuild their community
and its people one house at a time.

For more information, contact Rev. Harrell Moore (hjmdrs@bell
south.net, 601-766-0730), director of Disaster Recovery Services
of George County and pastor of Grace United Methodist Church of
Lucedale, Mississippi.

Shining Stars
By Hunter Phillips Goodman
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in the proposal to purchase a six-
unit apartment building to be used
by clients from both programs for
a three-year period. Myriad sup-
port services were also included in
the proposal, which was approved
by HUD in December, 1999, and
subsequently renewed several times.
This effort required monthly meet-
ings between caseworkers from
each organization, as well as fre-
quent communication by the exec-
utive directors.

Risk Management

Even well conceived and well
executed collaborations are not
without risk. Misunderstandings
can arise.  Staff turnover or differ-
ing philosophies can also be a chal-
lenge. The best defense is a well-
informed and supportive board of
directors and experienced staff
asking good questions up front,
evaluating progress regularly, and
making adjustments as needed
along the way. Timely and honest
communication is the key, along
with a shared sense that some-
thing worthwhile is being achieved
together that neither organization
could likely accomplish on its own.

The Nonprofit Risk Management
Center (www.nonprofitrisk.org)
offers a checklist to help ensure
that proper consideration is given
to important issues before entering
into a collaborative project or pro-
gram with a nonprofit, for-profit,
or government partner. Use the
questions in the following check-
list to help make a decision about
what form, if any, a collaborative
effort might take.

Risk Management Checklist

Confirm Compatibility. Is your
organization compatible with your
intended partner?  Will you violate

any precedents or policy by partner-
ing with the organization?  For
example, is it appropriate for a
youth-serving agency to engage an
alcohol or tobacco producer (or its
subsidiary) as a lead sponsor of an
educational program?

Understand Motivations. Your
reason for collaborating may be
clear — to raise money for a criti-
cal initiative, for example. The fac-
tors motivating your potential
partners may be less apparent.
Perhaps they want to cleanse a tar-
nished image, for instance, or tar-
get a new consumer group, such as
members of an ethnic minority
group. Look beneath the surface to
be sure you understand all your
partner’s motives, not just the
obvious ones.

Conduct Due Diligence. It pays
to perform a minimal level of due
diligence before formalizing a part-
nership. For example, is your
potential partner a subsidiary of a
company that engages in activities
that your constituents may find
objectionable? Does it engage in
unacceptable business practices
(foreign labor, child labor, or inad-
equate attention to environmental
safeguards)?

Interpret the Message. Carefully
consider the message your con-
stituents will receive when they
learn of your partnerships. Will
they be bombarded with advertis-
ing that contains your logo? Will it
appear that you have endorsed
your partner’s products, services,
or political stance? Have you?

Clarify Expectations. The most
important ingredient in a success-
ful partnership is clarity of expec-
tations. Make certain you know
and acknowledge what your part-
ner hopes to get out of the endeavor.
If your partner expects an increase
in sales to a specific constituency,
determine what they expect you to
do to accomplish that goal. Push

for additional clarity beyond the
simple altruistic motives your con-
tacts may describe.  

Put It In Writing. If the collabo-
ration spans a period of time,
involves a substantial sum of
money, or calls for specific respon-
sibilities from each partner, be
sure to create a written agreement.
A brief “Memorandum of Under-
standing” or “Memo of Agreement”
lets you outline expectations and
assign risk to those who will be
responsible if something goes
wrong.

Resources

Bush, Richard, “Collaboration
and Leadership: Secrets of Success,”
Nonprofit World, Vol. 24, No. 1.

“How to Partner for Success,”
Nonprofit World, Vol. 24, No. 6.

Lies, Valerie, “How Nonprofits
Can Partner with State Regulators,”
Nonprofit World, Vol. 24, No. 3.

These resources are available at
www.snpo.org/members. Also see
Learning Institute programs on-line:
Strategic Alliances (www.snpo.
org/li).
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Five 
Technology 
Pitfalls for
Nonprofits:
Finding 
Cost-Effective
Solutions

Finding technology to help meet
your goals can be challenging
on a limited budget. But take

heart! It is possible to have reliable,
high-performing systems without
breaking the bank. How? By heed-
ing these five cautions:

1. Don’t depend too heavily 
on used equipment

Many nonprofits are saddled
with unreliable technology — alba-
tross donations that seemed like a
good idea at the time but turned
out to be costly to maintain.  How
many of us have waited for an
older computer to reboot over and
over?  A clear policy on what sys-
tems to accept as donations will
help keep maintenance costs down
and productivity high.

Used equipment can be helpful,
but only under certain circum-
stances. Computers generally go
obsolete in three to five years.
Machines that have a single, dedi-
cated use may last longer, but after
seven years, maintaining any
office computer will cost more (in
time and expense) than buying a
new one. After five years, most
machines are useful only for train-
ing technicians, simple Web
browsing, or student use (note that

since security software slows older
systems down, even kids will
become impatient). An organization
will get at most two years of use
out of a three-year-old donation.

It’s best to look at the life cycle
of a machine and determine the
“total cost of ownership” (TCO).
This is the sum of costs over the
system’s usable life: purchase
price, software, upgrades, mainte-
nance, user support, and so on.

The ratio of the TCO to the antici-
pated life cycle will tell you the
system’s annual cost. For example,
a new computer with a five-year
deployment (fully configured with
services and software) might have
a TCO of $5,000 over five years, or
$1,000 per year. A used three-year-
old machine might have a TCO of
$3,000 over two years (initial con-
figuration can be expensive, espe-
cially if the system must be wiped
clean, and you must also pay for
software licenses) for an annual
cost of $1,500.  That’s 50% more

than the price of a new computer.
If the donation were only one year
old, the configuration would be
cheaper, so the TCO might be
$2,500 over four years, or $625
per year.  This option would be
38% less per year than a new com-
puter.

By contrast, cutting-edge tech-
nologies have their own costs.
While it’s generally good to get new
computers when possible, a mar-
ginally faster machine can cost far
more than a new standard work-
horse. And, especially with software,
it’s usually smart to let products
prove themselves in the market
before you adopt them.

In addition to direct costs, taking
what comes instead of acquiring
what’s needed can slow opera-
tional growth. It’s wise to resist the
impulse to accept just any dona-
tion. As an industry, we’re prone to
undervaluing time. For example,
you might think, “I’ll just spend an
evening getting it running,” only to
find one evening turning into five
evenings invested in a machine of
marginal utility.

Here are ways to bring used IT
(information technology) equip-
ment into your nonprofit:

• Establish a policy for accepting

People and Technology
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donations of used equipment.
• Steer clear of systems more than two years old

unless you have a specific strategic use for them.
• Run a TCO analysis on used versus new options.
• Buy standard configurations whenever possible.
• Pay close attention to security. Don’t let a used

computer bring a virus into your office.

2. Don’t underbudget for IT infrastructure

Many nonprofits believe that lousy technology is
part of the deal, because “money is short and should
be entirely devoted to programs.” This is a fallacy, the
more so since underspending on technology can invite
serious security problems.

Wishful thinking never makes systems work well. A
nonprofit must design networks and choose software
with focused objectives in mind and clear standards
for reliability and support.  

Select your IT systems through a careful review of
functionality.  Use professionals for jobs like wiring,
server configuration, firewall installation, and software
customization. Finally, solicit expert advice before you
spend money on infrastructure. It’s useful to have an
advocate who understands both your organizational
mission and the technologies under consideration.

“Inexpensive” IT support can lead to inadequate
protection from Internet threats, such as spyware,
viruses, and other attacks. In severe cases, these omis-
sions can result in lost data and a realization that there
are insufficient backups to recover information.

In the interest of saving money, it can be easy to
defer policies around security, passwords, and privacy.
Don’t do it! Recovering from a serious infection on just
one computer can take days.

All organizations need dependable support. A quick
response to urgent needs saves money in the long run.
For example, timing is critically important in out-
reach.  Labels must be printed and ready the day
before volunteers come to stuff envelopes.

These ideas can help you budget properly for IT
needs:

• Find reliable experts to provide planning, deploy-
ment, and maintenance support to your organization.

• Be sure you have a disaster recovery plan.
• Identify staff with specific expertise, and make

that expertise explicit.
• Document the relationship of systems to organiza-

tional objectives.

3. Don’t fail to clarify operational needs

It may seem counterintuitive at first, but good tech-
nology has more to do with organizational manage-
ment than with technology itself.  Systems codify poli-
cies and procedures. Faulty policies become faulty sys-
tems. Furthermore, most “IT projects from hell” arise
from a lack of clarity about needs.

This can be especially problematic in nonprofits
because we’re often so focused on the needs of pro-
gram beneficiaries that we can lose sight of operational
needs.  Computers “grease the skids,” but they also
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lock you into specific procedures.
For instance, a jobs program might
have an opportunity to start pro-
viding training services, but the
system is set up to track job open-
ings and candidates, not course
registrations. Adding such func-
tionality must be understood as
part of the new offering’s cost. The
parameters of the program will
determine the functional require-
ments of the system.

Consider these suggestions to
clarify needs:

• Align your IT strategy with
your organization’s mission.

• Before deploying a system,
decide how you’ll know when it’s
complete and working correctly.

• Ensure that your Web site
promotes your organization’s mis-
sion.

• Avoid embedding problematic
assumptions into the system.

• Pay close attention to data
quality.

• Articulate the purposes of the
IT system: fundraising, account-
ing, communications, outreach,
networking, publicizing, educating,
and so on.

4. Don’t ignore the decisions 
incorporated in your systems

In most technology, functions
are developed and tested, and once
they’re working reliably, they’re
subsumed, or incorporated, into
larger systems. These larger sys-
tems, in turn, are subsumed into
still larger ones. Once components,
subsystems, and systems are oper-
ating, the processes become sub-
sumed – invisible and unavailable
to the end user.  The failure of sub-
sumed objects can be catastrophic,
as in the Challenger and Columbia
space shuttle disasters, where
once the subsumed errors mani-
fested, lives had already been lost.
Nonprofits aren’t immune to sub-
sumption problems, although the
effects usually aren’t fatal. For
example, a donor system that has
subsumed erroneous dates can
publicly embarrass an organization.

To the layperson, technology
seems as if it should be extremely
malleable. For instance, people
tend to think making changes to
software should be easy because
programming is just a set of
instructions, and it’s not like reno-
vating a building made up of phys-
ical materials. However, the princi-
ple of subsumption makes it clear
that changing base components is
like moving building foundations
and can require changes to entire
systems. The Y2K problem, for
example, was a result of subsumed
date processing: No one thought
the systems would be around long
enough to need four-digit dates.

“Subsumption ethics” means
managing the process by which
decisions become incorporated
into technology and then forgotten.
Technological systems, by nature,
repeat operations. Even if those
operations have unethical impacts
within or outside an organization,
the systems will continue to execute
them anyway.

Here are tips for coping with the
subsumption problem:

• Recognize that IT systems are
more grown than built, and that
good management matters far
more than specific technologies.

• Avail yourself of strategic
thinking to grow systems that are
reliable and well-suited to your
organization.

• Actively manage political
issues such as board involvement
and user satisfaction.

• Establish policies you can
apply as systems grow in order to
incorporate good decisions through-
out the process.

5. Don’t rely on 
home-grown software

Computer systems codify opera-
tions. It’s often tempting to build
your own system, because you
want to keep costs down and be
flexible enough to respond to
unforeseen situations. Resist this
temptation! A system built by a
single employee who leaves can be
a debilitating legacy. Long-term
system support is as important as
clear requirements and reliable
infrastructure.

Organizations can become sad-

dled with home-grown software
that’s difficult to manage and
impossible to maintain. This burden
can be compounded by the desire
to continue to focus on mission
and not on technical issues.  These
“legacy systems” can hang around
for a long time.

Customizing software often
results in poorly structured data
with compromised  integrity. In
general, it’s expensive to gather
and maintain data. The entire IT
industry struggles with quality, but
home-grown applications are more
susceptible than packaged systems
to mediocre data, obsolescence,
and inaccessible information.

Many organizations inherit an
application which no one knows
how to maintain.  It’s often better
to establish a relationship with a
software provider who will keep
the system up-to-date and be at
the other end of the phone when
you have an urgent problem.

Use these recommendations to
avoid software and system woes:

• Take the build/buy decision
very seriously.

• Limit your system require-
ments.

• Collect as little data as neces-
sary to achieve your purpose.

• Evaluate the availability of
needed technical expertise, and fill
in the gaps.

• Run due diligence on all proj-
ects, vendors, and staff to ensure
that they have a track record of
success at these projects. If they
don’t, bring in outside expertise.

Resources

“Donated Computers—Burden
Or Blessing?”, Nonprofit World,
Vol. 21, No. 4.

Piersall, Joanne R., “Contingency
Planning: Facing Disaster and
Surviving,” Nonprofit World, Vol.
11, No. 3.

These resources are available at
www.snpo.org/members.
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Evolutions in the workplace.
Revolutions in communica-
tions. Complex predilections

in consumer behavior. All these
factors are driving important
changes in volunteerism. They
strongly signal that you’ll need to
alter the ways your organization
attracts and involves volunteers.

In an increasingly hustling and
bustling society, increased claims
upon everyone’s time aren’t news
to anybody. Yet time constraints
are not, nor will they be, the key
factor in the decision to make a
volunteering commitment. More
important are such factors as the
collapse of traditional workplace
loyalties and society’s fixation on
immediate gratification. 

Let’s scan those and other
impending trends as we look at the
new volunteer ethos emerging. It’s
vital to understand this volunteer
mindset if your nonprofit is to sur-
vive, much less thrive. Here are a
few arising volunteerism trends to
take into account

Consumer Volunteers

Historically, volunteerism has
been a fairly balanced buyer’s and
seller’s market for volunteers and
nonprofit organizations. The bal-
ance is decidedly moving toward a
seller’s market with volunteers
having the apparent advantage.

The reason is that our society
has shifted from a producer econo-
my to a consumer economy. With
that change, mostly younger con-
sumer volunteers are replacing the
mostly older producer volunteers.
Therefore, both the conceptual and
concrete language with which you
recruit and involve volunteers must
become less organization-centered
and more consumer-centered.

The tricky thing is that consumer
volunteers will still pretend they’re
producer volunteers. Oh, they’ll
talk about how they’re motivated
to meet community needs and
such. Don’t let that fool you for a
second! Consumer volunteers aren’t
attracted to your organization by
your — or even your clients’ —
needs. They’re drawn by the
opportunity that your volunteer
job can offer to fulfill their needs in
some way. 

For that reason, you’d better
come up with better sales pitches
than “Volunteers Needed!” Producer
volunteers responded to that sort
of thing, because they were grati-
fied simply to be of assistance. Not
so with consumer volunteers. To
recruit them, you must clearly show
how volunteering for your organi-
zation will personally broaden or
educate them.

Sure, they still want to “feel good”
about what they’re doing. But their
fulfillment needs exceed simple

By Bruce Glasrud

If you were an automobile
dealer, you wouldn’t sell
many cars by advertising

“Buyers Needed!”

continued on page 26

What are the newest volunteer trends, and how can you benefit?

Future Trends



emotional gratification. The fact
that you need volunteers is impor-
tant only to your organization. If
you were an automobile dealer,
you wouldn’t sell many cars by
advertising “Buyers Needed!”

Treat today’s potential volunteers
like shoppers out buying volunteer
opportunities, because that’s essen-
tially what they’re doing. Generate
consumer-centered recruitment
messages to reach them. Marketing
to — rather than appealing for —
volunteers will be the key to your
recruitment success.

Tradition Omission

As one volunteer generation ages,
many of the volunteer jobs they do
are aging as well. Much of your
emerging volunteer workforce won’t
be turned on by the types of vol-
unteer jobs the WWII-era genera-
tion was content to do. 

Your task is to channel both
your old-hand and spanking-new
volunteers toward more contem-
porary ways of volunteering with
your organization. To make this
transition, you must abandon any
archaic volunteer jobs — or obso-
lete ways of doing those jobs —
that keep your organization stuck
in time.

Choiceful Choosiness

The next trend will be for highly
individualized involvement. Many
volunteer job descriptions will
look like a pick-one-from-each-col-
umn menu. Volunteers will negoti-
ate and, essentially, contract with
you to carry out their selections.
They’ll expect you to provide a
wide array of opportunities from
which they can choose.

Short, Short, Short Volunteering

Our society has a short attention
span. With downsizing in bad eco-
nomic times alternating with job-
hopping in good times, we have
spawned short-lived loyalties.
Hence, many volunteers prefer
shorter-term volunteer commit-
ments. 

Increasingly, volunteers will sign
on more readily for the casual,
occasional, episodic volunteer job.
Some volunteer tasks can readily
adapt to that time window. Others

may require considerable modifica-
tion to attract volunteers. Job-share
volunteer opportunities, anyone?

A Situational Society Makes
Situational Volunteers

Despite the rhetoric over ethics
these days, we live in a society in
which “situational” ethics — and a
situational approach to life — pre-
vails. Volunteers will increasingly
sway to-and-fro with whatever
“hot” cause grabs their attention.
There are only two ways you can
benefit from this situational society
trend:

• Become a “hot-hot-hot” organ-
ization, issue, or cause.

• If you’re a “hottie” organiza-
tion, don’t rest on your laurels.
The greatest failing among non-
profit organizations is to let their
“hotness” slip away — and then
complain when their situational
volunteers slip away as well.

Demanding Demands

Volunteers, as “consumers” of
your volunteer jobs, will be pickier
about the way you involve them.
Foremost, they’ll want opportunities
to feel they make a difference,
however they define it. They’ll also
expect you to have a well-managed
volunteer system. They’ll have little
tolerance for make-work projects
or time-wasting inefficiency. 

If you fail at your end of the bar-
gain, volunteers will surely “vote
with their feet.” And in our com-
munications-linked society, it’s easi-
er than ever to get bad-mouthed in
the community by disgruntled 
volunteers.

More Mission-Minded & Less
Organization-Oriented?

It’s not that volunteers will no
longer have passion for a cause.
Many people will have plenty of it.
It’s just that they may not have
passion for your organization’s
vision — or your organization’s
version — of that cause. Some

folks will be, in effect, “free-agent”
volunteers focused on furthering a
specific cause rather than on the
organization supporting that cause. 

These free-agent volunteers may
strongly challenge your methods.
Some may have more expertise in
your mission arena than do you or
your staff. Many of these volun-
teers will expect greater participa-
tion in the planning, decision-
making, and evaluation processes.
They won’t be satisfied with the
recognition baubles and banquets
of old. In return for their work,
they’ll require shared power. Talk
about heavy-duty volunteer recog-
nition!

Some organizations will be
unwilling or unable to share power
with their volunteers. Thus, they
will limit not only the number of
volunteers willing to work with
them but also the crucial exchange
of ideas necessary for nonprofits to
grow and thrive in our 21st-century
communities.

True Believers

The same societal trends that
create free-agent volunteers will
spawn a contrasting group of “true-
believer” volunteers. The lack of
loyalty in the for-profit workplace
and other societal areas will pro-
duce in these volunteers a need to
be intensely loyal — to something
else! 

If you want to use true-believer
volunteers, you must be prepared
to become an intense organization.
And you’d better be ready to rely
only on true-believer volunteers.
You don’t have the option of com-
bining organization-dependent,
true-believer volunteers with
organization-independent, free-
agent volunteers. Talk about oil
and water not mixing!

To cultivate intense loyalty, you
need to instill intensity into every
part of your organization. Study up
on intensity and commitment in
various organizations. Investigate
the dynamics of religious cults for
some examples. The Marines also
offer an excellent case study of
esprit. It won’t be easy to pull this
model together. Yet, for some non-
profits, it will produce results.
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volunteer recognition.



The Mother of Invention

As you know, nonprofits are the
fastest growing sector of our econ-
omy. There’s an unspoken reason for
much of that growth. People who
couldn’t find an outlet for their
energy and talents at existing
organizations have themselves
founded many of the new nonprof-
its. The prospective volunteers
that just blew out of your door
because your volunteer jobs were
too narrow and stodgy may come
up with their own solution. That
new nonprofit organization may
have been started by discontented
volunteers to fill needs they felt
your organization wasn’t address-
ing well. Competition for funding
— and for other volunteers — may
well have its roots in the stagna-
tion of your own organization’s
volunteer methods.

Virtual Volunteering &
Computerized Connectiveness

Virtual or cyber volunteers can
perform many duties without
being in your office. They can
enter fundraising data, craft annu-
al reports, and write grant propos-
als from their own homes and
transmit their work to you via the
Internet. This is only the begin-
ning of what volunteers will be
able to accomplish with future
technology.

Many nonprofits have been slow
to use the Internet to modernize
their volunteer programs. Most of
you have posted on your Web page
the fact that you involve volunteers.
Quite a few of you furnish an 
e-mail link to your volunteer coor-
dinator to request more informa-
tion. Some of you provide job
descriptions and volunteer appli-
cations on your Web site. That’s
good for starters, but let’s ratchet it
up.

For example, a common com-
plaint is that it’s hard to get volun-
teers to show up for orientation
and training. Why not offer such
training by e-mail or via your Web
site? Orientation presentations in
MS PowerPoint, volunteer hand-

books in Adobe Acrobat, and video
training can be delivered over the
Internet and viewed at the volun-
teer’s convenience. Want to make
sure your volunteers “did their
homework”? Simple! E-mail them
a quiz and have their supervisor
follow up with them when they
report for their assignments.

As another example, scheduling
volunteers is usually a major
headache. The Internet is coming
to the rescue to handle much of
that chore. Tomorrow’s answer to
telephone tag will involve match-
ing volunteers’ online appointment
calendars with your organization’s
schedule and needs. All those Palm
Pilot organizers that folks are car-
rying around these days will sim-
plify the task. E-mail can also con-
firm volunteer assignments, pro-
vide instructions, record volunteer
hours, and a whole lot more.

Don’t forget about volunteer
recognition. Someone needs to
design some snazzy e-mail thank-
you notes and some of those cute
animated e-cards specifically for
volunteers. A digital camera
should also become a standard-
issue tool for volunteer recogni-
tion. What a quick and easy way to
catch your volunteers in the act of
making a difference! You can e-
mail them the pictures for keep-
sakes, and you’ll have some great
shots for your annual report as
well.

Advanced computer technology
will provide expert systems to help
you create and deliver programs
and services. Eventually, artificial
intelligence will guide your actions
and help you make more informed
decisions. As technology evolves to
support your organization in serving
your mission, don’t forget to envi-
sion how your volunteers can also
use that technology. Tomorrow’s
volunteers, especially gen-X and
gen-Y, will rate you by the technol-
ogy you offer them in their efforts
to make a difference. More and
more, harnessing technology will
be the key to recruiting and retain-
ing volunteers.

Baby-Boomer Boom or Bust

Reinventing Aging: Baby Boom-
ers and Civic Engagement, a

report from the Harvard School of
Public Health, contains some inter-
esting demographics on boomer 
volunteers. (Download a copy at
http://www.hsph.harvard.edu/chc/r
einventingaging/Report.pdf.) The
report has some sound advice on
attracting baby-boomer volunteers. 

However, the report doesn’t
address one boomer vector that
has profound implications for non-
profits. Baby boomers are just
beginning to come to grips with
their mortality and think about
what sort of legacy they’ve left the
world. They have a mythos that
they changed the world. Much of
that dream, however, hasn’t been
fulfilled. As they confront the fact
that they’re not going to live forever,
many boomers will feel they
dropped the ball with social
change. Having raised families and
had careers, they will now turn
their attention to making a differ-
ence so that they can mend their
legend and perhaps make amends
for turning into yuppies.

Organizations prepared to offer
authentic opportunities for boomers
to leave a legacy will prosper in
terms of both volunteers and dona-
tions. Much of what this article has
outlined is what you’ll need to
know to recruit and involve this
important group as volunteers. 

Resources

Ellis, Susan, “How You Can
Benefit from Volunteer Trends,”
Nonprofit World, Vol. 13, No. 5.

Glasrud, Bruce, “Advance to the
Future or Retreat to the Familiar?”,
Nonprofit World, Vol. 22, No. 6.

Levinson, Nick, “The Withering
Volunteers: Bring Them Back Alive,”
Nonprofit World, Vol. 20, No. 5.

These resources are available at
www.snpo.org/members. Also see
Learning Institute programs on-
line: Volunteer Management (www.
snpo.org/li).
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Agood friend recently told me
she was applying for the
CEO position in a local non-

profit organization. My friend,
Charlotte, has had a successful
management career in a for-profit
company. She wants to change
course and use her talents for non-
profit purposes. She feels she has
seen the best and worst sides of
business. But she hasn’t seen the
issues and traps awaiting CEOs in
the nonprofit world.

With Charlotte in mind, I start-
ed wondering about the issues that
should be checked out by anyone
thinking of working as a CEO for a
nonprofit board. This article pro-
vides 10 key questions a CEO can-
didate should ask in her job inter-
view, along with commentary on
the need for each question and the
answers you’d receive if the board
was using the Policy Governance®

model.1

Question 1: If I’m hired, will the
board hold me accountable for
the organization’s performance?

This question goes to the heart
of what a CEO is. Many nonprofits
don’t describe CEO accountability
in terms of total organizational
performance. CEOs who are told

that they’re responsible only for
some aspects of organizational
performance (such as budgeting or
personnel issues) haven’t been
given the entire job of running the
organization and are CEOs in
name only.

A Policy Governance board
would be clear on this point. It
would describe the CEO position
as the connecting point between
board and staff, the recipient of
board instructions, and the party
accountable for organizational
compliance with those instructions.

Question 2: If I’m hired, will I
be given sufficient authority over
the organization to fulfill my
accountability for its performance?

It’s essential to ascertain the
board’s attitude toward authority
given to the CEO. The board is
ultimately accountable for the
organization. The main point of
having a CEO position is so that
the board can be sure its inten-
tions are accomplished. It follows

that it’s in the board’s interest that
the CEO is successful. Withholding
authority unnecessarily is self-
defeating.

A Policy Governance board would
be clear that its focus is on safely
giving as much authority as possi-
ble to the CEO, not on withholding
as much as possible.

Question 3: If I’m hired, will I
report only to the board?

At first blush, this looks like a
question whose answer is self-evi-
dent. But many boards expect
(either formally, based on bylaws
language, or informally, based on
habit) that the CEO will report to
more than one entity – for example,
to board officers, committees, or
to an individual such as the board
chair. In such cases, it’s inevitable
that the accountability linkage to
the board is weakened or destroyed.

A Policy Governance board
would answer this question by
stating that the CEO reports only
to the board as a body. 

Question 4: If I’m hired, how
will I know the board’s expectations
for organizational performance?

This question seems so obvious,
yet it’s remarkable how often
boards are unclear about their
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If you’re a nonprofit CEO — or want to be one — here’s what you need to know about the board.
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It’s essential to ascertain
the board’s attitude toward
authority given to the CEO.

10Questions
for CEO Candidates



expectations. The practice of ask-
ing boards for approval reflects
this lack of clarity. A CEO who
knows the board’s expectations
already knows what’s approvable
and what isn’t. When boards are
unclear about the expectations
they’ve agreed on as a body, board
members may impose their indi-
vidual expectations as if they were
official board policy. 

A Policy Governance board will
explain that its expectations for
the organization are expressed in
two types of policies. The first type
— ends — describes results to be
produced as well as the intended
recipients and worth of those
results. The second type — execu-
tive limitations — describes lim-
its placed on the CEO’s freedom to
choose effective means. A Policy
Governance board will further
explain that there are no expecta-
tions other than those expressed
in these two policy types. No sur-
prises!

Question 5: If I’m hired, how
much authority will I have to make
decisions?

Traditionally, boards have been
unclear about the authority given
to the CEO. The usual practice is
that the CEO must ask permission
to make decisions in areas that are
important, controversial, or new.
This means that the CEO must
request piecemeal authorizations.
It also results in the board second-
guessing the CEO and failing to
draw a distinction between the
board’s job and that of management.

A Policy Governance board will
explain that the ends and execu-
tive limitations policies are
defined broadly, and then progres-
sively more narrowly, by the
board. The board stops defining its
policies at the level that allows it to
accept any reasonable interpreta-
tion of the policies by the CEO. At

this point, organizational compli-
ance with the policies is delegated
to the CEO. Thus, the CEO has
authority to make any decisions
that accomplish ends policies,
within the constraints established
by the board’s executive limita-
tions policies.

Question 6: Do board commit-
tees or officers have authority
over some or all aspects of orga-
nizational performance?

If bylaws or tradition maintain
that the board’s finance committee
or treasurer makes finance deci-
sions, the human resources (HR)
committee or HR expert on the
board makes HR decisions, and
the program committee makes
program decisions, the position
being advertised isn’t that of CEO.
In fact, any board officer or com-
mittee given a job which overlaps
with the CEO position results in
employing a person who may have
the CEO title but not the job.

A Policy Governance board will
state that it expects the CEO to
see to it that the organization
accomplishes the board’s ends
policies while avoiding unaccept-
able means described in executive
limitations policies. It will state
that it has deliberately avoided giv-
ing the same job, or parts of the
same job, to more than one per-
son. It knows that a job delegated
twice is a job for which no one is
accountable. It will explain that
board officers and committees are
used to help the board do its job,
not to be involved in the CEO’s job.

Question 7: If I’m hired, what
criteria will be used in the board’s
evaluation of me?

A CEO, of course, should expect
the board to evaluate her perform-
ance, although a more exact way
of stating this would be that the
board should evaluate the organi-

zation’s performance and hold the
CEO accountable for it. Sadly,
many nonprofit boards have no
fair or rigorous way to do this, since
they have set no expectations for
organizational performance. They
often fall back on asking the CEO
to share her personal objectives
with the board, and evaluate
whether she met them. This fails
any reasonable test for CEO evalu-
ation. If the CEO meets her per-
sonal objectives but the organiza-
tion falls apart, is this OK? If the
organization accomplishes great
things but the CEO fails to meet
her personal objectives, is this not
OK?

A Policy Governance board will
explain that the ongoing monitor-
ing of organizational accomplish-
ment of the board’s ends policies,
and avoidance of executive limita-
tions policies, is in fact the CEO’s
evaluation. In other words, the
evaluation criteria are all the ends
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More on the 
Policy Governance Model

Books (available from www.
josseybass.com, www.amazon.
com, or other booksellers)

Carver, John, Boards that Make a
Difference

Carver, John & Miriam Carver,
Reinventing Your Board: A Step by
Step Guide to Implementing Policy
Governance

Articles from Nonprofit World
(available at www.snpo.org)

Carver, John, “When Owners Are
Customers” (Vol. 10, No. 4)

Carver, John, “Does Your Board
Need Its Own Dedicated Support
Staff?” (Vol. 18, No. 2)

Carver, Miriam, “The Board’s
Very Own Peter Principle” (Vol. 16,
No. 1)

Carver, Miriam, “Speaking with
One Voice” (Vol. 18, No. 4)

Audio Tape (available from
www.josseybass.com)

Carver, John, Empowering Boards
for Leadership

Web Site
Visit www.policygovernance.com.
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and executive limitations policies set by the board; no
more, no less. 

Question 8: How does the board view its own job?
A great deal can be learned from responses to this

question. Traditionally a board will answer that it is
the “final authority,” accountable for the organization.
Board members will answer that they’re on the board
to provide help or advice or to represent various con-
stituencies. There will be no unanimity about the
board’s role, as the board will commonly have reached
no decision that would settle the matter.

A Policy Governance board will explain that it sees
itself as the voice of the organization’s ownership, a
concept similar to shareholders in corporations. Many
nonprofits define their ownership as a geographical
community or a community of interest. The Policy
Governance board isn’t the final authority; it’s the ini-
tial authority, as befits its position high in the chain of
command. It’s a commander, not an advisor, recogniz-
ing that anyone who wants help can ask for it, but that
foisting suggestions unasked blurs the distinction
between instruction and advice.

Question 9: If I were to be your CEO, and if board
members disagree with one another, to whom should
I listen?

Boards should be making high-leverage, future-
focused decisions, about which people differ. So it’s
devoutly to be hoped that board members disagree.
There seems little point in having more than one
board member if they all have the same opinion.
Debating diverse ideas before making decisions is vital
for boards, but that debate isn’t helpful to the CEO.
What’s instructive to the CEO is the decision itself.

A Policy Governance board will tell CEO candidates
that it encourages debate and uses a fair process in
which all involved get to have their say. But it also
expects its members to respect the decisions the board
eventually makes. The board won’t let dissenting
members undermine its policies. This is the “one
voice” principle. It doesn’t imply that decisions must
be unanimous, just that all board members uphold
them. The CEO should therefore be told to pay close
attention to written board policies, not to any individ-
ual board member’s opinion. This principle lets the
board maintain the accountability connection
between itself and the CEO.

Question 10: Does the board use an organized gov-
ernance method? Which one? Where can I read
about it?

There are many texts offering advice on governance
practices. Many are intended to answer specific ques-
tions confronted by boards, such as using committees,
creating agendas, and evaluating the CEO. To the
extent that this advice gives a CEO information about
what she may expect from her board, and how she can
view her job, they may be useful. The CEO should be
familiar with these texts if the board is using them to
define its job. There are, however, no universally
applicable theory-based governance systems except

the Policy Governance model. 
The Policy Governance board will be able to give

CEO candidates numerous published descriptions of
the Policy Governance model2 along with policies it
has prepared according to Policy Governance princi-
ples. The board will make it clear that candidates
should be familiar with these principles, as CEOs of
Policy Governance boards have employment condi-
tions different from, more empowered than, and more
accountable than CEOs of boards not using this cut-
ting-edge governance method.

When Charlotte goes to her job interview, I hope the
board will be as attractive to her as she will undoubtedly
be to it.

Footnotes
1 Policy Governance is a board model that clearly

distinguishes board and staff responsibilities. The
board is responsible for defining ends policies (naming
the desired results, recipients, and worth of the results
to be produced by the organization) as well as the limits
it wishes to place on available means. These limiting
policies are called executive limitations policies. The
staff’s available means are limited only to those that
don’t violate the board’s pre-stated standards of pru-
dence and ethics. Thus, a Policy Governance board is
far less likely than other boards to meddle in the orga-
nization’s day-to-day workings. For more details on
Policy Governance, see www.policygovernance.com.
Policy Governance is the registered service mark of
John Carver.

2 For examples of such resources, see “More on the
Policy Governance Model” on page 29.
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Building Partnerships between
Nonprofits and Businesses

Companies that work to create
partnerships with their investors
— and their community – thrive.
In Growing Local Value: How to
Build Business Partnerships that
Strengthen Your Community
(Berrett-Koehler Publishers, www.
berrett-koehler.com.), Laury Ham-
mel and Gun Denhart give many
examples of how values-driven
businesses have built such part-
nerships. They encourage busi-
nesspeople to learn the most
pressing needs in their communi-
ty, determine what qualities their
company can offer toward meeting
those needs, and partner with non-
profit organizations that match
their values. Their examples will
inspire nonprofits to generate
ideas for working with businesses
to build partnerships.

—reviewed by Terrence Fernsler

No Excuse

Is excuse-making a problem in your organization? Excuses are really
just defense mechanisms because people fear blame, embarrassment, and
reprimands. Here are suggestions to help you reduce excuse-making:

• Turn mistakes into a learning experience. Help people see that problems
and blunders inspire learning and create opportunity.

• Clarify tasks that will be each person’s responsibility. Explain how
what the employee is doing fits into the big picture.

• Help people anticipate possible problems and ways of handling them.
• Make sure employees know where to go for help.
• Discuss tasks after they’re completed. Was the task a success or 

failure? What was learned? What could be done differently next time?
—adapted from Nation’s Business

Greatest-Ever Wealth Transfer
Exceeds Predictions

The researchers who estimated
that at least $41 trillion would be
transferred between generations
from 1998 to 2017 have now shift-
ed that figure upward. After
assessing recent data, Paul
Schervish and John Havens now
predict that funds transferred to
heirs between 1998 and 2017 will
be greater than the amount they
previously said would go to four
categories: charitable bequests,
gifts to heirs, taxes, and estate costs.

The researchers, from the
Center on Wealth and Philan-
thropy at Boston College, also say
that the amount going to bequests
will likely be less than the $6 tril-
lion they anticipated. But that’s
because the money is going
instead to giving during donors’
lifetimes. Thus, they still project
that at least $6 trillion will go to
charity by 2052. For more infor-
mation, see www.bc.edu/research
/swri.

Improv at Work

When most people hear the
word improv they think of actors
performing comedy sketches. But
improvisation can also help you
become a better leader.

For the greatest success, improv
techniques need to be honed. Here
are some tips for getting started:

• Remember that unscripted is
not the same thing as unprepared.
You can’t engage in verbal volleys
without knowing what you’re talk-
ing about. Practice how to present
the right information in the right
context.

• Visualize the situations where
you’ll be called on to think on your
feet. Putting yourself there mentally
can help you prepare for the even-
tual reality.

• Rehearse encounters in which
you will need to inspire people.
Every detail you can walk yourself
through will help you act more
effectively in the real situation.

Number of Donors Falls, But Donation Size Increases

The number of people donating to charity fell in the third quarter of
2006 compared to the previous year, but donations were larger, according
to  the Quarterly Index of National Fundraising Performance (www.target
analysis.com). The number of donors decreased by 2.4%, the study
reveals, while revenue per donor increased by the same amount.

Donors Underestimate their 
Post-Retirement Giving 

Although nearly half of all work-
ing donors believe they’ll need to
cut back their giving when they
retire, only 20% of retirees actually
have to do so, and 32% are able to
donate more, according to a sur-
vey by the Fidelity Charitable Gift
Fund (www.charitablegift.org).

The survey also reveals major
generational differences. Baby
boomers are the biggest givers,
with average donations of $6,000
in 2006 (compared to the overall
donor average of $5,000). But
younger donors are hearing more
about charitable giving from their
parents than boomers did and are
thus poised to become even more
generous givers as they grow older.
More than half of those aged 25-39
carefully plan their giving each
year, and 73% plan to give more to
charity than their parents did.

continued on page 32



The New Effective Voluntary 
Board of Directors: 

What It Is and How It Works

By William R. Conrad, Jr. 247
pages. Softcover. Athens, OH:
Swallow Press/Ohio University
Press, www.ohioswallow.com.

This is a revised edition of
William Conrad’s 1983 book. He
makes such a clear and compelling
case of what a board does and how
it can operate effectively that this
book deserves attention again.
Further, so many books investigate
the details or specific areas of non-
profit operation that an author who
does such a good job of covering
basic board functions and the big
picture should be read.

Conrad is clear on the role of
boards.  He doesn’t hide the reality
that there is often tension on
boards. Indeed, such tension should
be encouraged, he maintains,
since it helps the organization
accomplish what it set out to do.
The underlying factor for success
is the willingness to reach for goals

as a group, not just to seek personal
gratification.

A board, argues Conrad, should
be an enabler of renewal in an
organization. If the board doesn’t
provide energy focused toward the
future, the organization will drift
toward chaos.

Nonprofit boards don’t do the
same things as corporate boards.
They are dramatically different in
evaluating their organizations, in
their relationship to the executive
director and staff, in sharing
responsibilities, and in creating the
organizational culture. Nonprofit
organizations are more about lead-
ership than management. Some
business practices are appropriate
to adopt, but it’s a mistake to
blindly adopt business practices.  

Nonprofits are likely to be what
preserves democracy in our coun-
try. As more people attain success,

changes give rise to selective
democracy and self-interest. Selec-
tive democracy occurs when those
who attain success protect their
gains at the expense of others.
Unenlightened self-interest is char-
acterized by prioritizing materialism
over intellectual and spiritual val-
ues. Self-gratification dominates,
and adversarial relationships replace
collaboration.  

Boards are fundamental to
democracy.  Like democracy itself,
boards are difficult and complex,
but the rewards are more than
worth the struggles. If nonprofit
boards and staff understand and
embrace this fact and work togeth-
er, they can learn much from
Conrad’s book, and we will end up
with more effective boards, more
successful organizations, and a
stronger democracy.
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Effective Boards
Here’s how your board can achieve extraordinary results for your organization.

By Terrence Fernsler

Terrence Fernsler is the individual-
giving officer for the Olympic Park
Institute in Seattle and lives in
Elma, Washington.

Boards are fundamental 
to democracy

Nonprofit briefs
Creating Teams that Win

You create a winning team only when you foster that team. That means listening to all team members
and using their best ideas to get the entire team to succeed. Here’s how you get individuals to contribute
to and think in the collective:

• A good fit works both ways. Finding an employee who will fit into the organization is important. But
you have to be willing to try different approaches that a newcomer may bring. Even if the approach doesn’t
work in the end, at least you gave it a fair chance — and you have an employee who knows you listen.

• Reward the team, not the stars. There are few star employees who can lift an entire team to success.
That’s why it’s important to emphasize and reward team efforts rather than individual efforts. Do you
reward people for passing on leads to one another? Do you reward them for pitching in when someone is sick?

• Groom people to take over your job. When you hire people from the outside, it can give employees
the message, “We hire talent that you don’t have.” While a great hire will eventually win over the team,
some resentment may linger. If you aren’t hiring from within, look at how you may have failed to groom
people for higher positions. Are you giving employees increasing levels of responsibility? Are they coached
to overcome their weaknesses?

—adapted from The Edmonton Sun
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