
183

I N D E X

A
ACLU, 145

Activities. See Business lines (core 

activities)

Administration costs: allocation to 

business line, 33–34; closing a program 

impact on, 84–85; description of, 31; 

Matrix Map for making decisions 

related to, 119–121

Amazon advertising, 130–131

Annual appeals: business logic of, 

135; description of, 135; logistics of 

successful, 137–138; who to ask and 

timing of, 136

Annual campaign (Midtown Multiservice 

Center), 104

Annual street festival (Midtown 

Multiservice Center), 104, 118

B
Board members: direct mail role of, 139; 

major gifts and role of, 134; Matrix 

Map used to illustrate planning to, 

161; things to consider for the, 8–9; 

weighting impact role by, 53. See also 

Executive director/CEO; Leadership

Business lines (core activities): description 

of, 20; determining full costs of, 30–34; 

determining revenue to, 31, 34–36; 

earned-income, 151–158; Everest 

Environmentalists assignment of 

revenue by, 37; identifying the, 20–22; 

leverage of, 45–46; Matrix Map with 

cluster of, 69

Business lines costs: analyzing merger 

impact on, 125; considerations for the 

fi nance staff, 33–34; direct costs, 30–31, 

33–34; Everest Environmentalists full, 

32; fair share of administrative costs, 

31, 33–34, 84–85, 119–121; fair share 

of common or shared costs, 31, 33–34, 

84–85

Business model: business model statement, 

62–68; for fi ve preschools, 151–152; 

mission and mission statements, 

24–25, 41–42, 63–65. See also Nonprofi t 

business model

Business model statement: defi nition of, 

62; using Matrix Maps with, 62–65, 

67–68; Midtown Multiservice Center, 

63–65; samples of, 65–66; Tempest 

Theater, 62–63
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Business planning: description of 

nonprofi t, 166–167; Matrix Map used 

to supplement, 167. See also Strategic 

planning

C
Categorical funding, 154

CEO. See Executive director/CEO

Charitable remainder trust (CRT), 

144, 145

Charity sales, 146

Closing programs: reluctance to, 102–103; 

Stop Sign quadrant information on 

decision, 84–85

Common costs. See Shared (or common) 

costs

Community: impact criteria of building, 

45; ties between nonprofi ts and, 15

Community foundations, 141

Consultants, 9

Consumer-paid fees, 153

Continuous decision making: importance 

of, 12; leadership challenges of, 

171–173. See also Decision making

Core activities. See Business lines (core 

activities)

Corporate foundations: corporate gifts 

from, 143–144; description of, 141

Corporate gifts: business logic of, 143; 

description of, 143; organizations that 

do well with, 143–144

Cost reimbursement, 154

Costs. See Business lines costs

Counterpoints. See Matrix Map 

counterpoints

Creative thinking: creating environment 

for, 99–101; strategic alternatives using, 

98–99

D
Decision making: administration costs, 

119–121; challenges of making hard 

decisions, 171–173; closing programs, 

84–85, 102–103; evaluating, 111; 

Everest Environmentalists strategic 

imperatives used for, 101–102; 

generative and creative thinking for, 

98–99; from implementation focus to 

execution and, 170–171; Matrix Map 

to analyze possible merger, 123–126; 

Matrix Map tool for leadership, 

169–173; Midtown Multiservice Center 

strategic imperatives used for, 104; 

Tempest Theater strategic imperatives 

for, 105. See also Continuous decision 

making; Strategic imperatives

Delicious fundraising, 131

Depth of program, 43–44

Direct costs: allocation to business line, 

33–34; description of, 30, 30–31

Direct mail: business logic of, 138–139; 

description of, 138; downside of, 

139; e-mail, 139; getting started, 

140; organizations that do well with, 

139–140

Direct payers: fundraising and, 156–157; 

mix of government contracts and, 156; 

revenue from other sources and, 

155–156; volunteer efforts and, 157

Domestic Abuse Prevention Center: 

Matrix Map for administration costs, 

120; Matrix Map for administrative 

costs broken out, 121

“Donate Now” button, 130

Donations. See Fundraising

Donor-advised funds, 141

“Don’t game the process,” 52
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E
E-mail direct mail requests, 139

E-mail newsletter, 132

E-scrip, 146–147

Earned-income business lines: 

consumer-paid fees, 143; direct payers 

and fundraising, 156–157; direct 

payers and government contracts, 

156; direct payers and volunteer 

efforts, 157; fi ve preschools example 

of, 151–152; government contracts, 

153–155; mix of revenue from direct 

payers/other sources, 155–156

ESL classes: fi lling an important gap 

(FIG), 44; as Heart: high impact, low 

profi tability, 85–87, 104

Evaluating decisions, 111

Everest Environmentalists: assignment 

of revenue by business lines of, 37; 

business lines of, 21; decision made on 

basis of strategic imperatives, 101–102; 

description of, 16; determination of full 

costs, 32; determination of profi tability, 

29–30, 38; determining costs of business 

lines of, 30–32; fi lling an important 

gap (FIG), 44; impact assessment with 

compiled scoring, 50; impact scoring 

sheet on, 49; income statement for, 

29–30; Matrix Map revelations on, 

70–71; Matrix Maps for, 67, 81, 97–98; 

plant nursery program of, 98–102; 

profi tability and impact scoring, 51; 

programs that don’t have a market, 

108–109; revenue-generating vehicles 

of, 21; strategic imperatives for, 98–101; 

value proposition considered at, 119

Execution: defi ning, 170; gathering 

data on impact of, 42–43; impact 

through excellence in, 42–43; from 

implementation focus to decision 

making and, 170–171. See also Strategic 

planning

Executive director/CEO: keeping a foot 

in the door, 107–108; Matrix Map 

for strategic planning with new, 165; 

things to consider for the, 6–7. See also 

Board members; Leadership

F
Facebook fundraising, 131

Fee for services: business models for 

fi ve preschools, 15–152; consumer-

paid fees, 153; description of, 154; 

government contracts, 153–155

FIG (fi lling an important gap), 44–45

Financial sustainability: business lines 

costs, 30–32; description of, 13; dual 

bottom line of mission impact and, 

24–25; as intrinsic core organizational 

goal, 11–12; working capital and, 27. 

See also Nonprofi t income models; 

Profi tability; Sustainability

Foundation Center, 141, 142

Foundation grants: advantages of, 

140–141; basic types and resources 

on, 141–142; downside of, 142–143; 

organizations that do well with, 142

Founders’ Day dinner (Tempest 

Theater), 107

Funders, 9. See also Nonprofi t income 

models

Fundraising: annual appeals and 

membership renewal campaigns, 

135–138; charity sales and scrip, 145–

147; corporate gifts, 143–144; direct 

mail to warm list, 138–140; 
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Fundraising (continued )

direct payers and, 156–157; foundation 

grants, 140–143; in-kind donations, 

147–149; Internet, 130–132; major 

gifts, 132–134; mapping activities for, 

93–95; planned giving, 144–145

G
Gates, Bill, 109

Goal prioritization, 162

Google advertising, 130–131

Government contracts: funding through, 

153–155; funding through mix of 

direct payers and, 156

Grants, 154

H
Head Start preschool program: effectiveness 

of, 78; as Midtown Multiservice Center’s 

Star program, 77, 104, 115

Heart program quadrant: changing 

activity to Star from, 118–119; drifting 

from Star to Heart to Stop Sign, 

116–118; as high impact, low 

profi tability, 85–89; how Star 

programs become, 114–115; keep, 

but contain costs strategic imperative 

for, 87; Midtown Multiservice Center 

programs, 104; as original nonprofi t 

program, 115–116; quick Matrix Map 

on, 92; reluctance to close program 

of, 102–103; strategic imperatives for 

sustainability of, 92–93

Hybrid revenue strategies, 12

I
Impact: choosing criteria for, 39–40; 

Everest Environmentalists scoring on, 

49–51; fast agreement about, 40–41; 

Heart: high impact, low profi tability, 

85–89; Money Tree: low impact, high 

profi tability, 89–91; seven criteria for 

determining, 41–48; Star: high impact, 

high profi tability, 77–80; Stop Sign: 

low impact, low profi tability, 80–85; 

ways to develop criteria for, 47–48; 

weighting and scoring, 48–53; when 

programs are of equally high, 68–71. 

See also Programs

Impact axis: description of, 55, 57; 

quadrants of, 58; scale numbers added 

to, 58; three break-even programs with 

different impact levels, 57

Impact criteria: 1: alignment with 

core mission, 41–42; 2: excellence 

in execution, 42–43; 3: scale or 

volume, 43; 4: depth, 43–44; 5: fi lling 

an important gap (FIG), 44–45; 

6: community building, 45; 7: leverage, 

45–47

Impact strategies: description of, 23; at 

Tempest Theater, 24

Implementation: new paradigm of, 171; 

old paradigm of, 170–171

In-kind donations, 147–149

Income statement (Everest 

Environmentalists), 29–30

Interconnectedness, 14

Internet fundraising: components for 

successful, 131–132; key types of, 

130–131

J
Judgment, 171–172

K
Key Facts on Family Foundations 

(Foundation Center), 141
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L
Leadership: challenges of decision making 

for, 171–173; importance of continuous 

decision making by, 12; increased focus 

on nonprofi t, 169; Matrix Map as tool 

facilitating, 169–173; strategic decision 

making requiring, 172. See also Board 

members; Executive director/CEO; 

Management team members

Leverage: description of, 45–46; Tempest 

Theater’s application of, 46–47; three 

general sets of circumstances of, 46

Loss leader, 106

M
McMillan, Ian, 86

Major gifts: advantages and disadvantages 

of, 133–134; description of, 132–133; 

logistics of getting, 133, 134

Management team members: Matrix Map 

for strategic planning with, 

165–166; things to consider for the, 

7–8; weighting impact role by, 52–53. 

See also Leadership; Staff members

Mapping fundraising activities, 93–95

Marking out territory, 108

Matrix Map counterpoints: keeping a foot 

in the door, 107–108; keeping others 

out by staking your claim to territory, 

108; the loss leader, 106; people need 

this program but don’t know it, 

108–109; the pet project, 106–107; why 

don’t we just raise money for it? 109

Matrix Map program quadrants: 

illustration of, 58; introduction to 

Heart, 85–89; introduction to Money 

Tree, 89–91; introduction to Star, 77–80; 

introduction to Stop Sign, 80–85. See 

also Programs; specifi c quadrant

Matrix Maps: administrative costs, 

120–121; analyzing new opportunities 

using, 121–122; analyzing a possible 

merger using, 123–126; business 

planning using, 166–167; challenges 

of decision making and using, 

171–173; with cluster of activities, 69; 

description and function of, 14; Everest 

Environmentalists, 67, 81, 97–98; 

fundraising activities, 93–95; impact 

axis of, 55, 57, 58; impact/profi tability 

quadrants of, 58; in-kind donations 

on the, 148; for large human services 

organizations, 61; leadership facilitated 

by, 169–173; magnifi ed, 70; Microsoft 

Excel used to create, 71–72; Midtown 

Multiservice Center, 64, 77, 78, 103, 

122; morphing over time, 113–126; 

profi tability axis of, 55, 56, 58; quick 

Matrix Map without quantitative 

analysis, 91–92; reality check function 

of, 162; sizing the circles, 60–61; sliding 

scale programs that span the, 153, 154; 

strategic planning using the, 161–166; 

Tempest Theater, 59, 60, 105; typical 

“Aha!” moments gained from, 61–62, 

68. See also Nonprofi t business model

Memphis Community Foundation, 141

Mergers: Matrix Map of Organization 

A before, 124; Matrix Map of 

Organization B before, 124; using 

Matrix Map to analyze possible, 

123–126; projected Matrix Map for two 

merged organizations, 126

Microsoft Excel, 71–72

Midtown Multiservice Center: annual 

street festival, 104, 118; business lines 

of, 21; business model statement of, 

63–65; description of, 16; ESL 
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Midtown Multiservice Center (continued )

class program of, 44, 85–87, 104; 

evaluating decisions of, 111; Head Start 

preschool program of, 77, 78, 104, 115; 

identifying the business lines of, 20–21; 

impact alignment with core mission, 

41–42; Matrix Maps for, 64, 77, 78, 

103, 122; mission statement of, 64; 

revenue-generating vehicles of, 21; Star 

day childcare program becomes Heart, 

114–115; strategic imperatives used for 

decision making, 104; U.S. citizenship 

classes, 104, 116–117

Mission: dual bottom line of fi nancial 

sustainability and, 24–25; impact 

through alignment with core, 41–42

Mission statements: Midtown 

Multiservice Center business model 

statement compared to, 64–65; 

Tempest Theater business model 

statement compared to, 63

Money Tree program quadrant: annual 

campaign, 104; drifting to Stop 

Sign from, 117; as low impact, high 

profi tability, 89–91; quick Matrix 

Map on, 92; strategic imperatives 

for sustainability of, 92–93; water, 

harvest, and increase impact strategic 

imperative for, 90

N
NAACP, 145

NIMBY (Not in My Back Yard), 88

Nonprofi t business model: business 

lines (core activities), 20–22, 30–34; 

business model statements, 62–68; dual 

bottom line (mission impact/fi nancial 

sustainability) of, 24–25; impact and 

revenue strategies, 23–24; importance 

of developing, 12; relative impact of 

programs, 39–91. See also Business 

model; Matrix Map

Nonprofi t income models: annual appeals 

and membership renewal campaigns, 

135–138; charity sales and scrip, 

145–147; corporate gifts, 143–144; 

direct mail to warm list, 138–140; 

direct payers and, 156–157; foundation 

grants, 140–143; in-kind donations, 

147–149; Internet, 130–132; major 

gifts, 132–134; mapping activities for, 

93–95; planned giving, 144–145. See 

also Financial sustainability; Funders

Nonprofi ts: closing programs, 84–85, 

102–103; leadership of, 12; Matrix Map 

to analyze possible merger of, 123–126; 

profi tability required by, 27–29; 

restrictions related to surpluses or 

profi ts by, 28; ties between community 

and, 15; unsustainable, 110–111. See 

also Programs; Sustainability; Web sites

O
Online auctions, 131

P
Pet project, 106–107

Planned giving: description of, 144; 

leaving money in will versus, 144–145

Plant nursery program: decisions made 

on basis of strategic imperatives, 

101–102; environment for creative 

decision making, 99–101; generative 

and creative thinking for, 98–99

Preschool business models, 151–152

Prioritizing goals, 162
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Private family foundations, 141

Profi tability: business line costs and, 

30–34; Everest Environmentalists, 

29–30, 38, 51; Heart: high impact, 

low profi tability, 85–89; Matrix Map 

framework for identifying areas 

of, 109; Money Tree: low impact, 

high profi tability, 89–91; nonprofi t 

requirement for, 27–29; Star: high 

impact, high profi tability, 77–80; Stop 

Sign: low impact, low profi tability, 

80–85. See also Financial sustainability; 

Programs

Profi tability axis: description of, 55, 56; 

quadrants of, 58; scale numbers added 

to, 58; three programs along the, 56

Programmatic sustainability, 13

Programs: analyzing new opportunities 

for, 121–122; closing, 84–85, 102–

103; drifting from Star to Heart to 

Stop Sign, 116–118; FIG (fi lling an 

important gap), 44–45; Hearts as 

original nonprofi t, 115–116; how Stars 

become Hearts, 114–115; loss leader, 

106; mapping fundraising activities for, 

93–95; marking out territory related 

to, 108; Matrix Map for strategic 

planning with department heads of, 

166; migration and corrective action 

of, 115–116; pet project, 106–107; 

scale (or volume) and depth of, 43–44; 

sliding scale, 153, 154; that are needed 

but without a market, 108–109; value 

proposition of, 119; when secondary 

program is bigger than core, 68; when 

they are of equally high impact, 68–71. 

See also Impact; Matrix Map program 

quadrants; Nonprofi ts; Profi tability

Q
Quick Matrix Map, 91–92

QuickBooks, 33

Quit Smoking classes, 104

R
Reality check, 162

Regular scrip, 146–147

Relative impact. See Impact

Revenue: analyzing merger impact on, 

125; determining business line, 31, 

34–36; earned-income business lines, 

151–158; Everest Environmentalists 

assignment by business lines, 37

Revenue strategies: description of, 23; at 

Tempest Theater, 24

Revenue-generating vehicles: description 

of, 20; of three nonprofi ts, 21

S
Scale (or volume), 43

Scrip, 146–147

Secondary programs: comparing relative 

impact of, 68–71; which are larger than 

core program, 68

Shared (or common) costs: allocation to 

business line, 33–34; closing a program 

impact on, 84–85; description of, 31

Sierra Club, 145

Sliding scale programs, 153, 154

Social media fundraising, 131

Staff members: allocating shared costs 

to full-time equivalents, 33; major 

gifts and role of senior, 134; Matrix 

Map used to illustrate planning to, 

161; weighting impact role by, 53. See 

also Management team members; 

Volunteers
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Star program quadrant: changing from 

Heart or Stop Sign to, 118–119; drifting 

from Stop Sign to Heart to, 116–118; 

forms of investment in, 80; as high 

impact, high profi tability, 77–80; how 

they become Hearts, 114–115; invest 

and grow strategic imperative for, 79; 

quick Matrix Map on, 92

Stop Sign program quadrant: changing 

to Star from Heart or, 118–119; close 

or give away strategic imperative for, 

83; drifting from Money Tree to, 117; 

drifting from Star to Heart to, 116–

118; as low impact, low profi tability, 

80–85; quick Matrix Map on, 92; Quit 

Smoking classes in, 104; strategic 

imperatives for sustainability of, 92–93

Strategic imperatives: as choices 

demanded for sustainability, 92–94; 

description of, 75–76; Everest 

Environmentalists, 98–102; Heart: high 

impact, low profi tability programs, 

85–89; Midtown Multiservice Center, 

104; Money Tree: low impact, high 

profi tability programs, 89–91; reasons 

for, 76–77; Star: high impact, high 

profi tability programs, 77–80; Stop 

Sign: low impact, low profi tability 

programs, 80–85; Tempest Theater, 

105. See also Decision making

Strategic planning: circumstances suited 

for Matrix Map, 165–166; Matrix 

Map for process of, 161–164. See also 

Business planning; Execution

Survey Monkey, 51

Sustainability: core principles of, 11–12; 

getting to nonprofi t, 75, 173; as 

orientation, 13; strategic imperatives 

as choices demanded for, 92–94; 

understanding components of, 12–14; 

using the Matrix Map for reaching, 

14; the way to research, 4. See also 

Financial sustainability; Nonprofi ts

T
Target, 19, 20

Technical excellence, 170

Tempest Theater: business lines of, 21; 

business model statement of, 62–63; 

community building by, 45; depth of 

program, 43–44; description of, 16; 

excellence in execution by, 43; fi lling 

an important gap (FIG), 45; Founders’ 

Day dinner, 107; impact alignment with 

core mission, 42; impact ratings of, 47; 

impact and revenue strategies at, 24; 

leverage application by, 46–47; Matrix 

Maps of, 59–60, 105; mission statement 

of, 42, 63; revenue-generating vehicles 

of, 21; strategic imperatives used to 

make decisions, 105

Trusts, 142

Twitter fundraising, 131

U
United Nations, 13

Unsustainable nonprofi ts, 110–111

U.S. citizenship classes, 104, 116–117

V
Value proposition, 119

Volume (or scale), 43

Volunteers: funding by direct payers and 

efforts of, 157; major gifts and role of, 

134; solicitation and management of, 

22–23. See also Staff members
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W
Warm list: annual appeals using, 135; 

description of, 135; direct mail to, 

138–140

Web sites: “Donate Now” button on, 130; 

fundraising using your, 130–131. See 

also Nonprofi ts

Weighting impact: “don’t game 

the process” of, 52; Everest 

Environmentalists, 49–51; guidelines 

for scorers, 51–52; participants in 

scoring, 52–53; politics of, 48, 51

Williams-Sonoma, 19, 20

Winfrey, Oprah, 109

Working capital, 27

Z
Zoomerang, 51
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