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Organizational culture; Staff

Nonprofit sector: churn rates across the,
69fig-70; Facebook page fans of the, 70;
growth and increased competition within,
203; mobile texting use by, 70-71; Nonp:atit
Social Network Benchmark Report on social
media use by, 70; online communication
adopted by, 1-2; reduce comp-titior. and con-
solidate resources, 203-204

Nonprofit Social Network Bencitmark Report
(2012), 173

North York Community deuse (NYCH) [Toronto],
181

NP Action, 51

NTEN (Nonprofit Technology Network), 69, 117,
138, 168

NYCH Settlement and Education Partnerships, 181

o

Obama, Barack, 151, 152

Occupy movement, 63, 74

#0OccupyWallStreet, 63

Oftline fundraising, 85

Ogilvy Public Relations Worldwide, 6

Olivola, Christopher Y., 79

1 Million Strong Against Offshore Drilling Facebook
Page, 24, 25fig
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15ky, 31-32fig

Onion, 63

Online campaigner, 172

Online communication: Generations X and Y use of,
6; identify preferred channel of, 46; increasing
use of, 1; nonprofit adoption of, 1-2. See also
Communication; Multichannel communication;
specific channel

Online communities: BlogHer, 47; Care2, 46;
Change.org, 47; DailyKos, 47

Online donating, 85-87

Online Giving Report (2011), 85

Online Marketing Benchmark Study (Convio),
111-112

Online Marketing Nonprofit Benchmark Index
Study (2009), 86

Online petition drives, 62

Open Graph (Facebook tool), 187

Open rates, 67

Operating systems. See 1 Tor.profit operating systems

Oppenheimer, Danie. M., 79, 80

Opt-out instructiornc, 138-139

The Oregoniat, 150

O'Reilly Media, 45

O'Reilly, Tim, 45

Organizational culture: assessing if your non-
profit has silos, 163fig; commit to changing
for improvement, 169-170; engaging leaders
in improving, 177-183; tearing down silos to
change, 162-164. See also Culture change;
Nonprofit organizations

Organizational silos: assessing if your nonprofit
has, 163; description and symptoms of having,
162-163; improving organizational culture by
breaking down, 164; innovation and creativity
squashed by common, 163fig

Organizing 2.0, 165

Outreach and Online Communications, 61

Oxfam International, 108

p

Palmer, Ashley, 174

“Peer pressure” donating, 80-81

PETA (People for the Ethical Treatment of
Animals), 174

Petition drives: Anti-SOPA/PIPA, 188-189; effec-
tiveness of online, 62; Twitter’s Act.ly petition
tool for, 65

Pew Internet Project study, 89

Pew Research Center’s Internet and American Life
Project, 2

Pew Research Center’s Project for Excellence in
Journalism, 57



Photos: fundraising by focusing on single individual,
79; how growing campaigns and movements are
documented by, 74; Instagram app for sharing
#GoSilent, 157-158, 159fig; NWF’s Deepwater
Horizon oil disaster, 142, 145; Shepherds
Secondary School (Epic Change), 40fig-41fig

Pinterest, 59

Piracy issues: anti-SOPA/PIPA petitions, 188-189;
Obama Administration’s response to, 188

Plank, Doug, 51

Planned Parenthood Federation of America: age
range of supporters of, 46; public reaction to
Komen for the Cure discontinued grant support
for, 193-194; story sharing facilitated by, 22;
Susan G. Komen for the Cure efforts by, 22, 24;
texting program by some chapters of, 52

Poderis, Tony, 95

Political endorsement bans, 176

POPVOX platform, 65

Privacy policies: privacy concerns for your com-
munity, 191-192; for protecting privacy of staff,
190-191

Project Survival Media, 74

“Promise Campaign” (Juvenile Diabetes Research
Foundation), 54

Proprietary shortcode, 107-108

Prospects: segmenting your, 95, 96; treating them
with respect, 95. See also Donors

Protect Internet Privacy Act (PIPA), 188, 189

Psychology of giving: Spring2Action’s friendly com-
petition to trigger, 81; understanding the, 7882

“Punish Geoff Fundraiser” fundraiser, 82fig-85

Q

QR codes (Quick Response Codes): errcoded in
mobile texting (SMS), 53-54,7¢: at offline fund-
raising events, 108-109

Quantcast, 1

R

Racial/ethnic differences, 46

Rad Campaign, 55

Radian6, 67

The Radicati Group, 48

Raisers Edge, 172

Ranger Rick (NWF’s children’s magazine), 144

Razoo (online fundraising platform), 81, 82, 85

Real Time Congress app, 57

Reddit, 47

Reporting by nonprofits, 209

Resources: collaboration to reduce competition
and consolidate, 203-204; establishing

your fundraising campaign, 92, 94; NWF
disaster response campaign for distributing
needed, 142

RESTORE Act (2012), 143, 148

Riovio, 56

“Rise Above Plastics” campaign (Surfrider
Foundation), 19

Rogue staffer management: proactive planning for,
198; reactive intervention for, 198-199; social
media policy for, 197-198

Roy, Christopher, 170

Rubin, Amy York, 60

S

Sagara, Namika, 79

Salsa Labs, 64

Salvation Army, 88

Savage, Dan, 59

Save the Children Italy, 205

Science of Giving: Expetim2ital Approaches to the
Study of Giving (Dpvenheimer and Olivola), 79

Sea Change Strategies, 104

Seafood Watch apys 56fig-57

“Search Pii's Jour World” (Google), 66-67

Segmentizig CRM (constituent relationship man-
apcnient system) for email, 49, 64; your commu-
nily, 96; your donors and prospects, 95, 96

Gel{-sustainability, 207-208

Service Employees International Union (SEIU), 60

Share buttons, 63

Share, Retweet, Repeat: Get Your Message Read and
Spread (Hlinko), 165

Shared shortcode, 108

“ShareThis” plug-in, 63

Sharing data, 118

Short URLs, 68

Shortcodes: proprietary, 107-108; shared, 108

Silberman, Michael, 170

Simpson, Alan, 52

Singer, Peter, 79

Sinha, Rashmi, 45

Slacktivism (or micro-action), 28, 29-31

SlideShare, 45

Slovic, Paul, 79

Small Act’s Thrive and SpotRight, 67

Smith, Jono, 97

Snail mail, 64

Soapbxx, 208

Social change: co-creation of, 25-28, 118; fundrais-
ing for, 77-114; guiding principles for launch-
ing, 7-34; issues to consider for transitioning to,
185-199; Scott Harrison’s theory of, 37. See also
Movements
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Social change guiding principles: build a movement,
23-34; choose tools for discovery and distribu-
tion, 16-19; focus on shared goals, 13fig-16;
highlight personal stories, 19-23; identify your
community from the crowd, 8-12¢; overview of,
7-8; putting principles into action, 34

Social change transition: access required for,
186-189; how-to guide for managing a rogue
staffer, 197-199; managing the critics during,
195-197; navigating tough conversations dur-
ing, 192-195; preparing your organization for,
185; privacy concerns during the, 190-192; your
organization’s process through the, 199

“Social graph,” 210

Social media: “check-out” policy to track use of, 190;
creating access through tools of, 187-188; using
direct mail to promote your channels, 100; fund-
raising across channels of, 87fig—88; fundraising
metrics on, 112; guide for staff use of, 175-176;
how to raise $100,000 through, 110-111;
mobile use statistics (2012), 5fig; Nonprofit
Social Network Benchmark Report on nonprofit
use of, 70; petition drives using, 62; preparing
for a more social and mobile world of, 210; pub-
lic forum of, 64-65; racial demographics and
U.S. traffic rankings (2012) of, 4fig; year-to-year
growth (2011 to 2012) of, 3fig

Social Media for Social Good (Baron
presentation), 176

Social Network Benchmark Report, 68

Social network channel: Humane Society of the
United States (USUS) use of, 109; leveraging
the, 61

Social networks: using direct mail to prontote your,
100; growth of, 2; how nonproiits can leverage,
61; identifying your, 9fig-10; “sacial graph” of
your, 210

Social publishing tools: shauiig personal stories
using, 20-21; Tumblr vlogging platform, 2,
18-19

Social sharing donations, 106-107

socialchangeanytime.com, 211

Spam laws, 52

Spring2Action, 81

Spur Communications, 204

Staff: break out of your comfort zone and take
risks with your, 165-166fig; “check-out” policy
for your, 190; commit to culture change by,
169-170; culture change support by broadbase,
179-182; culture change support by senior,
178-179; experiment with tools for com-
municating and collaborating with, 168-169;
host weekly interdepartmental meetings with
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your, 167; how-to guide for managing a rogue,
197-199; invest and believe in your, 164-170;
private Facebook Groups used to communicate
with, 168-169; seize opportunities offered by,
169; social media guide for, 175-176; welcome
all ideas from your, 165. See also Nonprofit
organizations

Staffing: annual campaigns and events, 174; estab-
lishing your fundraising campaign, 92, 94;
hybrid model of, 170-171, 183; mobile pro-
grams, 176-177; social media and mobile, 173;
to support your community, 133-134; website
and online communications, 171

Staffing positions: database manager, 172; Internet
director, 171; online campaigner, 172; shared
social media, 173-174; web producer, 172

Startup thinking: charity: water’s fundraising experi-
ment as, 206fig-207; nonprofit adoption of,
204-205; test new ideas quickly, 205-206

State of News Media 2011 report (Pew Research
Center), 57

“State of the Media. e Social Media Report”
(Nielsen repoit), 2

Steinberg.~Amznda, 208

Stop Quiiine Piracy Act (SOPA), 188, 189

Storytelling/stories: charity: water’s use of, 37-38;
iraming your email as, 49; highlighting per-
sonal, 19-23; how PPFA facilities the sharing
of, 22; moving people into action using, 38-39;
organizational storytelling and, 21-23; social
publishing tools for sharing individual, 20-21;
video used for, 59-60

Strahilevitz, Michal Ann, 80

“Suffering” motivation for donating, 81-83

Sunlight Foundation, 57

Sunlight Labs, 57

Supporters: finding out what makes them tick,
45-46; identifying your, 44; using multiple chan-
nels to engage, 47-65; reaching them through
online communities, 46-47; understanding
how they think, 44-45. See also Donors; Target
audience

Surfrider Foundation: Ban the Bag campaign by,
149-150; “Rise Above Plastics” campaign
by, 19

Survivors Connect, 132

Susan G. Komen for the Cure, 22, 24, 193-194

Susan G. Komen Race for the Cure, 80

Svet, David, 204

The sweet spot: finding your community, 14; focus
on shared goals, 13fig-15

Swenson, Mwosi, 100

Sybrant, Milo, 106



T

Target audience: delivering messages across multiple
channels to, 63-65; framing your email to fit
your, 49; identify preference for receiving com-
munication, 46; identifying, 42-43; identifying
people you need to reach in, 11-12. See also
Donors; Messages; Supporters

Target Women (CurrentTV series), 60

Team Raiser, 80

TechSoup Global, 187

Tell-A-Friend forms, 106

Text to Change, 51

Text-to-donate, 107

Texting. See Mobile texting (SMS)

Thank You Note from NOI to Donor Craig
Newmark, 83, 84fig

Thank-you page, 106

Theory of change, 37

ThePetitionSite.com, 46

TheSite.org (YouthNet), 26-27

“The Third Way” statement (2010), 189

350.0rg: accountability and self-responsibility taken
by, 121-122; Days of Action campaign of, 73;
global advocacy reach of, 72-73; impact of part-
nership between 1Sky and, 31-32fig

Thrive and SpotRight (Small Act), 67

Time element, one-time vs. sustained engagement,
11

To Mama With Love projects (Epic Change), 33-34,
174

Tomb of the Unknowns (Arlington National
Cemetery), 157

Tools: aligning groups of people with specific; 17;
choosing the right, 16-17; used for etiracion, 23;
identifying preferred, 17-19; shaiing personal
stories using social publishirg, 2¢-21

Transitioning your organizai’or: how-to guide for
managing a rogue staler when, 197-199; man-
aging the critics during process of, 195-197;
navigating tough conversations during process
of, 192-195; privacy issues during process of,
190-192; providing access for, 186-189; sum-
marizing successful process of, 199

Transparency: building organizational, 190-191;
clear ways to unsubscribe, 138-139; how non-
profit reporting helps with, 209; include sign-
posts to your website to encourage, 119-120

Trolls: dealing with blog comments by, 57, 59;
debunk misinformation but don't feed the, 196.
See also Critic management strategies

Trompeter, Farra, 92

Trust: using blog series to build, 121; customer
service role in building, 136-137; as essential

for community building, 116-122; focus on the
needs of the community to build, 122; include
signposts to your website to encourage transpar-
ency and, 119-120; listen for action element of,
116-118; share data element of, 118; strategies
for building into the community, 120-122

Tumblr: nonprofit leveraging of, 2; re-blogging by
users on, 18-19; sharing content through, 63

Tweet bombs, 65

Tweets frequency, 135

Twitter: Act.ly petition tool of, 65; frequency of
postings to, 135; fundraising using platform
of, 87fig; Greenpeace Brazil use of, 61; IAVA’s
#GoSilent, 157; include your website link on,
119; nonprofit leveraging of, 2; nonprofit use
of, 70; NWF disaster response campaign use
of, 144; online traffic of, 1, 61; petition drives
through, 62; sharing access to knowledge and
support through, 187; s'iaving blogs on, 59;
social sharing donaticns o, 106-107; tweet but-
ton widget of, 62

“Two Way Street Tou.” olog series (MMT), 121

u

UNICEI U\ A, 88, 205

Unien i Concerned Scientists, 194

Uniubscribe, 138-139

*Inworthy, 63

U.S. Congress: “Communicating with Congress”
study on, 64; CRM used to submit emails to
members of, 64; POPVOX platform for deliver-
ing messages to, 65; sending snail mail to, 64

V

Verclas, Katrin, 88

Video: how growing campaigns and movements are
documented by, 74; “It Gets Better” campaign,
59-60; SEIU campaign using, 60; storytelling
through, 59. See also YouTube

Visa donation study, 86-87

w

Walkathons, 80-81

Water For People, 209

WaterForward online book, 206fig-207

Web producer, 172

Website channel: charity: water’s WaterForward,
206fig-207; collect only the information you
need, 105; display a thank-you page after pro-
cessed donation, 106; display calloutboxes on
your homebox, 105; don’t make donors jump
through hoops to make a donation, 106; focus
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your website donor on the task at hand, 105;
TAVA’s #GoSilent, 152-153fig; look legitimate,
106; NWF disaster response campaign use of,
144; optimize your website donation leading
pages, 105; show fundraising results in real
time, 107; social sharing on thank you pages,
106-107; use consistent “donate” language, 106;
utilizing homepage hijacks and donate callout
boxes, 103-104fig

Websites: using direct mail to promote your, 100;
DoSomething.org, 131; fundraising through
your, 103-107; gathering stories to place on,
21-23; KPIs (Key Performance Indicators) met-
rics on your, 66-68; strategies for aggregating or
displaying data on, 128; visitor loyalty metric, 66

Widgets, 62-63

Willamette Week, 150

Women Who Tech TeleSummit, 45

Wood, Shadia Fayne, 74
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World Wildlife Fund (WWF), 86
www.socialchangeanytime.com, 211

Y

Yammer, 168

Yelp, 47

Young, Paull, 47-48, 83, 169-170

YouthNet, 26-27

YouTube: Barely Political channel of, 60; descrip-
tion and use of, 59-60; fundraising using
platform of, 87fig; include your website
link on, 119; “It Gets Better” campaign on,
59-60; online traffic of, 1, 61; “Punish Geoff
Fundraiser” fundraiser punishments on, 82fig—
83. See also Video

z
Zuckerman, Shelley, 181
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