Sustaining Grassroots Community-Based Programs:

A Toolkit for Community- and Faith-Based Service Providers

& % U.S. DEPARTMENT OF HEALTH AND HUMAN SERVICES
] / Substance Abuse and Mental Health Services Administration
3 C Center for Substance Abuse Treatment

www.samhsa.gov



1. Introduction

Acknowledgments

'This publication was prepared for the Substance Abuse and Mental Health Services Administration (SAMHSA),
by the American Institutes for Research under contract number 277-00-6400, task order 277-00-6403 with
SAMHSA, U.S. Department of Health and Human Services (HHS). Jocelyn Whitfield, ML.S., served as the
Government Project Officer. Other contributors include Ernestine Coghill Howard (DB Consulting Group),

Mike Ennis (Impact Resource and Development), Renee Artis (Artis Consulting Group), Bill Link
(NOMAGIC, Inc.), and Kevin Monroe (X-Factor Consulting).

Disclaimer

'The views, opinions, and content of this publication are those of the author and do not necessarily reflect the

views, opinions, or policies of SAMHSA or HHS.

Public Domain Notice

All material appearing in this report is in the public domain and may be reproduced or copied without
permission from SAMHSA. Citation of the source is appreciated. However, this publication may not be
reproduced or distributed for a fee without the specific, written authorization of the Office of Communications,

SAMHSA, HHS.

Electronic Access and Copies of Publication

'This publication may be accessed electronically through the following Internet World Wide Web connection:
www.samhsa.gov/shin. Or, please call SAMHSA’s Health Information Network at 1-877-SAMHSA-7
(1-877-726-4727) (English and Espafiol).

Recommended Citation

Center for Substance Abuse Treatment, Sustaining Grassroots Community-Based Programs: A Toolkit for
Community- and Faith-Based Service Providers. HHS Publication No. (SMA) 08-4340. Rockville, MD:
Substance Abuse and Mental Health Services Administration, U.S. Department of Health and Human
Services, 2008.

Originating Office

Office of the Director, Center for Substance Abuse Treatment, Substance Abuse and Mental Health Services
Administration, 1 Choke Cherry Road, Rockville, MD 20857

DHHS Publication No. (SMA) 08-4340
Printed 2008

“ Sustaining Grassroots Community-Based Programs: A Toolkit for Community- and Faith-Based Service Providers



1. Introduction

Table of Contents

FOreword .....cccciiimisietremsemssss s s s ssasssssassnsassassansassassnssnssnsnnsnnsannnnnns 1-v
1. INtroduction ......cccciiiiiicirr s r s r s ra s r s r s n e arnnannannanan 1-1
StrategiC Planning PrOCESS ...uiiiiiiii it e e 1-2
Types of Strategic Planning ProCESSES ......euiiiiiii e eaes 1-3
Components of @ StrategiC Plan ... 1-3
(6o] o [0l [0 T=] 0] o 1= 1-3
S (= =] (o= P 1-3
Links To More Information About Sustainability .......ccoooiiiiiii i 1-3
L0 o =T ol == Y ] Y 1-4
Handout 1A: Sustainability ACtion Plan......ccoiiiiiiii s aneas 1-5
Handout 1B: Resources To Foster Sustainability ..........c.cooiiiiiii 1-11
2. Organizational Assessment and Readiness .......ccccuvmvmvmvmrensessanen 2-1
What Is an Organizational ASSESSMENE? ..o e 2-1
Getting Ready for an Organizational Assessment.......ccviiiiiiiiiii i e 2-2
Who Should Lead the AssessSmeNnt ProCESS? ....vviiiiiiiiiiiii i ree e e 2-3
Organizational ASSESSMENT TOO0IS ...ttt e 2-3
(6o o Lol LT =] (0] o =3 2-3
3] =] =] Lol = PPN 2-4
FUMther REAAING ... ettt e e e e e enes 2-4
Handout 2A: Self-AssessSmMeENnt TOOl ..iviiiiii i e e 2-7
Handout 2B: Sample Organizational Assessment Checklist...........coviiiiiiiiiinnnns 2-13
Handout 2C: Identifying Reasons To Conduct an Organizational Assessment.......... 2-15
3. Effective Marketing Strategies......ccccicrimimrrimrarimrrsssrassasannsassnsasanss 3-1
How To Write @ Marketing Plan.....c.oiiiiii i i e e e e e e e riaeaas 3-1
Identify Your Target AUIENCE ... e e e e 3-2
Conduct Market Research and Do Your HOMeWOrK .......c.cviiiiiiiiiiic i 3-2
Analyze the Competition ... 3-2
Position Your Organization in the Marketplace ........c.coviiiiiiiiii s 3-3
Review ASSEtS and RESOUICES ..uviiiriiriiieiii it sieease e saeesaesanerarsans e eanerneeaneannans 3-3
Use Marketing Communication VEhiCles......coiiiiiiiii i 3-3
ALAVETTISINEZ .ttt ettt ettt ettt sttt b ettt bttt ettt ettt eenesesene 3-3
BIOCHULES ...ttt ettt ettt ettt e e te e eae e e st e eteeteeeteeeaeeenaeenteenteeeaeeeneeeaneenreeteeeneeenes 3-3
NS L (s £ SRR 3-4
VVED STttt ettt e e e ettt e e e e e etaeeete e eeaeeeeeteeeenteeeeaeeeebeeeeateeeeaeeeeteeeetreeeaeeens 3-4

L ST 11 SRR 3-4
e TS s V.1 O RTRTT 3-4
Direct Mail and Telemarketing ..........c.eeeeiririeieueirininieiceetreeeeteieeere ettt sesee st se e eees 3-5
PUDIIC RELATIONS vttt ettt ettt ettt e e et e e e aeeeaeeeaeeeneeenseenaeeeseeeseeensesnteenseenseenseesneeenes 3-5
Spread the WOrd ... s 3-5
Develop an Effective Elevator Speech ......cviiiiiiiiiii e 3-5
Use Essential Marketing Strategies ......o.veiieiiiiii e 3-5
Evaluate Your Marketing Plan.......oooiiiiiii e 3-6
(6] o [0l U T=] 0] o 1= 3-7
] =] =] o =P 3-7
U o =T ol == Yo [ Y P 3-7
Handout 3A: Effective Marketing Strategies (With Examples) ......ccvvvvviiiiiiiinnnnnnns 3-9
Handout 3B: Effective Marketing Strategies ........ccoooiiiiiiii e 3-13

Sustaining Grassroots Community-Based Programs: A Toolkit for Community- and Faith-Based Service Providers m



1. Introduction

4. Financial Management......cicirmierermmersssasassssassssassssasassasassnsassnsasanss 4-1
Who Is Responsible for Financial Management?.......c.oooviiiiiiiiiiiic i e 4-1
Keeping Books and Accounts of Financial Transactions...........cc.ooviiiiiiiiiiiiiiiennn. 4-2
What Is @ Chart Of ACCOUNTS?. ...ttt e eaneaaeas 4-2
I LS = 16 [ Lo = 4-3
B TS Al o r= T o P 4-4
167o Lol 1T =] (0] o =3 4-5
Handout 4A: Request for Payment. .. oo et i riae e 4-7
Handout 4B: How To Manage Other Peoples’ Money:

Fiscal Policies and ProCeaUIES .....viiriiieii i s v e e e e e e enes 4-9
Handout 4C: Billing Statement. ... 4-13
Handout 4D: Chart Of ACCOUNTS . ..uiuiiiti it e aaeaaeas 4-15
Handout 4E: Glossary of Terms for Managing FinancCes........c.cvvviiiiiiiiiiiniiienieenensn 4-21

5. Sustainability Strategies: Funds Development and Fund Raising... 5-1
Planning for Fund Raising and Fund Development........ccoiviiiiiiiiiiii i e 5-1
Diversifying FUNAING SOUNCES ...ttt ittt ettt r e aae e e e ane e raaeeas 5-2
Developing Sustainable Relationships and Partnerships .........ccooiviiiiiiii i, 5-3

ALracting DIONOTS ...cuvvviiiiieietetce ettt ettt ettt 5-5

Nurturing Relationships With DOMors c.....ce.eueuciiririieuciineeccireccc et eees 5-6

Benefiting From DOMmOrs ...ttt ettt 5-6
Strategies for BUSINESS VENTUIES ... .ot e e 5-7

CONSIAETATIONS .vvieitieeeteeeetteeeeteeeeeteeeeteeeeteeeetteeeeaaeeeeseeeeteeeeseeeenseeeesseseeseseeseseesseseesseeensesenseeesnseseenreeseneens 5-7

Some Benefits of BUsiness VENTUTIES.......ccviieiuiiiiieiiecieieetee ettt et e e e et eeaeeeeteeeeteeeenreeeeseeeeneseenneeens 5-8

Business Ventures: Franchise Opportunities ...........coececiireirieiniininieieeisieeneeceeresereeeeesseesneesnenens 5-8

Examples of Community- and Faith-Based Franchise Owner/Partnerships ........ccccccoeiiiinncincnncne 5-9
Tapping Into Tax Credits as a Funding Option.......ccoiiiiiii i e 5-11
(@0 a1l [T o o = PP 5-11
2] =] = L= 5-12
Handout 5A: Exercise 1: Identify YOUr ASSelS. . cciiiiiiiiiiiiii i e 5-13
Handout 5B: Exercise 2: Evaluating ASSetS.....ciiiiiiiiiiiiiiiiiic i i aeea 5-15
Handout 5C: Exercise 3: Opportunity Identification...........ccooviiiiiiiiiiiiciiic i 5-17
Handout 5D: Exercise 4: Opportunity ASsessment ......occvviiiiiiii i e 5-19
Handout 5E: Exercise 5: Opportunity Plot.......ccooiiiiiiiii e 5-21
Handout 5F: Exercise 6: Asset CheCK....ooviiiiiii i 5-23
Handout 5G: Examples of Community Wealth Enterprises and Partnerships ........... 5-25
Handout 5H: Entrepreneurial Spirit....ccoiiii i e 5-27
Handout 5I: Five Social Enterprise Myths, Dispelled..........ccooviiiiiiiiiiiicii e 5-33
Handout 5J: FuNd-RaisSing Id@as. ... .couiuiieii et 5-37

6. Results-Oriented Evaluations ......c.ccciimmimiemiemsmsemsssssmssa s s ssassanans 6-1
What Is a Results-Oriented Evaluation?............c.ooiiiiiiii 6-1
Planning for a Results-Oriented Evaluation ..............ccoiiiiiiii 6-2
Choosing the Best Model for a Results-Oriented Evaluation ..........ccooovviiiiiiiiinnnnns 6-3
167o ] Lol LT =] (0] o =3 6-6
Link To More Information About Results-Oriented Evaluations ..........c.ccvvviiiiininnnnns 6-6
Lo =Tl == T 1 o e P 6-7
Handout 6A: Checklist for Planning an Evaluation of a Program ..........c.ccooviviieinnnn. 6-9
Handout 6B: Planning the Evaluation .........ccoiiiiiiiii e e 6-11
Handout 6C: Developing Your LOGIC MOdEl ......oiviiiiiiiiiiiiii i e 6-15
Handout 6D: Web Resources for Logic Models ......oviuiiiiiiiii i 6-19

Sustaining Grassroots Community-Based Programs: A Toolkit for Community- and Faith-Based Service Providers



1. Introduction

i ‘The Next Door: A Grassroots Success Story

Sustainability—Money will follow Mission

The foundation of The Next Door, Inc.’s development strategy is that “Money will
follow Mission.” The growth of the organization is based on a clear and passionate aware-
ness of the importance of developing strategies to accomplish the mission of “meeting the
physical, emotional, and spiritual needs of women in crisis, equipping them to develop
lives of wholeness and hope.” The Next Door’s staft and volunteers believe that when
donors, community partners, and volunteers understand the organization’s mission and see
its focus and passion for the mission, the response in providing both financial and volun-
teer resources will sustain the current work and provide for ongoing growth.

'The Next Door, Inc. began in the Spring of 2002 when a group of concerned women in
Nashville’s First Baptist Church came together with a desire to use a building owned

by the church as a vehicle for service to the less fortunate. These women became bet-

ter known as the “Wild Group of Praying Women,” and the number of women involved
increased rapidly. A community needs survey during the summer of 2002 revealed a sig-
nificant gap in services to the less fortunate in Nashville in the area of transitional housing
for women, particularly those coming out of incarceration.

Based on the results of the community needs assessment and the original desire to serve
the less fortunate, the founding group formed a nonprofit organization named the Down-
town Ministry Center, Inc. and a program named “The Next Door” not only to provide
transitional housing to women ex-offenders, but also to help in their efforts to develop a
productive lifestyle based on healthy values and good role models. The original name of
the organization was changed to The Next Door, Inc. to help convey the importance of the
underlying program and its success in helping residents with an array of services beyond
just housing, including counseling services, co-occurring disorder groups, assistance find-
ing and keeping jobs, life skills, moving into permanent housing, reuniting with families,
and staying out of jail.

It is important to understand that on the front end, the new organization had little money
and minimal experience with women in crisis or addiction. However, they had great
passion about their mission and a deep commitment to providing the finest services to
women reentering society from incarceration. They set out to provide the most outstand-
ing services possible to give each woman the greatest opportunity for success, and in less
than 2 years, The Next Door grew to a project of community-wide interest. It now has the
capacity to serve as many as 50 single women in the original downtown location and 20
single women and their children at the new Freedom Recovery Community, an apartment
complex opened in the summer of 2007.

'The Development Team uses three specific strategies to seek both current and future
resources to sustain the organization: partnership, focus, and passion.
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Partnership

'The Next Door Development Team believes that people and communities are incredibly
generous and are looking for meaningful ways to invest time and resources. The team seeks
broad-based support based on donors responsive to The Next Door’s mission. The secret,
if there is one, is to be ready to tell the organization’s story with clarity and passion in 60
seconds. The courageous stories of The Next Door’s residents are compelling, and one goal
is to communicate these stories to as many audiences as possible.

The organization’s diverse funding partners include private individuals, foundations,
congregations, corporations, and government. The goal is to seek and invite as many
segments of the philanthropic community as possible to invest in the work but not to
become dependent on any one or two sources of funding. Donations, whether from
individuals, congregations, or corporations, and grants, whether from private foundations
or government agencies, are not entitlements. Donors to The Next Door recognize that
funds received are blessings and that each gift comes with a high level of expectation of
responsibility and accountability. The organization strives to exceed donors’ and granters’
expectations in order to earn their partnership and respect in the form of “repeat gifts.”

Focus

'The program’s architects and managers believe that individual donors and other funding
partners will be moved to invest in The Next Door by its organizational focus: on the mis-
sion, on providing quality services, and on achieving excellent outcomes.

'The Next Door is fortunate to have an amazing team that is focused on building caring
relationships combined with excellence in services. The book, Good to Great, emphasizes
the need to get the right people on the bus and in the correct seats. The Next Door started
with one paid staff person with a complement of 200+ volunteers. Today, it employs 15
team members and has over 500 volunteers, each of whom is committed to the core values
of the organization: community, faith, wholeness, respect, encouragement, and hope.

Passion

Everyone connected with The Next Door is passionate about its mission and about tell-
ing the story of the needs of women in crisis, their families, and community for recovery
transformation, and hope. Current and former residents are the greatest assets in telling
the story of the needs of women and families, and they inspire the passion that the pro-
gram tries to convey in its message to supporters and potential supporters.

The dream is being lived at The Next Door. Program staff and volunteers routinely see
lives transformed and families restored. The program’s leaders and volunteers agree: “It just
does not get any better than that!”
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1. Introduction

breathed a sigh of relief.

second nature.

The volunteers who operate St. A gnes Recavery

for recovering people to gather with others in recovery,
felt nervous when told they should learn about sustain-
ability. They were afraid they wouldnt understand
what “the experts” were talking about. Once they found
out sustainability meant planning for the future, they

In the sustainability training, it became clear they
wanted to achieve the same goals in their small vol-
unteer organization that the ‘experts” wanted for
them. They just used different words. When they found
out that sustainability meant what they had been
calling long-term survival, they became highly moti-
vated to learn. Before long, talk of sustainability was

Introduction

=

Center, a storefront operation that provides a safe place l

Organizational Assessment
and Readiness

'

Effective Marketing
Strategies

Financial Management

'

Sustainability Strategies: Fund
Development and Fund Raising

'

Results-Oriented
Evaluations

ENERNEN

oday, grassroots community- and faith-

based treatment and recovery providers are

concerned about sustaining critical services
for individuals and families aftected by substance
abuse and mental health disorders. Time-limited
grant funding and categorical funding streams leave
grassroots organizations in a constant scramble
to find funds and pay rent, utilities, salaries, and
program expenses. Relying on grant awards and
contracts alone will not ensure a future for such
organizations: Once those funds are gone, critical
services for clients may cease to exist. Again and
again, organizations that rely on funds from grants
and contracts come back to the same question:
“How do I find the resources to sustain and support
my program services over time?”

Long-standing and well-established community
organizations usually have resources and revenue
to employ either a fundraising or fund develop-
ment professional to seek out funding opportunities.

Grassroots organizations, with meager budgets and
volunteer staft, don’t have so many resources, but can
nevertheless attract diverse funding partners. An out-
standing success in sustaining a program is The Next
Door, a Nashville church-based organization pro-
viding services to women in crisis. The Next Door’s
strategies for ensuring longevity are described in the
foreword to this document.

Sustainability is the capacity of an organization to
achieve long-term success and stability and to serve
its clients and consumers without the threat or loss of
financial support and the quality of services. Sustain-
ability is about maintaining and continuing program
services after a funding period is over and ensuring
that the organization has become a permanent part of
community resources.

Building a foundation for the long-term growth
and health of an organization is critical. The stability
of a house depends on the strength of its foundation.
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'The same holds true for grassroots, nonprofit organiza-
tions. Sustainable community organizations have solid,
strong foundations. Organizations need healthy, realis-
tic, and effective organizational structures; sustainable
plans or strategies; solid and continuous financial sup-
port; adequate and qualified staff; and ongoing effec-
tive strategies for marketing and fund development.

Good sustainability plans help developers of pro-
grams and initiatives clarify where they are and where
they want to go. Such plans help policymakers, opinion
shapers, leaders, and investors decide how and why to
get on board. They help key audiences understand what
the initiative is and why it is needed. Sustainability
plans also give program managers a roadmap for where
they are going and the benchmarks for determining
whether they are successfully reaching goals.

Establishing strong sustainability strategies begins
with a clear, sensible, and convincing strategic plan—
one that focuses on the entire organization. Such strat-
egies do not result from a one-time process near the
end of a grant cycle, nor do they hold an organization
over until the next funding crisis. Rather, effectively
planning for sustainability involves building competen-
cies into ongoing planning and operations that lead to
success and stability over time and a clear concept of
how to address the critical needs of a program.

In 2007, the Substance Abuse and Mental Health
Services Administration (SAMHSA) recognized the
need to develop a training and technical assistance
initiative to assist small grassroots organizations with
developing strategies for building capacity and
planning for long-term sustainability and success.
SAMHSA conducted 20 training and technical
assistance meetings that focused on several critical
elements of sustainability:

e Proper structure

e Organizational capacity and readiness
e Capacities of leadership

o Effective marking strategies

e Fund development

e Fiscal management

e Program evaluation

These topics serve as the training focus of this
toolkit.

This toolkit is designed to help grassroots commu-
nity- and faith-based organizations develop sustain-
able organizations and program services. The toolkit
provides helpful information to guide sustainability
planning efforts, samples of tools, and actual fill-in-
the-blank “planning templates” and worksheets.

The toolkit is organized in six, stand-alone, how-to
components:

e Introduction

e Organizational Assessment and Readiness
o Effective Marketing Strategies

e Financial Management

e Sustainability Strategies: Fund Development
and Fund Raising

e Results-Oriented Evaluations

Each component provides strategic, practical, and
useful information to begin the sustainability plan-
ning process.

Strategic Planning Process

'The strategic planning process provides a system-
atic way for an organization to express its vision,
describe its values, state or update its mission, develop
and accomplish short- and long-term goals, identify
strengths and weaknesses, set goals and timelines, and
track progress. The process can be used as a roadmap
for the organization—one that articulates the way in
which an organization will operate and the direction
that it will take during the next several years.

Strategic planning brings together all parts of the
organization, including board members, managers,
staff, collaborative partners, advisory members, and
community members. Input from these members,
from the beginning, ensures that each member has
every piece of information and every opportunity to
have input to accomplish the goals and tasks specified
in the plan.
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Types of Strategic Planning
Processes

Several types of strategic planning processes exist:

e Goals-based strategic planning is probably
the most common type. This process focuses
on an organization’s values, vision, and mission.
It sets goals to achieve when working toward
a mission, identifies strategies to achieve the
goals, and plans actions for those involved—
that is, who will do what to or with whom and

by when.

o Issues-based strategic planning examines issues
facing an organization and focuses on strategies
and action plans to address those issues.

e Organic-based strategic planning considers an
organization’s vision and values and then focuses
on action plans to achieve the vision and adhere
to the values.

Components of a Strategic
Plan
Several key components go into the design and

development of a strategic plan. Here are some
examples:

e Mission and vision statement—the driving
purpose of your organization

o Goals—the anticipated results

e Objectives—measurable outcomes to accom-

plish goals

° Strategies—action steps and timelines to reach
objectives

e Budget—revenue and expenditures

e Operating plan—the goals and objectives to be
met during the coming year

e Financial reports—for example, the financial
statement from the previous year

Strategic plans vary in length and scope. Some
are 1 year or 3 years in length, but other plans may
look ahead 10 years. Some plans include only top-
level information, and others may not contain action

plans. Some plans are short, perhaps only five to eight
pages, but others may be considerably longer.

Conclusions

Your organization is never too small to begin
sustainability planning or to have a strategic plan. The
strategic plan is your organization’s roadmap to a long
life. The plan builds on the vision and mission that is
shared by the board and staff. The strategic process
provides an opportunity for board members, manag-
ers, and staft to evaluate the organization’s mission,
determine a strategy to advance that mission, and
develop realistic goals to sustain services for the future.

Determining organizational readiness is the next
step of this process. An organizational assessment
provides feedback on the efficacy of your organiza-
tion’s operations—that is, what systems are working
and what systems are not. This topic is covered in the
next booklet, Organizational Assessment and Readiness.

At the end of this booklet are worksheets and
samples that can be used to help you with the process.
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Handout 14
Sustainability Action Plan

'This handout can help you understand the stages in ensuring, from the beginning, that your organization
builds in sustainability planning. You can use these action steps as guidelines for your work. Sustainability plans
should cover 1-3 years.

Plan Component/Method Action Steps Timeline
Assess_, Your Organ_izati_o_n’s e Conduct an organizational assessment Months 1-3
Capacity for Sustainability e Use SWOT analysis (strengths, weaknesses,

opportunities, and threats)

e Develop or examine your mission, vision, values,
goals and objectives, and governance/leadership

Develop a Vision, Mission, e Develop a vision and mission statement (for new Months 1-3
and Case for Support programs)

e Revisit mission to determine the need for changes
and update it to reflect additional program services
(for established programs)

e Identify the need for program enhancements
e Create internal staff team to guide planning process

e Discuss with staff and community members why this
program is needed, who will benefit, and why your
organization is the best organization to undertake it

e Identify and talk with other community leaders who
might share a common or similar vision/mission

Identify Goals and Objectives e Identify goals and objectives (for new programs) Months 1-3

e Revisit goals and objectives to determine if they
are still appropriate to carry out your mission
(for established programs)

e Expand or change goals to reflect mission and
new priorities

e Set timetables for reaching goals

Assess Funding Gaps e Estimate total amount of funds needed for program | Months 2-4
enhancements or new projects

e Assess available resources
o Identify current resources
e Identify other sources of funding, including “in kind”

Research and Identify Potential e Ensure that your programs and services, new Months 1-3
Stakeholders enhancements, and/or projects are consistent with

community priorities or community issues and

concerns

e Solicit ideas from other agencies, schools, and faith-
based communities who might share interests with
your program

e Select a team of helpful community members,
agency representatives, and business people to act
as an advisory committee
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Handout 1A. Sample of a Sustainability Action Plan (continued)

Plan Component/Method

Action Steps

Timeline

Develop Strategic Marketing
Strategies for Potential
Stakeholders

Use outcome data and results of a program
evaluation to market the success of your program

Use marketing communication vehicles, such as
advertising, brochures, newsletters, Web sites, and
voice mails

Develop, if possible, different marketing materials
for different audiences

Develop a statement for support—that is, a written
statement about why potential partners should
support your case

Months 2-5

Initiate and Establish Strategic
Relationships with Potential
Stakeholders

Determine the best strategic partnerships and key
community leaders to involve

Determine appropriate level of support needed from
partners

Engage community leaders

Build connections and networks with potential local,
State, Federal, and foundation funders (serve as
community advocates or on advisory committee)

Look for established agency and community
partnerships

Develop an advisory team composed of influential
members of the community to champion your cause

Make your organization known to legislators and
congressional staff

Months 4-6

Analyze Program Costs and
Develop Fund Development
Strategies

Clarify financing for services and outcomes

Establish the total cost needed to continue
programs and services, new projects, and program
enhancements

Develop financing strategies and evaluate options,
using input from staff and the advisory committee

List potential donors and funders

Develop timelines for initially engaging potential
donors and funders

Month 4

Diversify Funding

Develop fund-raising strategies

Develop business venture strategies (e.g., earned
income, franchising, tax credits, client talents,

and gifts)

Develop a list or database of donors (e.g., individuals,
corporations, foundations) that will give to your cause

Target Federal, State, and local funding support
and grants

Month 5

Follow Up

Formalize relationship with memorandums of
understanding

Describe volunteer positions
Formalize roles of the advisory committee

Months 5-7

Nurture Sustainable
Relationships and Encourage
Continuous Involvement

Use regular meetings and dialogue to offer
opportunities to key stakeholders, partners,

and funders for continued involvement in shaping
the program

Share credit and celebrate successes

Ensure that the program mutually benefits
all partners

Months
8-ongoing
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Handout 1A. Sample of a Sustainability Action Plan (continued)

Plan Component/Method Action Steps Timeline
Execute Fund Raising Plan e Select methods and teams for fund raising and Months
resource gathering for the year 8—ongqing
e Select team members from your advisory committee, | (arry into
board, and other community leaders to act as a Year 2)

fund-raising committee

e Formulate strategies to meet with prospects
individually

e Prepare a fund-raising plan with objectives and
timelines

e Launch and execute fund-raising efforts

Source: Corporation for National and Community Service. Sustainability Toolkit. Adapted by consultants and staff from
SAMHSA and Michelle Voll from Consulting Services for Community Solutions.
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Handour 1B

Resources To Foster Sustainability

Online Contacts

Various amounts of funding are available for nearly every
type of national and community service. Familiarity with
online funding resources is beneficial to large and small
service organizations alike. Below you will find some
contacts to assist you in building sustainability.

(To access resources from the Web addresses and
programs below, hold the control button and click on

the Web address.)

e U.S. Department of Education, Grants
and Contracts:
http://www.ed.gov/fund/landing.jhtml

e U.S. Department of Health and Human
Services, Grants and Funding:
http://www.hhs.gov/grants/index.html

e Centers for Disease Control and Prevention,
Grants, Funding, and Procurement:
http://www.cdc.gov/about/business/
funding.htm

e U.S. Department of Substance Abuse and
Mental Health, Grant Opportunities:
http://www.samhsa.gov/grants

e Health Resources and Services Administration,
Grants:
http://www.hrsa.gov/grants/default.htm

e U.S. Department of Housing and Urban
Development, Working with HUD:
http://www.hud.gov/grants/index.cfm

e National Endowment for the Arts, Grants:
http://www.arts.gov/grants/index.html

e U.S. Small Business Administration (SBA),
Center for Faith-Based and Community
Initiatives:

http://www.sba.gov/aboutsba/sbaprograms/
taithbased/index.html

e USA.gov, U.S. Government’s Official Web
Portal:
http://www.usa.gov

e 'The Foundation Center, Finding Funders:
http://foundationcenter.org/findfunders

e Council on Foundations, Community
Foundation Locator:
http://www.communityfoundationlocator.com

e Building Community Collaboration and
Consensus, Grants:
http://www.communitycollaboration.net/
grants__primarily_social_services_and_
educational__also_collaboration_informatio.htm

e Nonprofit Resource Center, Fundraising,
Philanthropies:
http://www.not-for-profit.org

e About.com, Nonprofit Charitable Orgs:
http://nonprofit.about.com/od/fundraising

e GuideStar.org, Resources for Nonprofits:
http://www.guidestar.org/npo/index.jsp

e United Way:
http://www.unitedway.org

Recently, many foundations and companies have
narrowed the focus of their giving programs. If you
can find a way to leverage your involvement to one
of their main causes, then you could have a better
chance at getting a company’s attention. Companies
also support volunteerism among employees and
tavor noncash gifts, which many nonprofit organiza-
tions often overlook as a fund-raising source.

Online Research

Foundations are required to fill out IRS Form 990s.
'These forms are often posted on a foundation’s Web
site, so you can review these when researching a
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Handout 1B. Resources To Foster Sustainability (continued)

company. Because of fewer government regulations,
you may find it more difficult to find information

on direct corporate giving. Because of this dearth of
information, you will probably find much more infor-
mation on foundations online. Foundations typically
use their Web sites as a marketing tool and may not
include a lot of details about their giving. You will
have to dig deeper to find out if your program really
would be eligible for a grant. For example, you may
have to call the foundation and request a grant appli-
cation with a description of eligibility requirements.
You will want to keep this information in mind when
looking for corporate and foundation funding on

the Web.

When searching the Web, try various search engines.
Each engine will likely give you difterent results.
These broad search terms may help:

e Foundations

e Corporate giving

e In-kind gifts

e Nonprofit grants

e Funding for senior programs

e Request for proposals (or RFP)

Online Resources

e Corporation for National and Community
Service, Grants Listing:
http://nationalserviceresources.org/resources/
grants

e Senior Corps Technology Center, Hands-On
Technology Trainings:
http://seniortechcenter.org/training/index.php

e Senior Corps Technology Center, Tech Articles
and Tools:
http://seniortechcenter.org/web/index.
php#articles

e 'The Foundation Center:
http://toundationcenter.org

- Foundation Directory Online (http://fconline.

tdncenter.org): Updated weekly, this direc-
tory provides comprehensive and accurate

information on U.S. grantmakers and their
funding activities.

- Catalog of Nonprofit Literature
(http://toundationcenter.org/gainknowledge/
cnl): Containing 25,000 full bibliographic
citations and more than 17,000 descriptive
abstracts, this searchable database of
philanthropy literature is updated daily and
incorporates the contents of the Foundation
Center’s five libraries.

e TechSoup, Funding:

http://techsoup.org/learningcenter/funding/

index.cfm

Low Doc Loan Program (from SBA):
http://www.abcsmallbiz.com/reference/sbatd/

sbalowdocloan.html

LowDoc is a streamlined loan program that
seeks to ensure a fast turnaround for businesses
in need of financing. The maximum loan is
$150,000, and calls for a response from the
SBA within 36 hours of receiving a complete
application.

Export Working Capital Program (EWCP)
(from SBA):
http://www.sba.gov/services/financialassistance/
SpecialPurposeLoans/ewcp/index.html

EWCP supports export financing to small
businesses when that financing is not otherwise
available on reasonable terms. The program
encourages lenders to offer export working
capital loans by guaranteeing repayment of up

to $1 million or 90 percent of a loan amount,
whichever is less. A loan can support a single
transaction or multiple sales on a revolving basis.

Designed to provide short-term working capital
to exporters, EWCP is a combined effort of

the SBA and the Export-Import Bank. The

two agencies have joined their working capital
programs to offer a unified approach to the
government’s support of export financing.
EWCP uses a one-page application form and
streamlined documentation to turn around
financing usually in 10 days or less. A letter of
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Handout 1B. Resources To Foster Sustainability (continued)

prequalification is also available from SBA.

For more details on SBA’s loans and quali-
fication criteria, visit http://www.sba.gov or
contact the local SBDC (http://www.sba.gov/
localresources/index.html).

Additional Services
Venture Capital

Venture capital organizations can also help with
starting or expanding a business. Financing through
a venture capitalist is different from borrowing from
a lender. Instead of earning interest, the venture capi-
talist takes an equity stake (part ownership) in the
business—that stake may be substantial. The advan-
tage of equity financing is that this capital does not
have to be repaid like a loan. The venture capitalist
earns a profit through dividends and the appreciation
in the value of the company’s stock.

As a condition of investing funds in a business,
venture capitalists often have the right to review
management decisions. In some cases they appoint
their own managers to oversee certain aspects of the
business. While the entrepreneur typically retains
day-to-day management control of the company, the
venture capitalist has some control over the strategic
direction of the business.

Highly independent entrepreneurs must think care-
tully before accepting venture capital. Not only will
venture capitalists be entitled to a significant portion
of the profits of the company, but they may also take
away much of the autonomy of the entrepreneur.

Loan Packaging

A team of loan consultants from Small Business
Development Centers (SBDCs), which is a program
of SBA, provides lending guidance and loan packaging
services for a modest cost. The area of consultation
includes assistance with financial projections, the
statement of sources and uses of funds, the business
plan, and the determination of appropriate sources

of financing.

SBDC works closely with area banks and assists
viable clients with business plans and the application
process.

SBDC offers comprehensive workshops on how to
prepare a business plan and financial information.
After you complete a workshop, you will meet with

a consultant to analyze your ability to qualify for a
business loan. The consultant will help to determine
what loan program is most suitable for your business.
If interested, call your local SBDC for a schedule of

upcoming workshops or to schedule an appointment.
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2. Organizational Assessment and Readiness

ing money to expand.

Jake’s Recovery House, operated by a group of formerly

provided transitional housing for 12 recovering men
until they could get on their feet. They heard about get-
ting vouchers for providing recovery support services, l
but were stymied when told that they would have to do

an organizational assessment to apply for funds.

Then they remembered a professor in the neighborhood
who had offered to help Jacob’s Leaders in any way he
could. When they approached him, he jumped at the
chance to help. After reading the government require-
ments, the professor led everyone through the process,
step by step. The professor also helped them establish a
5013(c)(3) nonprofit. Before the year was over, they
had qualified to provide transitional housing services
for the recovery-oriented system of care, and were sav-

Introduction

homeless men who called themselves Jacob’s Leaders, l

Organizational Assessment
and Readiness

2

Effective Marketing
Strategies

!

Financial Management

!

Sustainability Strategies: Fund
Development and Fund Raising

!

Results-Oriented
Evaluations

EY & BN &

rganizations are similar to the human body.

Each is made up of several major systems

that work together. Failure in one system
causes stress in another. Thus, overall health suffers.
If each system functions properly, then the overall
health of the organization is good. It takes a thorough
and honest assessment of each organizational system
to understand how your organization is functioning,
what are its strengths and weaknesses, and what areas
require improvement.

An organizational assessment is like the annual
exam that many people get from their family doctor.
Like a doctor asking questions to find out the health
status of a patient, an organizational assessment
asks questions to determine the health status of an
organization. Frequently reviewing an organization’s
health will prevent unexpected and sometimes
difficult problems from emerging. Such an assess-
ment provides information on the performance of an

organization and a thorough report on what works
and what doesn’t.

'This booklet introduces the organizational as-
sessment process and describes how the information
gathered from the process can be a useful component
of the strategic plan.

What Is an Organizational
Assessment?

Organizational assessment is a systematic proce-
dure to gather information about an organization,
identify specific challenges, and develop ways to
address them. The assessment helps the organization
review its programs and services, structure, staffing,
personnel, finances, internal systems, leadership, and
culture. It does not replace the strategic plan but
is one of the first steps to be taken in the strategic
planning process. The assessment is a critical starting
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point for initiating any type of change within the
organization.

Getting Ready for an
Organizational Assessment

Organizations need to have some degree of readi-
ness to engage in an organizational assessment. The
organization should consider its culture—that is,
how people think, make decisions, and perform—and
leadership, resources, vision, people, and systems:

e Get agreement on the scope of the assessment,
current situation and challenges, responsibili-
ties, timetable, and who will be involved. If an
outside consultant will be used, this first step
should include him or her.

e Determine the leadership, skill, and amount of
time that are needed to carry out the assessment.

e Identify major conflicts that might bog down
the process.

e Orient all board members and staff (and con-
sultant), as appropriate, to the review process,
clarifying questions about participation, confi-
dentiality, and reporting.

e Determine what resources (e.g., staff, time, tech-
nology, and money) must be committed to the
process.

e Collect data about the different systems that
will be assessed.

e Analyze and summarize the findings, looking at
interrelationships between key issues.

e Review findings with board members and/or
staff (perhaps during a full-day meeting) to gain

agreement on priority issues and concerns.

e Develop recommendations for change, getting
agreement about change strategies from all
affected people within the organization, Again,
this may be done best through a full-day

meeting.

e Develop an action plan that addresses priority

concerns, including responsibilities and timelines.

e Ensure that staft or board members champion
and work through the process as each system is
assessed.

e Make sure that the vision or strategy points to
where you desire to go.

Organizational leaders and key staft members
should carefully review the assessment, perhaps dur-
ing a special meeting or retreat. Here, they can work
with staff to gain consensus about the current situa-
tion, identify key issues, develop an action plan and a
timeline for addressing these issues, and make a plan
for evaluating outcomes. An outside consultant who
has expertise with nonprofits can also help with the
assessment. However, the consultant’s skills should
fit into the culture of your organization. He or she
should also know the language and culture of racial/
ethnic groups with which your organization works.

The following are key functional areas that you
may consider including in your assessment.

e Mission: A mission statement typically de-
scribes an organization’s purpose, why it exists,
and what it seeks to accomplish. It is important
that the organization receives mutual consent
for how the mission is carried out across the
variety of departments and levels within the
organization (e.g., key stakeholders, managers,
employees, and clients and customers). The mis-
sion statement can be updated and expanded to
meet environmental and political changes.

e Board governance: Leadership and governance
are critical to the success of your organization.
'The board of directors is the legal governing
entity for the organization. It determines the
mission and ensures that resources are used to
tulfill that mission. From a legal standpoint,
each board member or trustee and staff member
of a nonprofit are held to three standards:

- Duty of care. Using his or her best judgment

to actively participate in decisionmaking.
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- Duty of loyalty. Setting aside personal
and professional interests to act in the best
interests of the nonprofit. Here, organizations
must address and disclose potential conflicts
of interest.

- Duty of obedience. Complying with all
Federal and State laws while carrying out
the organization’s mission and purpose. All
board and staft members should be familiar
with these statements because they provide
momentum for work.

e Program management: This refers to the way
in which an organization uses its resources to
complete unique tasks on target, on time, and
on budget; to meet the organization’s mission;
and to reach its vision. Well-run and efficient
organizations are in an excellent position for
attracting funds and grants.

¢ Financial management: This is one of the
most important management practices of any
organization. A financial assessment will help
your organization pinpoint its financial condi-
tion and determine the integrity of the book-
keeping process. It also provides a clear financial
report to long-term and potential grantors.

e Planning: This process provides your organi-
zation with a strategic direction for moving
into the future. It can help to ensure that your
organization does not miss funding opportuni-
ties and opportunities for growth.

e Human resources management: Appropriate
and qualified personnel are critical to carrying
out the mission of programs, services, and proj-
ects. Practices and policies should be in place to
ensure that staff are treated fairly, performance
expectations are clear, and staft are held ac-
countable to performing those expectations.

Who Should Lead the
Assessment Process?
In general, at least two people should lead the or-

ganizational assessment. These people should under-
stand the context in which your organization operates

and be able to generate systematic information on the
programmatic performance of the organization, the
efficiency of the management systems, and the norms
and values that drive the organization. Ideally, the as-
sessment team should have several qualities.

e Credibility: Be recognizable to main stakehold-
ers and members of the organization and have
the right balance of authority, responsibility,
insight, and knowledge of the organization.

e Technical know-how: Understand the ap-
proach and the organization’s issues, be knowl-
edgeable about the organization’s programs and
services, and have data analysis skills.

e Objectivity: Balance the perspectives of differ-
ent people.

e Communication skills: Be able to communi-
cate the results of the assessment in a manner
that other people can understand easily.

o Interpersonal skills: Interact with all parties in
a sensitive and effective manner and be able to
work as part of a team.

e Availability: Be willing to commit time to con-
ducting and working on the assessment.

Organizational Assessment
Tools

Your organization can use many tools to conduct
an organizational assessment. SWOTT can effectively
analyze and assess the internal and external environ-
ments in which your organization functions. SWOT
examines internal Strengths and Weaknesses and
external Opportunities and Threats. Strengths may
include staff expertise or connections with the com-
munity. Weaknesses may include an inactive board or
inefficient processes. Opportunities may include new
services or business ventures. Threats may include lo-
cal funding cuts or public apathy about a community.

Conclusions

Every organization wants to improve its perfor-
mance from year to year. Conducting an organiza-
tional assessment will help your organization identify
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the components on which the assessment should
focus on first and determine strengths and weakness-
es of your organization. From the assessment, your
organization can also learn overall capabilities and
the effectiveness and marketability of programs and
services. The organizational assessment helps organi-
zation answer the following questions.

e Is there a shared understanding of the vision
that results in a direct connection between jobs
and your organization’s mission?

e Do employees have the necessary skills and
abilities to fulfill the mission?

e Are employees rewarded for their work?

e Is your organization structured appropriately for
the services delivered and the needs of clients
and consumers?

e Do policies and procedures support goals and
the mission?

e Are employees willing to change along with the
evolving needs of your organization?

e Is leadership active, supportive, and appropriate
for administering programs and services?

o Are the infrastructure and services strong
enough to be sustained over time?

You have many assessment tools from which to
choose. The remaining pages of this booklet present
resources for further reading and a few examples of
planning templates and organizational assessments
and checklists that you can adapt to fit the needs of
your organization.
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Handout 2A

Self-Assessment Tool

Please complete each question to the best of your
knowledge. When completed, identify the program
areas that require strengthening. Begin to discuss
strategies with your team around the findings.

'These 3 handouts provide you with tools for
gathering the information you need to develop your
mission statement, plan for a board of directors, and
prepare for other important organizatioal matters. It
will help you identify your strengths and show you
where you can make changes.

Name:

Organization:

Part I
Organizational Readiness

Strategic Visioning/Planning

1. Does your faith-based organization (FBO) or
community-based organization (CBO) have a
mission statement?

Yes No

Don’t Know

2. When did the FBO/CBO write the mission
statement?

3. Has it been updated?
Yes No

4. How did your FBO/CBO develop your mission

statement/vision?

Board retreat

Telephone conference call
Staff meeting
Don'’t know

Other (specify)

Board Membership

1.

10.

11.

Do you have a board?
Yes No

Do you know who is on your board?

Yes No

Does your FBO/CBO have a policy statement on

the role and responsibilities of board members?

Yes No

Do you have a relative on the board?

Yes No

Is your neighbor on the board?
Yes No

Do you have a lawyer on your board?
Yes No

Do you have a public relations or media expert
on your board?

Yes No

Do you have an accountant or certified public
accountant on your board?

Yes No

Do you have a technology geek on your board?
Yes No

Do you have a consumer on your board?

Yes No

Do you have a business person on your board?

Yes No
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Handout 2A. Self-Assessment Tool (continued)

12. Do you have an evaluator on your board?

Yes No

13. Do you have a board recruitment process?

Yes No

14. Do you have board orientation or training?
Yes No

15. Do you have a board retirement process?

Yes No

Staffing

1. Do you have a human resources handbook or
policy statement?

Yes No

2. When did the FBO/CBO update the human
resources handbook or policy statement?

3. Do you have internal staft training?
Yes No

4. Do you offer external staff training?

Yes No

5. Do former client(s) or recovering person(s) serve
as staff?

Yes No

6. Do you have licensed or certified staff?
Yes No

7. Do you have volunteers or interns on your staff?

Yes No

8. Do you have bilingual staft members?
Yes No

9. Do staftf members contribute to or support FBO/
CBO fundraisers?

Yes No

10. Does your FBO/CBO have staft meetings?
Yes No

11. Does your FBO/CBO have a succession plan?
Yes No

Program Services

1. Does your FBO/CBO provide eftective

services?
Yes No

How do you know? Please elaborate:

2. Do you conduct an internal evaluation of
program services?

Yes No

3. What services do you provide? Please check
__ Housing
__ Substance Abuse Services
__ HIV/AIDS Testing/Referral/Counseling
__ JobTraining
_____ Child Care Services
__ Medical Services

Transportation

4. Isyour FBO/CBO licensed or accredited?
Yes No
By what FBO/CBO?

5. Does your FBO/CBO seck client input on

services?

Yes No
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Handout 2A. Self-Assessment Tool (continued)

6. Do you collect and report program outcome 4. Do you have a referral protocol with
data? collaborators?
Yes No Yes No
Financial Management Public Relations/Marketing
1. Does your FBO/CBO have an accountant or 1. Do you have an FBO/CBO brochure?
fiscal person? Yes No
Yes No _
2. Ifyes,when was the FBO/CBO brochure
2. Is your accountant or fiscal person certified? updated?
Yes No
3. Is your FBO/CBO brochure in more than one
3. Do you have written fiscal management policies? language?
Yes ~ No Yes ~~ No
What language(s):
4. Are your FBO/CBO records audited?
Yes No 4. Do you have a public relations or marketing
expert on your staff?
5. When was the last FBO/CBO audit? Yes No
5. Do you have a public relations or marketing
6. Do you collect third-party payments? intern or volunteer in your program?
Yes No Yes No
7. Who does the invoicing for the FBO/CBO? 6. Does your FBO/CBO have a Web site?
Yes No _
Collaboration and Networking 7. Does your FBO/CBO have name recognition?

Yes No

1. Do you collaborate with other agencies? — —

Yes No g.

Does your FBO/CBO have a good reputation?
Please identify your collaborative partners: Yes No

9. Does the staff or board make presentation(s) to

city/county or state public officials or decision

makers?

2. Do you submit collaborative proposals? Yes _ No __
Yes No

3. Do you have a formal memorandum of
agreement with a (any) collaborative partner?

Yes No
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Handout 2A. Self-Assessment Tool (continued)

Please add other questions that address organiza-
tional readiness:

Part II
Financial Sustainability

Fund Diversity

1. Do you have multiple sources of funding?
Yes No

Please specify the sources of funding:

2. Does your FBO/CBO collect funds via your Web
site?

Yes No

3. Does your FBO/CBO brochure seek funds?
Yes No

4. Does your FBO/CBO have the ability to obtain

funds via a credit card?

Yes No

5. Do you receive funding from the United Way?
Yes No

6. Isyour FBO/CBO certified to receive funds
from the United Way?

Yes No

7. Has your FBO/CBO sought funds from the
United Way?

Yes No

8. Do you seek or use “in-kind” services?
Yes No

Fund Raising/Development
1. Does your FBO/CBO conduct a fund-raising

event?

Yes No

2. Do you have a fund-raising committee or team?

Yes No

Who comprises the fund-raising committee or

team (specify):

3. Did your fund-raising effort raise any funds?
Yes No

4. Does any FBO/CBO staft member serve on any
advisory board(s)?

Yes No

5. Did your FBO/CBO use any free public service

outlets to advertise your fund raising?

Yes No

6. Does your FBO/CBO send thank you letters or

otherwise recognize contributors?

Yes No

7. Does your FBO/CBO do direct solicitation?
Yes No
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Handout 2A. Self-Assessment Tool (continued)

Grant Writing

1. Does your FBO/CBO have a grant writing team?
Yes No

2. Does your FBO/CBO have multiple grants?
Yes No

3. Identify other agencies that have grants in areas
similar to your grant (specify):

4. Do you have the capacity to apply for grants

online?

Yes No

5. Have you applied for any foundation grant funds?
Yes No

6. Are you familiar with traditional foundations in
your area or State?

Yes No

7. Are you aware of corporate foundations in your
area or State?

Yes No

Social Entrepreneurial Activities

1. Does your FBO/CBO have a “for profit” arm?
Yes No

2. Does your FBO/CBO operate a business?
Yes No

3. Does your FBO/CBO have a type of service or
product that the public would pay to receive?

Yes No

Please specify:

Are you familiar with any foundation or
organization that supports social entrepreneurial
efforts of non-profits?

Yes No

Please specify:

Do you have a relationship with any existing
business?

Yes No

Describe:

Are you familiar with large community- or
faith-based organizations in your area that
operate businesses?

Yes No

Do you have a mentor/mentee relationship
with any large CBO or corporation in your com-
munity?

Yes No

Are you interested in generating revenue through
a “for profit” entity?

Yes No
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Handout 2B

Sample Organizational
Assessment Checklist

'This checklist has been prepared to help your organization review its systems and programs. It can help you

identify ways to strengthen your organization.

Rating*

Indicator

Met

Needs
Work

N/A

Planning Re

garding the Total Organization

E

1.

The organization's purpose and activities meet
community needs.

The organization frequently evaluates, by soliciting
community input, whether its mission and activities
provide benefit to the community.

The organization has a value statement that
is reflected in the agency's activities and is
communicated by its constituents.

The value statement includes standards of ethical
behavior and respect for others’ interests.

The organization has a clear, meaningful written
mission statement that reflects its purpose, values,
and people served.

The board and staff periodically review the mission
statement and modify it to reflect changes in the
environment.

The board and staff have developed and adopted a
written strategic plan to achieve its mission.

Board, staff, service recipients, volunteers,
key constituents, and general members of the
community participate in the planning process.

The plan was developed by researching the internal
and external environment.

10.

The plan identifies the changing community needs,
including the agency's strengths, weaknesses,
opportunities, and threats.

11.

The planning process identifies the critical issues
facing the organization.

12.

The plan sets goals and measurable objectives that
address these critical issues.

13.

The plan integrates all the organization's activities
around a focused mission.

14.

The plan prioritizes the agency’s goals and
develops timelines for their accomplishment.

15

. The plan establishes an evaluation process and

performance indicators to measure the progress
toward the achievement of goals and objectives.

16.

Through work plans, human and financial
resources are allocated to ensure that goals are
accomplished in a timely fashion.
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Handout 2B. Sample Organizational Assessment Checklist (continued)

Rating*

Indicator

Met

Needs
Work

N/A

A

17. The plan is communicated to all stakeholders

of the agency: service recipients, board, staff,
volunteers, and the general community.

Planning Re

garding the Organization’s Programs

E 1. Programs are congruent with the agency's mission
and strategic plan.

A 2. The organization actively informs the public about
its programs and services.

A 3. Clients and potential clients have the opportunity
to participate in program development.

R 4. Sufficient resources are allocated to ensure each
program can achieve the established goals and
objectives.

R 5. Staff have sufficient training and skill level to
produce the program.

A 6. Programs in the organization are integrated to
provide more complete services to clients.

R 7. Each program has performance indicators to
ensure that the program meets its goals and
objectives.

R 8. Performance indicators are reviewed annually.

A 9. The agency networks and/or collaborates

with other organizations to produce the most
comprehensive and effective services to clients.

Planning Re

garding the Organization’s Evaluations

R 1. Every year, the organization evaluates its activities
to determine progress toward accomplishing goals.

A 2. Stakeholders are involved in the evaluation
process.

R 3. The evaluation includes a review of organizational
programs and systems to ensure that they comply
with the organization's mission, values, and goals.

R 4. The results of the evaluation are reflected in the
revised plan.

A 5. Periodically, the organization conducts a

comprehensive evaluation of its programs. This
evaluation measures program outcomes.

* E = Essential; R = Recommended; A = Additional to strengthen organizational activities.

Source: McNamara, C. W., ed. Checklist for a Planning Assessment for Nonprofit Organizations. Minneapolis, MN: United
Way of Minneapolis Area. Accessed November 14,2007, at http://208.42.83.77/org_eval/uw_plng.htm
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Handour 2C

Identifying Reasons To Conduct an
Organizational Assessment

Instructions: The following exercise can help members of your organization understand why they would
conduct a self-assessment. Ask senior managers and other individuals or groups you think should be involved
to reflect on this question and begin a list of their reasons for self-assessment. Their ideas can be shared and
can become the basis for future decisionmaking. This exercise may be conducted on an individual basis, with
the information then collated by one person, or it may be carried out as a group exercise, facilitated by either an
internal or an external person.

In your organization, identify the three main reasons for undertaking a self-assessment at this time.

1.

2.

3.

Source: Lusthaus, C.; Adrien, M-H.; Anderson, G.; and Carden, F. Chapter 1. Should You Conduct a Self-Assessment? In
Enbancing Organizational Performance: A Toolbox for Organizational Assessment. Ottawa, ON, Canada: IDRC, International
Development Research Centre. Accessed November 14, 2007, at http://www.idrc.ca/en/ev-28193-201-1-DO_
TOPIC.html
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3. Effective Marketing Strategies

“We're volunteers doing God's work. We don’t
do marketing,” the leader of Helen’s After-School
Helpers said emphatically. And we aren’t looking to
sell anything.” Then someone told her that market-
ing could help advance the mission of her group of
volunteers, and she asked for help.

Now Helen has only the highest praise for the
young woman who helped her reshape her message
to communicate better with the parents she was

trying to reach and to build a relationship with

Introduction

Organizational Assessment
and Readiness

l

Effective Marketing Strategies

l

Financial Management

=

community youth.

a women’s treatment center whose clients needed
childcare services while they went to outpatient
treatment. After making a “targeted” presentation
to the women’s center, she found out the director’s
husband ran an after-school program for teenagers.
Helen’s After-School Helpers are now planning to

team with the teenage program o serve even more

!

Sustainability Strategies: Fund
Development and Fund Raising

l

Results-Oriented Evaluations

Y & BN

rassroots organizations often find marketing

to be quite a challenge. Many are just being

introduced to the concept, and limited
resources keep others out of the mix. Either way,
these organizations must reach out to and engage
with new audiences to attract funding, serve more
clients, and advance the mission of the organization.
‘The most valuable services are worthless if local
community members aren’t aware of them.

Your organization can use marketing strategies
to address specific problems of concern to the

organization, donors, the community, and consumers.

Marketing is a continuous and cumulative process of
communication and motivation. In simplest terms,
marketing seeks three outcomes:

e Communicate a message that motivates the
targeted audience to take action.

e Bring your organization closer to achieving its
mission and goals.

e Build financial partnerships and long-term
relationships.

'The information provided in this booklet delivers
basic information about marketing principles,
methods, communication, and resources. Your
organization can use this information to develop a
marketing strategy.

How To Write a Marketing
Plan

A good marketing plan starts with an understand-
ing of marketing objectives and what the organiza-
tion is trying to achieve. The objectives should be
based on an understanding of your organization’s
strengths and weaknesses and the environment in
which it operates. A nonprofit organization is driven
by its mission and objectives. The mission defines
what the organization wants to accomplish, and
objectives serve as action steps to fulfill the mission.
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Strategic goals speak to the overall program and
services.

Suppose your organization has two objectives:
increasing the number of youth served by 25 percent
and employing counselors to serve this population. To
achieve this, your marketing objectives could include
targeting a foundation that has a mission to improve
the outcomes of youth at high risk for substance
abuse. Your objectives should always be SMART:

e Specific

e Measurable

e Action-oriented

e Realistic/Responsibilities stated
e Timed

Whatever the goal, decide in advance how success
will be determined. For example, if the goal is to
increase awareness, then how will it be measured?
Success can be a 10 percent increase in donations or an
increase in the number of referrals received by the or-
ganization. You decide the criteria for success. In most
cases, marketing objectives can be achieved without a
lot of money, but they do require some creativity.

Identify Your Target Audience

Goals and objectives will determine with whom
your organization needs to communicate. Marketing
to the right target audience will help your organiza-
tion meet its objectives. The target audience may
consist of clients, those who refer clients to your
organization, or potential donors. Target audiences
should be separated by level of importance, such as
highest, middle, and lowest. Then, messages can be
created for and directed at certain audiences. Market-
ing approaches should focus on the decisionmakers in
the targeted audience.

After the target audience is identified, your organi-
zation must determine the best way to reach it.

Conduct Market Research and
Do Your Homework

Market research can be used to make better deci-
sions. Market research should first look at current

clients of the organization. They are the best source
of information about programs and services. What
works, what doesn’t, and what needs aren’t being
met? How did clients learn about the program and/
or services? Does the organization adequately inform
people about its offerings? Gathering information
from and about clients will lead to better services for
them and help organizations find ways to collaborate
with and identify potential donors.

If your organization has a story to tell, then say
it with numbers and statistics. Numbers make an
impact and add to an organization’s credibility.
For example, say your outcomes data indicate that
60 percent of your clients are gainfully employed
within 6 months of participating in your recovery
support program. Your organization can use this data
to demonstrate the success of the program and to
attract donors and funders.

Analyze the Competition
You should always know your competition. The key

to knowing the competition is making comparisons.
Comparing your organization with the competition
will highlight strengths that set your programs and
services apart from others. These strengths should be
used in the messages of your marketing plan. Here
are some questions that can help your organization
get to know its competition:

e Do competitors have more experienced staff?

e What makes your organization difterent or
unique from competitors?

e How long have competitors been in business?

e Do competitors offer more comprehensive
services?

e What selling points do competitors advertise?
e Where do competitors advertise?

e How do competitors communicate with
potential donors?

e What messages do competitors market and
how do they differ from your organization?

e Howdo competitors recruit clients?
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e Do competitors rely on advertising or
referrals?

e Do competitors use the same referral sources as
your organization?

Answers to these and other similar questions
should be considered as your organization crafts its
marketing plan.

Position Your Organization in
the Marketplace

Analyzing the competition will help your
organization to develop a positioning statement.
A positioning statement identifies how your orga-
nization wants to be recognized and/or viewed by
consumers, competitors, the media, and others. Here
are some questions that can help your organization
determine its position in the market:

e What services are provided?
e To whom are the services provided?

e How does your organization differ from
others?

e Why should funders and donors support your

organization?

e What unique benefits do clients and the
community get from using your organization’s
services?

Review Assets and Resources

For small grassroots organizations with limited
funding, all assets and resources for marketing
must be used effectively. Assets are both organiza-
tional and physical. Organizational assets include
the value the community holds for the organiza-
tion’s programs and services, the experience and
expertise of staff and the board of directors, the
level of dedication from volunteers, and the level

of support from donors. Physical assets include the

facility, motor vehicles, and any equipment that is
owned or rented.

Other resources can also be used to meet market-
ing goals:

e Board members may have relationships or
connections to businesses or corporations that
could help the organization.

e Rooms or space in the facility could be rented
to other organizations or groups.

e A parking lot could be used to hold a

fund-raising event.

e A van or car could be turned into mobile
advertising.

Be creative. Make the best use of assets and
resources to help your organization reach its market-
ing goals.

Use Marketing
Communication Vehicles

Advertising

Advertising puts your organization where it can
be seen.

e Find an advertising agency that would give
free time and effort and be willing to help your
organization create advertising materials.

e Seek out low-cost ads in local media (e.g., tele-
vision, radio, newspapers, billboards).

e Get to know reporters and make your organiza-
tion their final source of information.

e Make the organization’s programs and services
newsworthy.

Brochures

Brochures are a great way to talk about your orga-
nization’s program or services.

e Include the mission statement, a brief history
of your organization, and information about its
services.

e Include pictures, when appropriate, of clients
participating in programs or performing an
activity. A picture is worth a thousand words.

e State the location and address for where to send
donations.
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Newsletters

Whether printed or posted online, newsletters are
a great tool for building and keeping relationships
with stakeholders and potential donors. Newsletters
can educate your audience about the mission of
your organization, the need that your organization
addresses, and how that need is met. Newsletters can
also keep stakeholders informed of annual or capital
tund-raising campaigns. Here are some tips about
what to put in a newsletter:

e Use testimonials. Include stories that describe
personal success and healing.

e Use pictures (e.g., children in an after-school
program, lunch being delivered to a senior)
to show your organization in action. Pictures
show donors the benefits and results of their
donations.

e Include a statement about where to send
donations. Offer difterent levels of giving, and
describe what each amount will accomplish. For
example, $25 will provide lunch for a senior for
1 week, or $100 will pay for five AA meetings.

e Include a wish list. A person who can’t contrib-
ute financially may be able to donate supplies
or materials.

Web Site

The Internet is a fast-growing base for charitable
donations. A Web site is a somewhat inexpensive
way to get support for your organization. A Web site
is also a great way to build and keep relationships
with stakeholders. If no one in your organization can
create a Web site, then ask for volunteers from a local
high school or college. They can help to build and

maintain a Web site that:

e Gives Web browsers a reason to visit and return
to the site.

e Is dynamic and interesting.

e Has up-to-date content.

e Includes surveys or polls about relevant issues.
e Includes testimonials and success stories.

To reach a larger audience:

e Include your organization’s Web site on relevant
Web directories (e.g., faith-based programs or
Sober.com).

e Use keywords in the content so it will pop up
on search engines.

e Sign up for free and fee-based search engines,

such as Yahoo and Google.

e Provide links to sites of partners that collaborate
with your organization.

e Seek advertising partners.

e Place the Web address of your organization on
all materials.

Make sure that Web users have a way to donate.
Dedicate a section or a page to information about
making a donation:

o Identify different levels of donations.
e Describe the benefits of giving.
e Place a donation button on every Web page.

'The Internet is a relatively new media. Every day
people find new ways to use it to engage people—so
be creative.

E-mail

'The number of people using e-mail continues to
grow. E-mail is an effective way to keep clients and
supporters informed:

e Collect as many e-mail addresses as you can.

e Send e-mail blasts whenever your organization
has a success story or important news to share.

e Send e-mails to update supporters and clients
about fund-raising campaigns.

Voicemail

Voicemail is another outlet that can be used to
keep clients and potential clients informed. Voice-
mail messages should be concise and changed often.
'They can announce, for example, upcoming events, a
new program, fund-raising goals, or an achieved goal.
Listen to your organization’s voicemail message and
find ways to use it as a marketing tool.
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Direct Mail and Telemarketing

Direct mail can reach a broad target audience. It
can be an efficient tool to communicate with cur-
rent supporters and donors and when followed up
with a phone call (telemarketing). However, direct
mail can also be one of the most expensive marketing
vehicles. When considering a direct mail campaign,
the level with which a target audience is familiar with
your organization is a big concern.

Broad telemarketing campaigns have the same
problems as direct mail efforts. When considering a
telemarketing campaign, your organization should
consider cost, staffing, and legal issues. Acquiring lists
of names and phone numbers can be expensive, and
many telemarketers are needed. Plus, many States
have banned unsolicited telemarketing.

Nonprofit fund raisers enjoy the most success
with direct responses (5.4 percent), followed by
retail stores (3.4 percent), and establishments selling
services to businesses (3.3 percent) (Oser 2003).

Public Relations

Here are some tips on how to use media to further
your mission:

e Express opinions related to the cause of your
organization by writing letters to the editor or
an op-ed piece.

e Issue press releases on newsworthy events from
your organization.

e List important events in local newspapers
(e.g., calendar of events).

e Invite the press when conducting health and
information fairs.

Spread the Word

Identify every opportunity to communicate and
build relationships with supporters:

e Use all types of marketing tools (e.g., t-shirts
with a logo, bumper stickers, lapel buttons).

e Invite supporters of the organization to a thank
you breakfast.

e Organize a tour of your organization’ facilities.

e Present an award to a local politician,
community leader, or major donor for their
support.

e Invite supporters and donors to meet some of
the people that their donations have helped.

Develop an Effective Elevator
Speech

What’s that? An elevator speech is a brief but
compelling way to introduce yourself and your orga-
nization to outsiders. Basically, you have 10 seconds
or less to gain someone’s attention and communicate
the mission of your organization, for example:

Hi, I'm Paula Smith, and I give second chances.
I am the director of the Live Right Safe House.
We offer job training, life skills, and housing

to women who are recovering from drug and
alcohol abuse. We provide the safety net they need
to get back on their feet, stay healthy, and live
drug-free.

In three short sentences, Paula told people who
she is, what she does, whom she does it for, and the
benefits that her organization provides. These are the
basic elements of an elevator speech:

e “Drop a hook” to get the listener’s attention:
« . »
I give second chances.

e Tell the listener what you do: “We offer job
training, life skills, and housing.”

e Indicate whom you serve: “Women who are
recovering from drug and alcohol abuse.”

e Describe the benefits: “We provide the safety
net they need to get back on their feet, stay
healthy, and live drug-free.”

The key is to keep the speech short and to practice
until it flows naturally. The speech should focus on
benefits, not process.

Use Essential Marketing
Strategies
Regardless of your organization’s size and mission,

using essential marketing strategies will help to build
community awareness and support:
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Identify target audiences: Define the groups
that your organization wants to reach.

Maintain consistent communication: Plan a
communications strategy for the next year.
Develop a timeline for press releases, newsletters,
special events, and other marketing efforts.

Create a visual identity: Don't overlook the
importance of a visual identity. Either hire a
graphic artist or seek talents from the local col-
lege. The organization should have a distinctive
logo, colors, and marketing slogan or message
and a consistent style to all marketing materi-
als. Display the organization’s name and logo
on newsletters, reports, signs, and brochures.

A memorable, well-designed visual image will
enhance awareness of the organization.

Use message repetition and variation: An audi-
ence is more likely to remember a message if it
is repeated in diftferent communication vehicles.
For example, include the mission statement in
brochures, newsletters, and public service an-
nouncements (PSAs) and on Web sites. Also,
develop brief, memorable slogans to capture the
essence of a message.

Use many communications tactics: Tailor mes-
sages to different target audiences. One message
doesn't fit all. Using various communications
vehicles can help to establish and maintain a
positive image and broaden the marketing reach
of your organization.

Use the right media: Use the media best suited

to reach your target audience. When doing so,
consider your financial resources. If possible, seek
several media outlets (e.g., phone calls, letters, e-
mails, newsletters, PSAs, press releases, editorials).

Develop a strong, well-known identity over time:
Building visibility and awareness is a gradual pro-
cess. Be patient, persistent, and consistent.

Build relationships: Invite community leaders,
local politicians, and potential donors on a

tour of your organization’s facilities. Ask board
members, staff, and volunteers to write a short
note and attach it to a newsletter or solicitation.

For example, “Dear Phil: I thought you might
be interested in the work that we’re doing.”

e Ensure results: Educate stakeholders about the
mission of the organization and explain to them
how the organization benefits the community.
Include stakeholders as part of the solution. Tell
them and show them just what their donations will
accomplish (e.g., how many people will be helped
or how many meals their donation will provide).

e Use the Web: If your organization doesn’t
have a Web site, then get one—now! Consider
hiring a Web designer. Use the Web site to keep
stakeholders informed and to receive charitable
donations.

e Write articles and press releases: Not only do
articles and press releases keep current stake-
holders informed, but they also open your
organization to potential clients and support-
ers. Articles also solidify your organization as
an expert in its field. Press releases can be used
to announce any newsworthy item, including
new programs and services. When writing press
releases, use a headline that seems more like
news, not an ad.

e Benefit from testimonials: Let the world
know the kudos that your organization has
received from satisfied clients and collaborators.
Testimonials of any length, from just a state-
ment to a few sentences to an entire page, can
be used in many marketing pieces.

Evaluate Your Marketing Plan
The best-laid plans aren’t perfect. Establish a

timeline to evaluate your marketing plan. Monitor
and evaluate outcomes and use feedback to revise
programs.

e Wias the organization able to achieve its goals?
e What worked?

e What didn’t work?

e What strategies and tactics should continue?

'Think of the marketing plan as an ongoing project.
'The plan should be reevaluated whenever goals change.
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Conclusions

Nonprofit organizations must reach out to and en-
gage with target audiences. To reach those audiences,
the organization should develop, maintain, evaluate,
and revise a marketing plan. Developing an identity
is a critical part of that plan. Together, the plan and
a credible identity will bring clients and stakeholders
closer to the organization, so it can meet objectives
and reach potential funders.
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at http://directmag.com/casehistories/b2b/market-
ing_nonprofit_response_rates/>cid=response_rate

At the end of this booklet are worksheets and

samples that can be used to help you with the process.

Further Reading

Levinson, J.C. Guerilla Marketing. New York:
Houghton Mifflin, 1994.
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4. Financial Management

After Reverend Janice’s husband retired from the
corrections system, the two 0f them began meeting
with women inmates before their release to help them
make plans for going to treatment when they got out.
The couple became very succe&y’ul, got some attention

Introduction

!

Organizational Assessment
and Readiness

didn’t know if they were doing it right.

her husband are sleeping better now.

They found out it was possible to get some help—
called technical assistance—from a faith-based
program operating in the jail. But then they had a
new fear—that they wouldn’t understand or know
how to relate to the consultant. In fact, he turned out
to be a nice guy who understood their situation per-
fectly. He reassured them, and showed them better
techniques for keeping their books. Sister Janice and

'

NN E

in the media, and received a small grant from the Effective Marketing
county. But they were losing sleep about their finan- Strategies
cial situation. They kept financial records, but really l

Financial Management

!

Sustainability Strategies: Fund
Development and Fund Raising

'

Results-Oriented Evaluations

N

=Y i

oday, community- and faith-based organiza-

tions and nonprofits have to be accountable

more so than ever before. This is particularly
true about finances. Accountability extends beyond
the treasurer of the board and other board members.
It affects the entire organization, from programs and
services to quality and success. Organizations have an
obligation to act as responsible stewards in managing
their financial resources, complying with all legal finan-
cial requirements, and adhering to sound accounting
principles that produce reliable financial information,
ensure fiscal responsibility, and build public trust. And

donors and funders expect money to be managed well.

Basic skills in financial management start in areas
of cash management and bookkeeping. Integrity in
financial management is necessary to ensure continued
funding support. To understand its financial health, an
organization must know how to generate and analyze
financial statements. This aspect of management may
be the most challenging for community- and faith-
based organizations.

Without question, an organization lives or dies by
how well it manages financial resources. Nonprofits
should effectively and efficiently use their financial
resources to accomplish their missions and should
establish clear policies and practices to monitor regu-
larly how funds are used.

This toolkit provides you with useful information
on the basic elements of financial management and
managing others peoples’ money.

Who Is Responsible for
Financial Management?

Handling and managing finances is best suited
for a person on the board, usually the treasurer, or
someone in the organization with at least basic
financial management knowledge and skills. The board
develops and authorizes a set of procedures for how
the organization manages its finances and determines
how those procedures are carried out. The treasurer
develops systems and practices to manage the finances

Sustaining Grassroots Community-Based Programs: A Toolkit for Community- and Faith-Based Service Providers



4. Financial Management

of the organization and its programs in coordination
with board members to:

e Ensure accurate recording, reliable reporting,
and the capacity to analyze and interpret his-
torical and current financial data

e Prepare financial plans and reports

e Generate financial statements

e Track spending

A high degree of accuracy and reliability of infor-

mation will help organizations to operate the business
effectively and to establish accountability and public
trust—all of which lead to long-term sustainability.

A fiscal officer or program manager is usually
responsible for preparing the budget. He or she may
choose to keep a chart of accounts or buy software to
manage the funds. However, an outside consultant or
certified public accountant (CPA) can also be hired
to fill this role. In either case, board members usually
lend support to the budget process.

Keeping Books and Accounts
of Financial Transactions

Accounting begins with basic recordkeeping of
financial transactions. Community- and faith-based
organizations typically use one of two types of ac-
counting systems to handle their financial transac-
tions: cash basis and accrual basis. The cash basis
system relies mainly on the checkbook to track trans-
actions. The amounts for and purposes of the transac-
tions are recorded on the checks. As an organization
grows, an accrual-based system may be used. Such a
system uses journals and ledgers to track transactions
(e.g., a receipt journal to track cash receipts and a
disbursement journal or ledger to track checks). The
journals and ledgers are helpful when developing a
“chart of accounts” that some funders review when
making funding decisions.

What Is a Chart of Accounts?

'The chart of accounts is a listing of all accounts.
Each financial transaction is posted to a chart of ac-
counts according to a particular category. Numbers are
assigned to each transaction. For example, you may

want to track your expenditures for office supplies

and salaries. To do this, you will have to determine

the category in which this expenditure fits and then
assign an account number to the expenditure. There is
no set way to design your chart of accounts or series of
account numbers. The chart usually has five categories:
assets, liabilities, net assets (or fund balances), revenues,
and expenses. Account numbers usually result from the
types of revenues and expenses that your organization
expects to use most frequently.

For example, suppose your organization has three
programs: counseling, tutorial, and recreation. Each

program receives its own account code:

Name of Program

Account Code

Counseling 01
Tutorial 02
Recreation 03

Prefixes can then be added to each of these codes
for each expense item within each program, for

example:

e Salaries for counselors would appear in the
chart of accounts as 7210-01.

Expense

Account Code

7210 (Salary)

-01 (Counseling)

e Supplies for the recreational program would be

posted to 7710-03.

Expense

Account Code

7710 (Supplies)

-03 (Recreation)

You can even keep track of sublevels of expenses by

adding a third tier of coding to the account number.

For example, if you have a tutorial program at two

schools, then you might assign “A” to the first school
and “B” to the second school. So, in the chart of ac-
counts, salaries for tutors at each school would be

designated as 7210-02-A and 7210-02-B:

Expense Account Code Site
7210 (Salary) -02 (Tutorial) -A
7210 (Salary) -02 (Tutorial) -B

Table 1 presents an example of a chart of accounts.

Sustaining Grassroots Community-Based Programs: A Toolkit for Community- and Faith-Based Service Providers
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Table 1. Sample of Chart of Accounts

Assets Expenses
1010 | Cash 7110 | Salaries and Wages of Officers, Directors, etc.
1011 | Checking Account
1012 | Petty Cash 7210 | Other Salaries and Wages
1020 | Savings and Temporary Cash Investment
1030 | Accounts Receivable 7310 | Payroll Taxes, etc.
1040 | Allowance for Doubtful Accounts 7311 | FICA Payments (Employer’s Share)
1050 | Pledges Receivable 7312 | Unemployment Insurance and Taxes
1060 | Allowance for Doubtful Accounts 7313 | Workers’ Compensation Insurance
1070 | Grants Receivable 7314 | Disability Insurance
1130 | Prepaid Expenses 7519 | Accounting Fees
7520 | Audit and Accounting Fees
1610 | Land 7521 | Bookkeeping Services (Outside)
1620 | Building 7522 | Payroll Services (Outside)
1640 | Equipment 7523 | Bank Service Charges
Liabilities 7710 | Supplies
2010 | Accounts Payable
7810 | Telephone
2410 | Loans From Trustees and Employees
7910 | Postage and Shipping
2510 | Mortgage Payable
8010 | Occupancy

Net Assets 8011 | Office Rent
3100 | Current Unrestricted Net Assets 8012 | Janitorial and Similar Service Fees
Revenue 8110 | Equipment Rental and Maintenance
4010 | Contributions (Direct Mail)
4050 | Special Events (Gift Portion) 8210 | Printing and Duplication

8220 | Publications

4100 | Donated Services and Use of Facilities

8310 | Travel
4220 | Corporate Grants
4230 | Foundation Grants 8710 | Insurance
4232 | Sponsorship Fees 8712 | Scholarships

4510 | Government Contributions

5040 | Sales to Public of Program-Related
Inventory

5060 | Other Program Service Fees

5110 | Social Enterprises

Source: Adapted from Nonprofit Management Group, Department of Public Administration, Baruch College/City University of New York.

The Budget Revenue and support are two types of income.

The budeet di focal d Revenue is income that the organization has earned
¢ budget directs iscal management and op- or received through investments. Support is income
that the organization has received through grants and

donations. Revenue and support can be broken down

erations. To manage the budget properly, nonprofit
organizations must understand several terms: revenue,

support, expenses, and net operatmg mcome. by the speciﬁc source of income.

Sustaining Grassroots Community-Based Programs: A Toolkit for Community- and Faith-Based Service Providers E



4. Financial Management

Expenses are usually separated into personnel
and nonpersonnel. Depending on the structure of
your organization, salaries may be included as part
of expenses for specific programs and administrative
costs and fees. Expenses for each program stem from
direct costs of delivering services—such as supplies,
travel, and consultant fees—to the client. Some indi-
rect costs, such as rent, may also be allocated to these
programs. Many indirect costs are included in the
administrative cost line. The expenses covered in each
line vary among organizations.

Net operating income is the amount of income
you expect to realize after payments of mortgages, taxes,
insurance, operating fees, and other such expenditures.

Most funders set reporting requirements when
it comes to the budget. Many require independent
audits or 2-year financial reports. Audits should be
performed every year by a CPA. The auditor should
be changed every 3 years to ensure accuracy and
thoroughness.

Budgets can be used as a diagnostic tool, giving
you the predictive intelligence to detect problems
before they have major financial consequences and
helping you move from reactive to proactive, profit-
able financial management. The creation and execu-
tion of a budget that supports your organization’s
strategic goals and drives decisionmaking is an im-
portant part of your organization’s success in deliver-
ing on its mission.

Of the items contained in a budget, here is a list of
only the core elements:

e Personnel (e.g., full-time staff, part-time staff
with fringe benefits, volunteers)

e Supplies

e Equipment (if more than $1,000 per item)

e Equipment leases

e Occupancy cost for space

e Travel (local and out of town)

e Training (e.g., conferences, workshops, trainers)

e Other expenses that relate to the program (e.g.,
telephone service, postage)

Table 2 displays a sample budget.

Samples of other budgets are available online
from the Nonprofit Financial Center:
http://www.nfconline.org.

Best Practices

e Keep good records, including copies of all
receipts and expenditures. Make sure that all
financial data are kept up to date and use gener-
ally accepted accounting principles.

e Meet reporting requirements of funders. Create
a monthly report of all financial activities. The
report should be made available during each
board meeting. Specific reports can also be sent
to funders if requested.

e Always use funds 