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» Confront chronic gossips. Use
one-on-one meetings or the
“‘communication” section of
employee evaluations to deliv

IS unacceptable.
[Source: “Loose Lips, Pink Slips,” Samuel
Greengard, Arrive magazine, November/
December 2003. McMurry Publications,
1120 Avenue of the Americas, 4th Floor,
New York, NY 10036.]

Help companies get rid of old
computers.Many firms upgrade
their computer equipment regus-
larly. But disposal of older
computers — even those just a
few years old — can be a hass
Companies don’t want to landfi
the equipment. But they also
want to ensure that donations g
to worthy recipients.

By acting as an
“outsourcing” agent for dispos-
ing of old computers, nonprofits

can get still-valuable equipment

for their programs or clients as
well as providing a valuable
service for local companies.
Moreover, donating computers
to charity earns companies a ta
deduction.

Individual charities can ask
companies to donate computer
Or, you can link up with organi-
zations like the National Cristin
Foundation (www.cristina.org)
or the Computer Recycling
Center (www.crc.org), which
gather donated computers from
companies, refurbish them, ang
distribute the equipment to
nonprofits, schools, and commd
nity groups.

[Source: ““Good’ Riddance to Used
Computer Equipment,” Divya Manning,
Inside Comporate Philanthropy, September
5, 2003. www.onphilanthropy.com]

cthe 1950s. We're bombarded
the message that office gossip with up to 5,000 ads a day,

A FUNDRAISER’S NEWSYLETTER...

Americans are drowning in

30,000 items, up from 5,000 in

compared to about 500 in the
1970s.

for consumers’ attention: In
1960, there were 25,000
nonprofits in the U.S. Today:

of nonprofits has increased 129
in just the past three years.

To fight through the clutter:
* Find new ways of acquiring

. donors, such as e-malil, the

| Internet, and alternate respon

media (ARM).

o Spice up your fundraising
appeals through storytelling,
localize your campaigns, and
seeking matching gifts.

[Source: “Do Donors Have Too Many

Choices,” Kelly Cummings, Today’s

Fundraiser, September 5, 2003.

www.onphilanthropy.com]

good stewardship.Managing

Xyour donor lists keeps commun
cation flowing, decreases un-
wanted mail, and cuts costs.

S. To keep your database

healthy, involve your database

amanager and staff in your
fundraising mission by:

« Stressing the importance of
accurate data entry. Nothing
alienates a donor more than

I getting a letter with their name

misspelled.

I~ Educate database staff on ba
fundraising so they understan
the importance of what they d

» Ensure that list-related donor

More charities also compete

o

Good database management is
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complaints are shared with the

choices.Supermarkets now carry development director. Develop

a consistent response strategy
for common complaints, such
as supporters who want less or
no mail.

» Update donor contact informa-
tion via an NCOA (National
Change of Address) query at

least once a year.
[Source: “Caring for Your Donor File is

more than 2 million. The numberCaring for Your Donors,” Randy Brewer,

Today’s Fundraiser, September 5, 2003.
www.onphilanthropy.com]

Are you reaching out to older
Americans and ethnic commu-
nities to recruit volunteers?90

S‘?)ercent of African-Americans

over age 45 volunteer, a far
higher percentage than among
white Americans. And Hispanic
volunteers give the most hours
— an average of 22 hours a
month. Yet Latinos and African-
Americans are asked less fre-
quently than whites to volunteer
or donate money.

Overall, 86% of Americans
over age 45 volunteer. 30% say

i-the 9/11 terrorist attacks made

them more willing to give their
time.

Working seniors could
become the most generous
donors over the next decade.
Many baby boomers, now
turning 50, are college grads,
volunteered in their youth, and
grew up in homes where parents
volunteered. And in the next 10
years, the over-50 population

Siwill increase by 18.3 million
dpeople.
0.

For more information, see
the American Association of
Retired People (AARP)’s




“Multicultural Study 2003: Time
and Money: An In-Depth Look
at 45-Plus Volunteers and
Donors”; the executive summatr
can be downloaded free at http
research.aarp.org/general/
multic_2003_1.pdf

Also, see “Experience at
Work: Volunteering and Giving
Among Americans 50 and
Older,” a study by AARP and
Independent Sector, available
online at http://
www.independentsector.org/
programs/research/

experience.html

[Source: AARP press release, September
14, 2003; and Independent Sector press
release, November 4, 2003.]

Target smaller donations.86%
of Americans are still donating
to charity. But they're giving
smaller gifts.

In 2003, 14% of donors gav
gifts of $500 or more. That's
down from 24% in 2001.

For more information, see
the report, “Vertis Customer
Focus 2003: Direct Marketing
for the Nonprofit Sector,” avail-
able free from Scott Marden,
Director of Market Research,
Vertis, 250 West Pratt St.,
Baltimore, MD 21201; 978-388-
2492.

[Source: “Donors are Giving Less Than in
2001, Poll Finds,” Matt Murray, The
Chronicle of Philanthropy, October 16,

2003. P.0. Box 1989, Marion, OH 43305;
800-728-2819.]

Check your mailing list to
determine which of your
donors would like to receive
information via e-mail. Then
start an electronic newsletter to
cultivate and nurture donors.

An e-newsletter can keep
you in regular contact with
supporters. It provides a forum

yto promote your purpose and
/6ervices. It gives you a platforn
to demonstrate your successes
and provide important and
interesting information. And
when archived online, the news
letter can be a valuable resourg
for members or donors.

E-newsletters are cheaper,
faster, and more environmental

friendly than paper publications.

They also can be tracked more
efficiently, so you'll know if
they have been received by the
recipient, which articles were
read, and what links were
clicked on. This information car
be used to better tailor your
publications and appeals to
match the interests of your
supporters.

E-mailed publications also
can include easy-to-use registr:
tion forms for upcoming events
or training classes offered to
supporters; interactive polls anc

feedback on issues; and forms

for updating contact information.

And, of course, your e-newslet-
ter always should include a call
for donations, linked to an easy
online mechanism for giving.
[Source: “A Good e-Newsletter Can Work
Wonders for Your Nonprofit,” Chris Donald,
Philanthropy News Network Online,
November 12, 2003. www.pnnonline.org]

Companies crave recognition
when partnering with
nonprofits. Recognition pro-
grams add credibility to corpo-
rate philanthropy, raise aware-
ness of the issue supported, an
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are plain old good public relation
for the firm.

Recognition programs can
include presenting an award to
your corporate partner, issuing
press releases promoting your
relationship, and holding a joint
press conference that positions t

-company as an expert on your
g@ssues. You can even feature the

company’s logo on your website
and link to their corporate site.

ly Joint press releases should

1

include a quote from a prominen
company official, a brief descrip-
tion of the business, and a short
explanation of the connection
between the firm and the issue it
is supporting. When companies
make in-kind donations, mention
the specific brand names of the
products being donated.
Nonprofits may consider
using the media and public-
relations expertise and staff of

atheir corporate partner to promot

the relationship. But be sure to

establish a clear understanding ¢

] each party’s role in the recogni-
surveys that can provide instant tion program. And remember: It i

totally appropriate for your group

to state up front what you will or
will not do to promote your

partner.

[Source: “Using Recognition to Build
Corporate Partnerships,” Connette Gayle,
Inside Corporate Philanthropy, July 18,
2003. www.onphilanthropy.com.]

Board turnover is inevitable.
Keep transitions smooth.Start

by using a board-service form to
gauge each new board candidats
commitment. Ask what issues
interest the candidate the most,
how much time they have to

dcontribute, what they want to gai
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from service, and what skills
they bring to the job. The form
should spell out the board
member’s expected annual timg
commitment, meeting atten-
dance, and fundraising role.

The executive director
should write a letter to each ne
board member welcoming them
to the job and suggesting a visi
or tour. Departing board mem-
bers should be asked to attend
transitional interview with the
new member.

Reinforce the importance of
the board member’s role by
formally administering an oath
of office. Give new board mem-
bers a chance to mingle with
their peers by setting up a dinn
or some other informal event.

Finally, give the new board
member meaningful work. And
conduct a follow-up orientation
after a few months to answer
guestions and address issues 1
tackled during the first inter-
view.

[Source: “Make for a Smooth Changing of
the Board Guard When Transition Occurs,”
Board & Administrator for Administrators
Only, March 2003. Aspen Publishers,

7201 McKinney Circle, Frederick, MD
21704; 800-638-84317.]

Ensure that your board mem-
bers understand their fiscal
responsibilities. Nonprofit
boards set financial policy for

the organization. They determine

how money will be spent. They
help develop and approve the
annual budget, but delegate

responsible for monitoring
financial outcomes to ensure th
the organization is solvent, on
> target with planned expenses a
revenues, and has income to
meet future expenses.

To fulfill these responsibili-
vties, board members should be
provided with a basic financial
I statement, bottom-line figures ¢

revenues and expenditures, an
ahistorical fiscal data for compar

son.

[Source: “Understanding Your Financial

Responsibility,” Board & Administrator for

Board Members, March 2003. Aspen

Publishers, 7201 McKinney Circle,
Frederick, MD 21704; 800-638-8437.]

Internet ...

er

Campbell Research recently

surveyed nonprofit employees

about their favorite fundraising
software. Among the best-rated
were:

ot

* Donor2 from Systems Suppor
Services: http://
www.donor2.com/

* Raiser’s Edge from Blackbaug
http://www.blackbaud.com/
solutions/raisersedge.asp

* ResultsPlus from Metafile
Information Systems: http://
rp.metafile.com/

» Matchmaker 2000: http://
www.matchmaker2000.com/

» eTapestry: http://

www.etapestry.com/

[Source: “Charity Fund Raisers Rate

Software in Online Survey,” Nicole

Wallace, The Chronicle of Philanthropy,
February 2, 2003. P.0. Box 1989, Marion,

implementation of fiscal policies OH 43305; 800-728-2819.]

to the chief financial officer.
Board members also are
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Resources ...

These are among the books ang
rticles that have made the
iggest difference in my life in
philanthropy,” says Simone:

* Robin Hood Was Right: A
Guide to Giving Your Money
for Social Changeby Chuck

yn Collins and Pam Rogers. New
d York: W.W. Norton & Com-
i- pany, 2000.

* Built to Last by James C. and
Jerry I. Porras. New York:
HarperCollins Publishers,
1994.

* “The Living Company,” by
Arie De GeusHarvard Busi-
ness Reviewyarch-April
1997.

* “The Greatest Leadership
Challenge: Renewing our
Belief in Democracy and
Political Advocacy,” by Scott
HarshbargerThe Nonprofit
Quarterly, Summer 2003.

t « “The Commons: Our Mission

If We Choose to Accept It,”
by Roger Lohmannlhe
Nonprofit Quarterly, Summer
2003.

* “Who’s Promoting the Gen-
eral Welfare?” by Jeff
Madrick. The Nonprofit Quar-
terly, Summer 2003

* Clicks and Mortar by David
S. Pottruck and Terry Pearce.
Jossey-Bass Publishers, Inc.,
San Francisco, 2000.

* The Fifth Discipline: The Art
and Practice of a Learning
Organization by Peter M.
Senge. New York: Doubleday,
1990.
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