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Cleveland Foundation, 80–81
Code of ethics, 136, 305
Collective listening, 98–109

with board and strategic planning retreats, 109
major gifts clubs created through, 99–100
with participative focus groups, 103–109
with written surveys, 100

Colleges, community benefit from, 20
Commemorative naming opportunities, 269–274
Commissions, stockbroker, 265
Commitments, 139–140
Committee to Encourage Corporate Philanthropy,

83
Communication(s). See also Listening

honest, 147
and learning styles, 39–42
levels of, 181–182
methods of, 91, 92
newsletters/letters/e-mail, 193–194
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