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and Feel of Your Website?

MELISSA ROBERTS AND SUSAN FINKELPEARL, FREE RANGE STUDIOS

Are you thinking about updating the look and
feel of your Web site? After designing hundreds
of sites for countless nonprofit organizations,
we've found one of the surest keys to a successful
redesign is when a Web site is viewed from the
perspective of its target users. How can you find
that vantage point? The tips below will help you
get started.They are told within the context of one
of our favorite case studies — the recently rede-
signed National Parks Conservation Association
(NPCA) site.

1. Get to know your users.

Before you start redesigning or restructuring your
site, it's important to know who your users are
and why they’re coming to your site. This infor-
mation should inform all of the decisions you
make about your site architecture and design, as
your site will only be successful if it connects with
the people that are visiting it.

NPCA, at http://www.npca.org, advocates for our
national parks. The organization educates deci-
sion makers and the public about the importance
of preserving the parks for future generations,
and convinces members of Congress to uphold
laws that protect the parks and support new
legislation to address park threats. The organiza-
tion fights attempts to weaken these laws in the
courts, and assesses the health of the parks and
park management. Though NPCA’s work is fairly
broad, the organization assumed that one of its
primary online audiences was activists. Before
it redesigned its site, the organization had an
active online advocacy presence, and expected
to speak to that audience as activists when the
site re-launched.

Before embarking on its redesign, however, NPCA
asked Free Range to assist in conducting audience
research to get a better sense of what its audience

was looking for on the new site. Using targeted
surveys (and a Park Pass prize giveaway), NPCA
and Free Range collected information from more
than a thousand active online audience members.
The results were truly enlightening. NPCA learned
that its action-taking audience rarely, if ever, iden-
tified themselves as activists. Most (67%) called
themselves “Park Enthusiasts.” Others referred
to themselves as “Environmentalists” (57%) and
“Tourists/Travelers” (50%). But only 17% said
they were “Activists.”

At the same time, 77% of respondents reported
going to the NPCA Web site to “take action to
protect the parks.” In other words, while NPCA's
audience valued the opportunities the orga-
nization provided them to act on behalf of the
parks, they are not comfortable with the label
“activist”

By doing this research before moving into the
design process, NPCA was able to create a new site
that continued to provide its audience members
with the action opportunities they desired, while
speaking to them in a way that matched how they
viewed themselves.

2. Think like your users.

Do you currently organize your content in a way
that reflects your internal organizational struc-
ture or your users’ informational needs? (We
hope it's the latter.) Internally, you might have

i

“campaigns,” “projects,” and “initiatives.” While
the differences may seem really big to you, they
are just confusing to your users.The public simply
wants to know what you work on and how they
can help. Do you protect forests? Do you coach
basketball? Be clear about these messages, and
indicate how your site’s visitors can get involved

in this work.

continued on page 25
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LEGAL ISSUES

DC Bar Pro Bono Program Connects Nonprofits

with Legal Counsel

“T don’t know how
we survived this long
without the help.”

Every organization deals with legal issues.
However, nonprofit organizations often have to
put them aside so they can handle more pressing
matters. Then, when an organization does have
time to deal with them, the organization cannot
afford a lawyer. The fact is that many nonprofits
do not have the time or the resources to handle
the legal issues that could potentially affect their
organizations.

The DC Bar Pro Bono Program serves as a
resource for these organizations, by sponsoring
the Community Economic Development Project.
The CED Project matches qualifying nonprofit
organizations with pro bono legal counsel.
The CED Project helps a wide variety of local,
community-based nonprofits, including social
service agencies, arts organizations, early child-
hood programs, and charter schools.

The CED Project staff works with nonprofit orga-
nizations to identify the legal issues and law
firms with the relevant expertise, knowledge,
and interest in serving the organization.The time
taken to develop these long-lasting partnerships
helps to ensure successful matches.

A nonprofit organization can qualify for assis-
tance if a substantial percentage of its activities
are designed to address the needs of persons of
limited means living in the District of Columbia;
the payment of legal fees would significantly
deplete the organization’s ability to provide
services; and in the case of anyone seeking to
start a nonprofit organization, the person seeking
assistance has developed a business plan.

The following are some of the organizations the
CED Project has assisted:

e Teaching for Change is a DC-based nonprofit that
promotes social change through public educa-
tion. Established in 1989, it provides profes-
sional training for teachers, workshops for
parents, and multicultural classroom resources
for over 25,000 students. Teaching for Change
requested assistance in reviewing its bylaws as
well as its contracts with other organizations.

The CED Project matched the nonprofit with
Orrick Herrington & Sutcliffe, which addressed
these legal needs.Teaching for Change has also
developed a long term relationship with the
firm, and staff can directly contact the firm
when they need additional legal assistance.
The executive director of Teaching for Change
commented, “I don’t know how we've survived
this long without the help.”

¢ Alliance of Concerned Men was matched with

the law firm Sutherland Asbill & Brennan. ACM
serves DC youth who are at risk or in crisis.
ACM requested legal assistance for a review of
a real estate agreement and an assessment of
its intellectual property needs. Sutherland has
assisted ACM with these projects and worked
on other issues such as helping ACM codify
best practices for its corporate structure and
drafting agreements with its partners.

e KIPP DC: KEY Academy is a local public charter

school. KIPP requested help with its real estate
matters. The CED Project matched the school
with the law firm of Ballard Spahr Andrews
& Ingersoll. With the assistance of the law
firm, the school opened KIPP: AIM Academy
in 2005, which provides instruction to fifth
and sixth graders and KIPP: WILL Academy in
2006, which will serve 320 students in grades
5 through 8. In addition, Ballard Spahr has
provided assistance with risk management
and contract reviews.

In addition to these ongoing matches, the CED
Project continues to offer training courses
designed to enhance the skills of nonprofit orga-
nizations and make them more attuned to their
legal needs.

During the past year, the CED Project matched 45
nonprofit clients with pro bono counsel, as well as
offering training events for nonprofit organizations
on various subjects including board governance,
managing volunteers, and employment law.

If you would like help, contact the CED Project
at cedinfo@dcbar.org. ©
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STRATEGIC PLANNING

Strategic planning: A story from the

middle of the journey

BY REBECCA ARNO

Editor’s Note:
Although this
article features a
foundation outside
this area, we feel
the message
contained in the
article is on target
no matter the
location or type
of nonprofit
organization.

Many readers have participated in that long-
standing tradition in nonprofit leadership: stra-
tegic planning. Most missives I've read on the
subject are written from the vantage point of the
glory days after the final document is written,
approved and—hopefully—hard at work charting
the direction of the organization. | thought it
might be useful to hear from someone several
months into the process and a few months away
from completion—with a few fresh hints for
anyone considering embarking on this important
journey.

The beginning

So where did the journey begin? The Denver
Foundation has experienced significant growth
and success in our work to invest in Metro
Denver over the last decade. In partnership with
generous local donors, the Foundation’s assets
held in trust for the community have increased
from $68 million to over $500 million, while giving
more than $100 million to hundreds of nonprofits.
The Foundation has accomplished this without
the benefit of a formal strategic plan. We operate
within the parameters of a set of vision statements
penned by our president, as well as annual work
plans to accomplish ongoing goals.

Last year, the Foundation’s board of trustees
decided that this moment in the midst of the
organization’s dramatic growth provided an
opportunity for long-term planning. The board
formed a long-range planning task force, with key
management staff involved in all discussions.The
board hired a consultant, Karla Raines of Corona
Research, to serve as coordinator of the process,
and formed subcommittees in the areas of grant-
making, governance, resource development, lead-
ership and positioning.

Challenges

A few challenges revealed themselves early on.
One of the first steps in strategic planning is gath-
ering information about the current state of the
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organization. In the Foundation’s case, we discov-
ered some deficits in our information management
system. For instance, we serve a seven-county
Metro area and learned that we could not easily
pull data organized by county. This revelation has
resulted in a concurrent effort to assess our IT
systems and search for solutions to address the
gaps in what it can provide.

Another important step in planning is gathering
information about the state of the sector in
which the organization operates. While trustees
receive a significant amount of such material in
their orientation, we recognized that long-term
planning required an in-depth look at trends and
norms in the community foundation field. To this
end, staff interviewed several colleagues at other
community foundations and pulled together
briefing books for the task force. The benefits of
this exercise were numerous, opening our minds
to new ideas and possibilities for the future.

The final challenge I'll mention is a common one
in my experience with strategic planning as both
a staff and board member: staying at the level of
strategy without being drawn into tactics. I'm a
doer, and | love tactics. It's always easy for me to
think of new publications, Web tools, potential
media placements, etc. The list goes on. Strategic
planning, however, requires a higher-level view.
What are the strategic elements that guide our
tactics? What are the parameters for the creative
thinking we put into our work? In the case of the
task force's leadership subcommittee, members
recommended three main types of leadership
strategies in which the Foundation will engage:
convenings, partnerships, and initiatives—with
associated considerations for when each strategy
would be put into action. This will help the staff
form tactical plans in the months and years to
come.

Benefits of the process

Beyond the challenges, I've experienced signifi-
cant positive elements from the process. One



such element has been to witness, in more intimate settings,
the tremendous talents and perspectives offered by our board
members as leaders of the Foundation.The purpose of a board
is to provide oversight and direction for the mission of the
organization, and our trustees offer so much to this work. |
only wish that a greater number of our staff could have such
an experience with the trustees.

Another plus has been to hear from trustees the recognition
that previous boards and staff members have done many things
right over the past ten years. They recognize that the planning
process should build on our successes, not dismantle them
merely for the purpose of creating something new.The purpose
of planning is, in part, to build intentionality and shared under-
standing around strategies that work, identify those areas that
need help, and look out to the horizon for what the opportuni-
ties are. The members of the task force are accomplishing this
with great success.

To conclude, | offer a few pieces of advice. First, trust the
process, even if you are not a “process person.” The time it takes
to come to agreement on a future direction is essential —espe-
cially when trustees have diverse backgrounds and perspec-
tives. Second, find ways to live with change and uncertainty
and to help your colleagues, whether board or staff members,
do the same. Impending change breeds fear in many people,
particularly when they feel that the change is happening behind
closed doors. It is important to be as transparent and inclusive
as possible, offering people plenty of opportunities for input.
Finally, celebrate achievements along the way. In our case,
the governance subcommittee completed its work ahead of
schedule, which offered the task force a sense of accomplish-
ment early on.

From the challenging, exciting and scary middle of the journey,
| can honestly say that I'm enjoying this process. | hope you'll
be able to say the same thing.

By Rebecca Arno, vice president of communications for
The Denver Foundation (www.denverfoundation.org), a
community foundation serving the seven-county Metro Denver
area.
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CORPORATE PARTNERSHIPS

WORKING WITH CORPORATIONS from page 3

Don't forget that companies of all sizes are excellent places to
obtain donated office equipment, food and supplies, volunteers
and technical experts. Small local businesses are often over-
looked, but when every dollar counts, explore your options for
free food at board meetings, printing and copying, or flowers
for your special event.

DOOR #3: The third door, right at the front of the building,
is the “Marketing” entrance. Corporations spend billions of
dollars every year to market their goods and services. If your
nonprofit can assist the company in enhancing its image,
reaching potential customers, or reinforcing existing customer
relationships, they will want to work with you. And, besides, it's
good business for corporations to tax shelter their marketing
dollars through your organization. This is where the greatest
growth in corporate giving is appearing and will likely continue
to increase dramatically in the future.

Cause-related marketing

During the past decade, the majority of corporate dollars going
to nonprofit groups has come from marketing rather than
philanthropic budgets. In cause-related marketing (CRM), the
relationship moves from grantor-grantee to one in which proj-
ects are set up to benefit both the company and the nonprofit.
Bill Shore, director of Share our Strength and author of
Revolution of the Heart: A New Strategy for Creating Wealth
and Meaningful Change, was one of the early people to use
this technique in the 1980s with Charge Against Hunger, a part-
nership with American Express. Now we see it everywhere.

What are companies looking to gain from CRM? Usually, most
companies are hoping that they will be seen as:

e A friendly and caring corporate citizen responding to crit-
ical community needs (corporations are becoming heavily
involved in high-risk youth and education issues).

e A protector of the environment (“dolphin-friendly” tuna
and “save the rain forest” products are overflowing from
supermarket shelves).

e A company that treats its employees well (day care and
elder care concerns are moving to the top of many corporate
agendas).

What does it take for a nonprofit to raise money through cause-
related marketing? A bit of chutzpah, a basic understanding
of what the corporation and your nonprofit are looking for,
some confidence, and a real desire to move the relationship
into a true partnership. Put yourself inside the mind of the
marketing director who is asking, “What can this organization

do for me?” If you can figure out a way to help the company
get in front of customers, while generating resources for your
nonprofit, you have a win-win situation.

Can’t figure out where to start? Pull together a group of your
stakeholders for a creative session and let the ideas flow freely.
Think of all the corporations in your area and all the possible
projects you might work on together. Some ideas to get you
started include:

e A publication or service that meets the needs of your
constituents and the corporation’s customers. A traffic
safety group might obtain corporate sponsorship from an
insurance company.

e A needed service for the corporation’s employees. A coun-
seling center might negotiate an Employee Assistance
Program contract to provide counseling services.

e Help corporations to comply with the law. A disability group
might market its “accessibility audit” services.

e Get your message across to the public in a well-traveled
corporate thoroughfare. An arts group might obtain spon-
sorship for a display in a corporate lobby. (This works just
as well for human service groups.)

e Persuade a supermarket, restaurant, or locally-owned book-
store to devote a certain percentage of its sales to your
group on a given day. Then do your part to increase sales
by mobilizing your supporters to shop in that store.

When you have lots of possibilities, you can begin to narrow
your focus and pick one or two corporations to approach with
your idea.

It's best to start with companies with which you already have
a relationship or where you already know someone who can
introduce you to a senior executive. Also, your vendors are
a logical first place to start, because you are already buying
health insurance, office supplies, recreational equipment or
banking services from them. Consider the bank where you
have your account or the company at which a number of your
volunteers are employed. You may even decide to consider
companies where you're planning to become a customer. If
you decide to shift your bank account, use the opportunity
to negotiate for a new line of credit or a reduction in service
charges.

When you have identified a likely prospect, find out everything
you can about it. Request a copy of the prospect’s annual
report and corporate giving policies, review the information
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in your state’s Grants Guide, check out the corporation’s Web
site (if it has one), and talk with other people in the community
who have had either philanthropic or business dealings with
the company.

Developing the partnership

The next step is to call up the CEO, the marketing director,
or any person in the company who is accessible to you, and
discuss the possibility of developing a partnership. Remember
that the company is looking for visibility, credibility and new
customers. For example, a bank may be interested in marketing
its services to the African-American community in your neigh-
borhood.You may have a small budget, but a lot of credibility
with the people you serve. A fairly typical approach would be
to ask the bank to sponsor a neighborhood fair, special event
or other activity.

This is a good start, but it provides a finite sum of money for
your nonprofit and only superficial exposure for the bank. Why
not offer to follow up the fair by working with the bank over
the next year to develop other strategies and opportunities
to market their services to your constituency (their potential
customers)? The difference here is the desire of the nonprofit
organization to work with the bank throughout the year on a
variety of approaches. This is the basis of a partnership. This
is the only form of fundraising that | know of that is partner-
ship driven, not relationship driven. If you have a relationship
with your spouse but not a partnership, what will happen to
the relationship over time? My suspicion is that the relation-
ship will not last. That is true with corporations as well. Think
partnership that lasts throughout the year, rather than a one-
night stand. In this way, you can educate the company about
the needs of your community, they can develop products to
suit your constituents, and your nonprofit develops a regular
stream of income.

Risks involved

Are there risks in this approach? Sure there are. It would be
foolish to think that corporate partnerships are a free lunch.
It is important to discuss prospective partnerships with your
board of directors and other key stakeholders, particularly if
you think the partnership might have any negative repercus-
sions with your staff, immediate constituencies, or existing
and future funders. Remember that the company will prob-
ably be much clearer about its self-interest than you will about
yours. This is why it's good to have a few business people on
your board of directors to help you evaluate opportunities.

Most organizations, if they are going to do any significant
amount of corporate fundraising, will pass a gift acceptance
policy. This is a formal document that is usually developed

CORPORATE PARTNERSHIPS

by a staff and board committee and formally adopted by the
board that talks about the ethical and values screens that your
organization will use when considering corporate dollars. Will
you take money from an energy corporation or Exxon, for
example, if you are an environmental group?What about taking
money from a tobacco company, beer distributor or a military
contractor? Under what conditions will you take or not take
money? What is your bottom line? How will this sponsorship
impact your constituency? What are your limits? Remember
that while it may be easy not to take funds from obvious
polluters and other companies, and easy to take money from
progressive companies, such as an REI, Patagonia, etc., itis the
overwhelming majority of the companies that are somewhere
in the middle that we do business with everyday.These are the
banks, insurance companies, retail stores, restaurants, etc. It
is extremely valuable for your organization to look carefully at
these issues. When developing this policy, it is good to form a
committee with a couple of business people and others who
have rock solid organizational values.

Need not apply

This kind of corporate solicitation is not for everyone. Generally,
corporations are conservative institutions that shy away from
controversial organizations and start-up groups. Organizations
that are involved with social justice or direct action work have a
harder time positioning their organizations with corporations.
However, this is not always true. When we were working on
the passage of the Americans with Disability Act, Wells Fargo
Bank was very supportive of one of the most activist groups in
the country, because they wanted to develop positive relations
with them. If you are a neighborhood group with a relatively
small constituency, it may be better to start off with neighbor-
hood businesses, retail stores and others that cater to your
constituency.

Bear in mind that corporations are one of the principal engines
that drive our society. If we want to have long-term support
from this funding source, we need to understand the corporate
mindset and ask ourselves how they can support our mission
while we help the business support theirs. In some cases, we
just want to ask them to pay a membership fee; in others, we
will want a straightforward donation. But for those who want
to take the relationship into a partnership, the rewards (and
also the risks) can be much greater.

Reprinted with permission. Rich Male of Richard Male &
Associates, leads a team of trainers and consultants who repre-
sent more than 65 years combined experience in working with
a variety of organizations. www.richardmale.com. ©
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MARKETING

EVERYBODY'S TALKING from page 1

That's the right way to start. But it's only a start, now more than
ever.

The shift is all about decentralization. In the past, your audi-
ences have gathered their news from you (via direct communi-
cations) and the media (your conduit). Not that message control
was completely in your hands. Journalists and letters to the
editor often reframe, or even dispute, your messages. But that
could be addressed, as long as you tracked (and responded to)
coverage.

Now these approaches are being superceded by what's
happening at the edges of increasingly ubiquitous networks.
As your audiences combine powerful online tools and innova-
tive social networking approaches (peer-to-peer information
sharing), they create online content on your nonprofit and its
programs. While the audiences for this content are still rela-
tively small, it is likely they will become mainstream. For many
18- to 30-year-olds, they already are.

Two Key Alternative Info Sources

Here are the two core genres of alternative news and informa-
tion sites that have evolved outside of traditional media, and, in
many cases are driven by a self-defined community.

e Aggregators:

~ Sites such as Google News and Huffington Post are
aggregating news produced by nonprofits and traditional
media, and repackaging it by topic or point of view.

~ Alert services such as Google and Yahoo Alerts deliver
links to online content on user-defined words and phrases,
directly to users’ email boxes.

~ | have Alerts set up on the following words and phrases:

Nancy E. Schwartz
nonprofit communications
nonprofit marketing

Getting Attention

Nancy Schwartz & Company

| use this input to shape blog and e-news content, track
coverage of Nancy Schwartz & Company and Getting
Attention, and see what’s going on in the world of nonprofit
(and broader) marketing. And | respond (via a comment to
a blog post or an email to an e-news editor) when it makes
sense to share my point of view or correction.

~ Blog readers (I use Bloglines) that allow your audiences
to easily aggregate content from a variety of sources (but
mostly blogs at this point).

| use Bloglines to track bloggers who write in the marketing
and nonprofit marketing arena, so that | can keep up,
and join the conversation with a comment when it makes
sense.

~ Email mailing lists that enable any self-defined group
of individuals to discuss your organization, and to post
this conversation online. Our block (Owen Drive) has an
active mailing list where neighbors talk fast and furious on
everything from school board elections to the forced evic-
tion of old-time small businesses at the local strip mall.

¢ Participatory Communities — Think Idealist.Org, TechSoup,
Nonprofit Blog Exchange...

Broadband networks, wireless access and new online-
publishing tools all contribute to the emergence of
audience-generated news, information and opinion. Blogs
and message boards are the most visible form right now,
serving to connect folks with common interests and some-
times perspectives. Email and IM (instant messaging) also
accelerate audience-to-audience information flow.

Picture:

1

A program participant blogging about the strong facili-
tator, or the sloppy handouts.

~ A frustrated online advocate complaining about the glitch
in your nonprofit's system that prevented him from easily
registering his protest on your key issue of the moment.

~ A satisfied donor with the information she receives about
your nonprofit’s new programs, and related use of recent
gifts, shares that information on a community bulletin
board.

What's happened is that audiences — starting with teens
through 30s — have become dissatisfied with traditional
media and are becoming more active participants in the
exchange of news and ideas. So the dissemination model
of marketing and communications is transformed to
conversation.

Why Your Nonprofit Should Care
Very simply...
1. Your audiences are now participating in shaping the

way your nonprofit is perceived via joining in blog and
message board conversations, among others.

2. Their content may be viewed as being just as valid as
yours is, and is just as easily found via online search
engines and links.
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3. As a result, your nonprofit has less control than ever
before — on how the organization is perceived.

4. Your communications model has to change.

What You Should Do About It

Lots. Scan. Listen. Participate.

Printed with permission.

About the Author

Nancy E. Schwartz helps nonprofits succeed through effec-
tive marketing and communications. As President of Nancy
Schwartz & Company (www.nancyschwartz.com), Nancy
and her team provide marketing planning and implementa-
tion services to organizations as varied as the Robert Wood
Johnson Foundation, Center for Asian American Media, and
Wake County (NC) Health Services.

Subscribe to her free e-newsletter “Getting Attention’,
(http://www.nancyschwartz.com/getting_attention.html) and
read her blog at http://www.gettingattention.org for more
insights, ideas and great tips on attracting the attention your
organization deserves. ©
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including commercial and liability insurance,
retirement plans, and more;
that works to better regulations affecting
nonprofits;
which provides
affordable professional development for your staff;

providing you with the latest
information through our publications and connecting you with the
people you need to know;

celebrating the best and brightest people and
organizations in the sector; and

so that you have someone to call with your
questions.

Experience the power of membership by visiting nonprofitadvancement.
org or calling our membership department at 202.457.0540.




CULTURE OF PHILANTHROPY from page 8

individuals equally adept at making solid business decisions
and helping raise annual and capital funds in partnership
with CEOs and fundraising staff. They take personal respon-
sibility for the success of annual and capital programs.

. The CEO understands his or her role in the fundraising effort
and uses every opportunity to communicate the impor-
tance of philanthropy to internal and external constituen-
cies. Top fundraising institutions are headed by individuals
who blend management acumen, vision, and interpersonal
skills into the ability to communicate to internal and external
constituencies the value of philanthropy to their organiza-
tions. During capital campaigns, these CEOs may spend a
significant amount of their time on advancing the campaign
— overseeing the strategic planning and needs assessment
processes, recruiting campaign leadership, rallying staff
around the institution’s needs, addressing civic groups,
attending campaign leadership meetings, and cultivating and
requesting gifts from the top 25 to 30 prospective donors.
Their institutions benefit from their investments in private
philanthropy that can produce fairly predictable results and
a handsome return on investment.

. The institution is open and frank in describing its depen-
dence on private philanthropy in its board meetings,
publications, constituent events, and personal visits with
constituents. There is a regular spot on board meeting
agendas for reporting and discussing private philanthropy
initiatives. The board openly celebrates positive results or
is visibly excited by news of a major funding commitment,
and board members openly volunteer to take on fund-
raising assignments. Regular publications inform, educate,
and celebrate philanthropy. Publications and websites
openly evidence the connection between private philan-
thropy and excellent service to customers and community.
Successful institutions carefully craft personal communica-
tions to their most consistent and generous donors, which
are often delivered in person.

. The foundation or development staff is proactive in
explaining the institution’s funding priorities to prospec-
tive donors and stewarding relationships with existing
donors. Publications and events may inform and educate
constituents, but gifts that make a difference are obtained
by building and maintaining personal relationships with
prospective donors. Development or foundation officers
cannot increase annual giving totals nor achieve campaign
success while working behind their desks. The institution
that develops the closest relationships with prospective
donors, and stewards well the gifts of existing\ donors,

will receive the majority of those donors’ philanthropy.The
desk and the office may hold the keys to donor strategies,
but the strategy must be implemented frequently and in
person.

5. Employees recognize the integral nature of philanthropy in
generating revenue for the institution and, thus, are willing
to support the activities of the foundation or development
staff.

6. Foundation and development staffs are acknowledged as
important contributors to the life of their institutions and
are accorded appropriate respect.

7. The institution is genuinely proud of its fundraising accom-
plishments and expects to continue a pattern of ever-
increasing fundraising success.

Reprinted with permission from The Martin Letter,
published by MGI Fundraising Consulting, Inc., 600
South Highway 169, Suite 180, Minneapolis, MN 55426.
For more information on MGI, call 1.800.387.9840 or visit
www.mgifundraising.com.

FOR YOUR NONPROFIT

ORGANIZATIONAL & LEADERSHIP
DEVELOPMENT NEEDS

CONTACT:
Rob Sheehan, Ph.D.
Principal
Sheehan Nonprofit Consulting

e Strategic Planning
* Board Development
* Leadership & Teamwork
Development
* Executive Coaching

For more information:
www.SheehanNonprofitConsulting.com

Contact Rob Sheehan:
RobSheehan@aol.com ¢ 301-523-1864

Sheehan Nonprofit Consulting
P. O. Box 119 e College Park, MD 20741




Member News

BY SANJAY SUCHAK MANAGER OF MEMBERSHIP & TECHNOLOGY SERVICES

The Dalai Lama Visits N Street Village

Center member organization N Street Village had
the profound honor of hosting the Dalai Lama on
October 19. N Street Village, which serves home-
less and low-income women, was chosen to be
included as a stop on the Dalai Lama’s tour of
Washington, DC because of the important work the
organization does in service to the community.

His Holiness, who was in town to receive the
Congressional Medal of Honor from President
Bush, made the visit to N Street Village his final
public stop in the area. He spoke for an hour to an
audience of residents, volunteers, staff, donors,
and community leaders, discussing the need
for compassion to those who are most vulner-
able in society. His famous wit and charm shined
throughout his speech. He even remarked at one
point “you know, I'm homeless too,” drawing

laughter from the crowd. Speaking directly to

o

Dalai Lama at N Street Village
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residents, he touched upon Buddhist ideals to
inspire them. He remarked that only love and
compassion can bring peace, and that material
possessions do not create happiness. He ended
by referring to the women of N Street Village as
his gurus in teaching others the importance of
what truly matters in life.

After his speech, his Holiness met with residents
and staff and visited a meditation program taught
by a Buddhist nun.

The Dalai Lama’s visit highlights the important
work that Executive Director Mary Funke and her
staff do every day at N Street Village. The Center
for Nonprofit Advancement is proud to call N
Street Village one of our member organizations.
To learn more about N Street Village and its work,
visit www.nstreetvillage.org.

© Sarah Goldberg



Member Organizations Commemorate World AIDS Day

On December 1, 2007, people around the globe commemo-
rated World AIDS Day. Here in the Washington, DC area,
four Center member organizations marked the occasion
with special programs.

The report on HIV in the District issued just days before
shattered many stereotypes about the disease. The report
indicated that African Americans represent nearly 80%
of HIV cases in the District. Males make up 70% of cases
while females make up 30%. According to the report, 1
in 20 district residents has HIV while 1 in 50 has AIDS.
These numbers are a snapshot of a dire situation facing the
District, and make apparent the importance of the work of
AIDS organizations everywhere.

AIDS Day Candlelight Vigil — Dupont Circle

© Sanjay Suchak

The Center salutes the work of four member organizations
that work everyday to prevent the spread of the disease and
to support those living with it. The Children’s AIDS Fund,
National AIDS Fund, National AIDS Housing Coalition, and
AIDS Alliance for Children, Youth, & Families commemo-
rated World AIDS Day in their own unique ways.

e The National AIDS Fund (www.aidsfund.org), in collabo-
ration with Bristol Myers Squibb, launched its fourth
annual “Light to Unite” campaign to encourage indi-
viduals to donate to organizations fighting HIV and AIDS
in their own communities. Light to Unite shines a light
on the ongoing HIV/AIDS epidemic in the US and encour-
ages individuals to get involved in the struggle against
the disease through the sharing of knowledge and expe-
riences, and through donations that benefit grassroots
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HIV/AIDS organizations throughout the country. These
important donations allow community-based organiza-
tions to reach out and ensure that people in their area
get tested and that those infected get the treatment they
need. Bristol Myers Squibb donated $250,000 to the
organization in commemoration of World AIDS Day.

The Children’s AIDS Fund (www.childrensaidsfund.org)
marked World AIDS Day by collecting individual prom-
ises from people around the world to join in the fight
to stop the spread of HIV and AIDS. The promises will
be posted anonymously to motivate people to do their
part in preventing the spread of the deadly disease. The
Children’s AIDS Fund has also created an e-card that
people can send to friends and family to encourage them
to make a promise.

The National AIDS Housing Coalition (www.nationalaid-
shousing.org) renewed its call for policymakers world-
wide to acknowledge that a stable and safe housing
environment directly affects the prevention of HIV/
AIDS and care and treatment of people with HIV/AIDS.
Homelessness and unstable housing, according to a
recent report by the CDC, increase the risk of HIV infec-
tion and have an adverse affect on the health of those
already infected. While the work of the National AIDS
Housing Coalition has a global impact, results will make
a real difference here in the Washington, DC area.

The AIDS Alliance for Children and Families (www.aids-
alliance.org) works to help give a voice to women, chil-
dren, youth, and families living with HIV and AIDS. The
Alliance observes World AIDS Day every day by leading
advocacy initiatives in the District to help develop legisla-
tion to help ease the suffering of those already infected,
and education programs to prevent new infections.

Are you a Center member? Do you have good news
to share with other DC-area nonprofits? Send your
announcements (including awards, promotions, and
transitions) to julies@nonprofitadvancement.org.

If you would like to arrange a visit to discuss the
benefits of membership, contact Julie Selvaggi,
Director of Membership, at 202.457.0540 or at

julies@nonprofitadvancement.org.

Visit us at www.nonprofitadvancement.org for a list
of the Center’s upcoming events.




GREAT LOCATION! GREAT OPPORTUNITY! at Ter ra’ bbit [noun] — An animal with the speed and agility
the National Community Reinvestment Coalition. of a rabbit and the methodic, perseverance of the turtle. Ideal for
Office space available at below market rate for area complex computer problems that require these two seemingly
non-profits. The building is located at 727 15th St., contradictory traits. Including (but not limited to):

NW, surrounded by DC’s financial district, in the °
: NETWORK INSTALLATION AND TROUBLESHOOTING *
shadow of The White House and the U.S. Treasury.

SOFTWARE DESIGN AND DEVELOPMENT * WEBSITE DESIGN AND
Be among our diverse group of tenants including DEVELOPMENT * INTERNET CONNECTIVITY (TI, DSL, CABLE

The National Community Reinvestment Coalition, ETC.) * COMPUTER DESKTOP SUPPORT
National Neighbors, DC Justice Employment Center, °

National Low Income Housing Coalition, Rainbow Don’t get stuck with computer projects
Push, Steelworkers of America and others all striving that never reach the finish line.

for social, economic justice and civil rights.

Space is limited, please contact Chrystal Searles at Terrapin Information Services COI‘P.
csearles@ncrc.org or call 202-628-8866. (301) 933-5599 « www.terrapinis.com

Proudly serving non—profits of all shapes and sizes since 1982
SHARE OFFICE SPACE AT THE CENTER. 4 inside

offices available immediately at 1666 K Street, NW.
Share receptionist, conference space, and more.

Visit www.nonprofitadvancement.org for more

information. Sp—

— CAPITAL
DEVELOPMENT
" STRATEGIES

Consulting Services for Nonprofit Organizations

Build sustainable funding sources;
increase your capacity

Capital Development Strategies supports nonprofit
organizations with experienced perspective,
expertise, personalized training and strategic
guidance. We tailor our work to the distinctive
needs, capabilities, opportunities, and challenges
of individual clients. We deliver a vibrant,
sustainable resource development program,

THE 501 (C)(3) DOCTORS 2009 14th Street North increasing the client’s capacity to serve the

Suite 303 community accomplishing its mission.
Arlington, VA 22201

We set up custom bookkeeping systems and train 703875.3000ph | We are proud members of the Association of
bookkeepers to use them. 877.849.2578 fax : Philanthropic Counsel and the Association of
We can perform extensive reconstruction of the most infogcapdevstratcom : Fundraising Professionals.

tangled books.

Marshall H. Ginn, CFRE
Call Doris Holt at (703) 346-6817 or e-mail her at Principal & Founder

doris@msoservices.org today!




WEB SITE from page 11

On the
30 navigation options on the home page. The organization

old NPCA Web site, users were faced with more than

was forced to choose between terms like “Campaigns,” and
“Take Action” or “Park Wildlife” and “Explore the Parks.” These
terms reflected the internal way NPCA categorized its work. In
the redesign, we cut the number of links on the home page in
half and streamlined the options offered. Now the main navi-
gation offers users straightforward options that answer the
initial questions they are likely to have in mind when seeking
information about NPCA such as “Who We Are,” What We Do/’
“Where We Work” and “Explore the Parks.”

3. Tell your best stories.

Does your copy rattle off facts alone or weave a good story?
We believe people think in terms of stories whether they are
watching a movie or making a donation. Your home page
layout, calls to action, and contextual donation asks should
work together to build a coherent narrative. Make sure to also
tell people how they can become part of your story. What is
their role? To be a donor, an activist, both? The NPCA Web site
employs numerous story-telling elements. On the home page,
large, anchoring imagery makes it clear what the organiza-
tion is working to protect. Beneath this, “Spotlight” vignettes
describe ways users can align themselves with NPCA and join
in its work. And the site employs colloquial phrasing such as
“How You Can Help” to speak directly to site visitors.

Another good example of a Free Range-designed Web site
that includes storytelling elements is the African Wildlife
Foundation at http://www.awf.org.

4. Ensure that your site is flexible and that you make the most
of your content.

When disaster hits, an election is approaching, or key legisla-
tion is on the Hill, your users will look to you for updates and
action alerts. In this regard, it's essential that your organization
can turn on a dime and respond to current events related to
your core issues. To gain this capability, many organizations set
up a system that allows them to easily add, edit, or delete text,
images, links, and documents to their Web site. This system,
called a content management system or CMS, also allows
your organization to provide users with related content as they
explore your site.

Free Range and Convio worked with NPCA to set up its CMS so
the organization can easily add new spotlights, news items and
action alerts to its home page. Throughout the site’s interior
pages, users are presented with “related content” that allows
them to more deeply explore the site. For example, when users

COMMUNICATIONS

click on “Where We Work” and then choose a region of the
United States to explore, the NPCA CMS pulls related content
including “Featured Parks,” “Regional Events,” and “Regional
Press Releases.”

5. Experiment.

Don't be afraid to try things online. Test different page layouts
and track user pathways. The more you experiment, the more
likely you will find winning formulas that make your Web site
work.

Contact Melissa Roberts, Web Project Manager, at melissa @
freerangestudios.com or Susan Finkelpearl, Online Strategy
Director, at susan @freerangestudios.com, or call 202-234-5613
for more information. Or visit them online at http://www.
freerangestudios.com. ©

FORM 990 from page 1

foreign activities, hospitals, non-cash contributions, and tax
exempt bonds. A checklist of schedules was also added.

The new form will be used for the 2008 tax year (returns filed
in 2009). The IRS plans to release related instructions in early
2008.

News for Smaller Organizations

The IRS also announced a graduated transition period for
smaller organizations. These organizations will be allowed to
file the Form 990-EZ instead of the Form 990. For the 2008 tax
year (returns filed in 2009), organizations with gross receipts
over $1 million or total assets over $2.5 million will be required
to file the Form 990.

For the 2009 tax year (returns filed in 2010), organizations with
gross receipts over $500,000 or total assets over $1.25 million
will be required to file the Form 990. The filing thresholds will
be set permanently at $200,000 gross receipts and $500,000
total assets beginning with the 2010 tax year. Also, starting
with the 2010 tax year, the IRS will increase the filing threshold
for organizations required to file Form 990-N (the e-postcard)
from $25,000 to $50,000.

The final Form 990 and background material explaining the
changes from the current form and the June draft are avail-
able on the Exempt Organizations portion of the IRS Web site,
www.IRS.gov/eo. @
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CENTER NEWS

The Center Celebrates at 2007 Annual Meeting

Center Executive
Director Betsy Johnson
welcomes Mrs. Clariane
Campbell, mother of the
late Phyllis Campbell
Newsome.

With the first snow of the season as the backdrop,

the achievements of the Center for Nonprofit
Advancement in 2007 warmed the room. A sell-
out crowd of more than 230 on December 5,
2007 at the Pavilion Room of the Ronald Reagan
Building and InternationalTrade Center celebrated
the achievements of the organization and of the
Washington-area nonprofit sector. The meeting
was hosted by Center Board ChairTim Kime.

Elected officials and public leaders whose strong
support of the nonprofit community impacted
their communities in the most positive way were
honored with the 2007 Phyllis Campbell Newsome
Public Policy Leadership Awards. Honored were:

e Howard Burnett, Deputy Chief Administrative
Officer, Department of Health and Human
Services, Prince George’s County

e TheHonorablePhilMendelson, Councilmember,
Council of the District of Columbia

e The Honorable Marilyn Praisner, President,
Montgomery County Council

e The Honorable Walter Tejada,
Arlington County Board

Member,

Awards were also presented to the winners of
the Gelman, Rosenberg & Freedman 2007 EXCEL
Award. The award honors outstanding nonprofit
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leadership in our community. After a six-month
selection process, the nominating committee
selected three winners:

e Rino Aldrighetti, Pulmonary Hypertension
Association

e Lynn Brantley, Capital Area Food Bank
e Mary Funke, N Street Village

Two received honorable mentions:

e Betty Jo Gaines, Bright Beginnings, Inc.
e Chris Hart-Wright, Strive DC

The Center for Nonprofit Advancement Award,
the annual acknowledgement of an individual or
organization that has been supportive or impacted
the work of the Center, was presented to Ed Lazere
of the DC Fiscal Policy Institute. Lazere and the DC
Fiscal Policy Institute was honored for empow-
ering nonprofits though information — providing
dependable and credible research to make our
case to speak out about the community’s most
vulnerable citizens.

Keynote speaker Alan Gregerman, author of
Surrounded by Genius, suggested that inside
everyone exists a genius waiting to be tapped,
and he challenged the audience and their staff to
look at things from a new perspective to unlock
the geniuses around them.

A recap the of Center’s 2007 achievements and
solid fiscal health were shared by Tim Kime and
Center Board Treasurer Tim Abercrombie, CPA.

In 2007, Center Executive Director, Betsy Johnson,
announced her retirement, effective July 31, 2008.
Noting this upcoming change, this event marked
Johnson’s final annual meeting as executive
director. Johnson was given a standing ovation
in recognition for her many contributions over
the past 21 years. @



We would like to join the Center
for Nonprofit Advancement. We
agree withThe Center’s purpose
and objectives. We understand
that:

* Membership is limited to 501(c)
IRS ta or ization

¢ Dues cover a 12-month period
from date paid.

¢ Participation in all Center for
Nonprofit Advancement’s
services requires membership
in the organization.

¢ This is an organizational
membership with the Executive
Director as the official represen-
tative to The Center unless other-

wise noted on the application.

* By providing the signature, |

tor ive email
nications sent to my organization
by or on behalf of the Center for
Nonprofit Advancement/Center
for Nonprofit Advancement’s
Benefits Trust to the addresses
listed on the application.

Please select one Organizational
Classification

D Arts, Culture and Humanities
D Education

D Environment and Animals
[ Health

D Human Services

D International, Foreign Affairs
[ public, Societal Benefit

D Mutual/Membership Benefit
D Unknown, Unclassified

Dues Structure (as of 01/05)

If annual expenses* are: Dues are:
$24,999 and below $100
$25,000-$49,999 $150
$50,000-$99,999 $225
$100,000-$199,999 $325
$200,000-$399,999 $450
$400,000-$699,999 $575
$700,000-$999,999 $675

$1,000,000-$1,999,999 $800
$2,000,000-$3,999,999 $975
$4,000,000-$5,999,999 $1,200
$6,000,000-$9,999,999 $1,300
$10 million and above $1,500

* Line 17 of IRS Form 990.

Pay must pany your
application in order to activate your
Center for Nonprofit Advancement

membership.

center for nonprofit advancement’s
membership application

Organization Name

Address

City State Zip Code

Telephone Fax

Website Address

Executive Director Email Address O

Board Chair/President Email Address O
Optgut

Human Resources Contact Email Address

Development Contact Email Address |:|

Public Policy Contact Email Address |:|

Organizational Mission Statement

Federal ID Number Annual Expenses No. of Employees

Signature of Primary Contact Date

METHOD OF PAYMENT (PLEASE CHECK)

[check Enclosed for $ [Omastercard [visa [Jamex [piscover

Cardholder Name Signature

Card Number Amount Exp. Date

HOW DIDYOU HEAR ABOUTTHE CENTER?

DReferred by a Center member: DNewsIetter DWebsite

[Cother

WHAT CENTER BENEFITS AREYOU INTERESTED INTAKING ADVANTAGE OF?

[JHealth care Program (Health, Dental, Vision, Life)

| Background checks
[Jon-Line job bank
[JExecutive transition services

|:| Networking events

[CJAFLAC

[Jcredit union membership

Coffice supply discount

DWorkshops
[other

[Jcommercial and liability insurance
DUnemponment trust
DEmponee retirement plans

DAdvocacy assistance

Please attach a copy of Page 1 of your organization’s most recent Form 990. If no form is required by law, please attach

a copy of your most recent income statement. Return completed form along with your dues payment to:
Center for Nonprofit Advancement, PO. Box 630481, Baltimore, MD 21263-0481.
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