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A
AARP, 52, 128–129
A/B testing: Clinton Bush Haiti Fund, 97–98fi g; 

description and variety of, 97; importance of, 
95–96; leveraging mobile and email through, 108; 
suggested elements for, 99

Access: to the infrastructure, 188–189; to knowledge 
and support, 186–187; to the tools, 187–188; 
understanding the importance of, 186

ACLU, 101
ACT for Alexandria, 81
Action: defi ning the desired, 11; Greenpeace 

International Mobilisation Labs identifi cation of 
their, 43fi g; IAVA’s #GoSilent advocacy campaign 
for, 150–160; listen for, 116–118, 193–194; the 
need for fl exibility in, 134, 136; NWF’s response 
to oil spill crisis, 141–148; outlining the desired 
multichannel advocacy plan, 43; using stories to 
move people into taking, 38–39; support smaller 
groups taking, 131; Surfrider Foundation’s multi-
channel advocacy campaign for, 149–150

ActionKit, 64
Act.ly (Twitter petition tool), 65
Advocacy campaigns: charity: water’s successful, 

37–38; creating global advocacy reach, 71–74; 
creating successful multichannel advocacy plan 
for, 39–47; global reach of, 71–74; metrics for 
your mobile, 71; metrics to measure impact 
across multiple channels, 65–75; using multiple 
channels to engage supporters, 47–65; sum-
mary of multichannel, 74–75; three principles 
of, 38–39.  See also Movement building; Target 
audience

Advocacy campaigns principles: measure, learn, 
and iterate, 39; use multiple channels to engage 
people, 38; tell stories that move people into 
action, 38–39

Advocacy email open rates, 68–69
Advocacy targets. See Target audience
“Aff ective Motivations to Help Others: A Two-Stage 

Model of Donation Decisions” study, 79–80
Age diff erences: identifying target audience, 46; 

online communication and, 46; texting and, 
51, 52

AIDS Walk, 80
Aldrich, Tobin, 86
Allen, Nick, 84–85
Alliance for Climate Education (ACE): 

Do One Th ing pledge counter used by, 128; 
DOT (“Do One Th ing”) pledge by, 125, 
126–127

Allyson. See Kapin, Allyson
Alpert, Jed, 124
American Jewish World Service, 118–119fi g
American Museum of Natural History (AMNH), 

129–130
American Red Cross, 52, 89, 173, 174, 

175, 177, 186
American Society for the Prevention of Cruelty to 

Animals, 88
Amnesty International USA, 106
Angry Birds app, 55–56
Anti-SOPA/PIPA petitions, 188–189
Arlington National Cemetery, 151, 152, 157
Association of Fundraising Professionals (AFP), 85
Audience. See Target audience
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B
Baldacious Campaign calendar (Leukemia and 

Lymphoma Society), 93fi g
Ban the Bag campaign (Surfrider Foundation), 

149–150
Barely Political (YouTube channel), 60
Barry, Frank, 95, 110
“Being a Woman is Not a Pre-Existing Condition” 

campaign (NWLC), 41–42fi g
Benston, Katie, 180
Berkman Center for Internet and Society (Harvard 

University), 89
Better Business Bureau, 106
Big Duck, 92
Blackbaud, 64, 86, 107, 110
BlogHer, 47
Blogs: building trust through series of, 121; deal-

ing with trolls, 57, 59; description and use 
of, 57; MMT’s “Two Way Street Tour,” 121; 
MobileActive.org, 88; online sharing of, 59; 
Shepherds Secondary School (Epic Change), 
40fi g–41fi g; tips for writing, 58–59.  See also 
Commenting

BlueGreen Alliance (BGA), 31–32fi g
Boing Boing blog, 60
Boston Marathon, 81
Branding, 24–25
Breslin, Ned, 209
Brigida, Danielle, 167, 168
Brinker, Nancy, 193, 194
Brown, Ian, 83
Bruske, Ed, 208

C
Calendars: Baldacious Campaign by the Leukemia 

and Lymphoma Society, 93fi g; building an 
engagement ladder, 92

California State Parks Foundation, 119–120
CARE, 88
CARE: Cooperative for Assistance and Relief 

Everywhere, Inc., 118
Care2, 46
Catholic Relief Services, 88–89
Causes.org, 145, 147
Center for Social Impact Communication 

(Georgetown University), 6
Change.org, 47
charity: water: commitment to culture change by, 

169–170; multiple channels used to engage sup-
porters by, 47–48; origins and strategic plan for 
developing, 37–38; strategy of showing donors 
the impact of donations, 83; WaterForward 
online book fundraising by, 206fi g–207

Charity Navigator, 106, 118
“Check-out” policy, 190
Churn rates: across the nonprofi t sector, 69fi g–70; 

buying and selling contact lists and, 138; 
description of, 69; plan for handling, 137

Cisco Systems, 176
Click through rates, 67, 68
Clicktivism, 28–29
Clinton Bush Haiti Fund, 97–98fi g
CNN “Disaster in the Gulf Telethon,” 147
Co-creating social change: cycle of, 27fi g–28; keep-

ing organizational metrics to assess, 29–31; lis-
ten for action element of, 118; process of, 25–26; 
slacktivism or micro-action form of, 28, 29–31; 
YouthNet’s website redesign by volunteers 
example of, 26–27

Coleman, Lauren DeLisa, 55
Collaboration: DC Central Kitchen’s partnership 

with DC Public School System, 208; 1Sky and 
350.org, 31–32fi g; partnerships to increase 
impact, 31–33; reduce competition and consoli-
date resources through, 203–204

Commenting: creating policy for responding 
to community, 194–195; National Wildlife 
Federation Facebook policy on, 195; strategies 
for managing critical, 195–197; by trolls, 57, 59, 
196; Union of Concerned Scientists, 194.  See 
also Blogs

“Communicating with Congress: Perception 
of Citizen Advocacy on Capital Hill” study 
(Congressional Management Foundation 
Study), 64

Communication: empowering and supporting sub-
group, 130; experiment with tools for staff , 168–
169; frequency of posts and, 135; keep shared 
goals prominent in, 127; language used for, 
122–125; listen for action, 116–118, 193–194.  
See also Multichannel communication; Online 
communication

Community: building trust into the, 120–122; com-
munity mapping of your, 15; connect impact 
across platforms and campaigns, 132–133; 
designing engagement overview for the, 12t; 
empowering and supporting subgroups in your, 
130; exercise your value in the, 133–139; focus 
on the needs of the, 122; frequency of posts to 
your, 135; identifying groups within your, 15; 
identifying shared goals (sweet spot) with your, 
13fi g–16; identifying your, 8–9fi g; identifying 
your supporters in the, 44; managing the critics 
within your, 195–197; navigating tough conver-
sations with your, 192–195; privacy concerns 
for your, 191–192; responding to concerns of 
your, 194–195; segmenting your, 96; staffi  ng to 
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support your, 133–134; time, action, and people 
elements of relationships with, 11–12

Community building: connecting the community 
across platforms, 127–133; customer service role 
in, 136–137; engaging in immediate conversa-
tions via text, 126–127; exercise your value in the 
community for, 133–139; four essential elements 
of multichannel strategy for, 115; keep shared 
goals prominent in communications, 127; legal 
concerns related to, 137; speak the same lan-
guage for, 122–125; trust required for, 116–122

Community mapping: description and purpose of, 
15; identifying the groups prior to, 15

Competition. See Nonprofi t competition
Completion rates, 67
comScore study (2012), 48
Congress. See U.S. Congress
Congressional Management Foundation Study 

“Communicating with Congress,” 64
Conservation International, 175
Contact lists, 138
Conversations, 116
Conversion rates, 66
Convio, 64, 172
Convio’s Online Marketing Benchmark Study, 

111–112
craigconnects, 83, 137
craigslist, 83, 137
Critic management strategies: be nice, 196; debunk 

misinformation but don’t feed the trolls, 196; 
don’t delete constituents’ comments, 196–197; 
let the community come to your defense, 197; 
move the discussion offl  ine, 196; respond 
quickly, 195–196.  See also Trolls

CRM (constituent relationship management sys-
tem): segmenting emails using, 49, 64; to send 
personalized thank email to donors, 106; Small 
Act’s Th rive and SpotRight, 67; submitting 
emails to members of Congress using, 64

Th e crowd: defi ning, 9fi g, 10–11; designing engage-
ment overview for, 12t; time, action, and people 
elements of relationships with, 11–12

Culture change: commit to improved, 169–170; 
convincing funders on the benefi ts of, 182–183; 
convincing your senior staff  and board on ben-
efi ts of, 178–179; engaging leaders in, 177–183; 
getting rid of organizational silos through, 
162–164; investing in people to continue posi-
tive, 183; preparing for the future through, 211.  
See also Nonprofi t organizations; Organizational 
culture

Curation tools, 23
CurrentTV, 60
Customer service, 136–137

D
DailyKos, 47
DailyWorth, 208
Data sharing, 118
Database manager, 172
Days of Action campaign (350.org), 73
DC Central Kitchen, 208
DC Public School System, 208
Deepwater Horizon oil spill (2010): events leading 

to the, 141; National Wildlife Foudnation’s cam-
paign response to, 141–148

Delany, Colin, 61
Diabetes Hands Foundation, 123
Dickert, Stephan, 79
Digital Engagement (American Red Cross), 89
Din, Rabia, 181–182
Direct mail: capturing donor email addresses 

through, 100; description of, 85; promote your 
website and social media channels through, 100; 
strategies for raising money through, 99–100

“Disaster in the Gulf Telethon” (CNN), 147
Do Something, 131, 132–133
Donate callout boxes, 105
Donor Digital, 100
Donor motivations: connection between feeling and, 

81–83; donors are infl uenced by their peers, 
80–81; people are ruled by their emotions, 
79–80; people want to save one person as, 79; 
people want to see their impact, 83

donorCentrics Internet, 85, 86
Donors: examining what motivates, 78–85; identify-

ing your target, 91; the more suff ering the more 
money will be raised by, 81–83; segmenting 
your, 95, 96; sending personalized thank you 
emails to, 106; Th ank You Note from NOI to 
Donor Craig Newmark, 83, 84fi g; treating them 
with respect, 95.  See also Prospects; Supporters; 
Target audience

DoSomething.org website, 131
DOT (“Do One Th ing”) text pledges, 125, 126–127

E
Eberhard, James, 88
Email addresses: capturing through direct mail, 100; 

CRM for segmenting, 49, 64, 67
Emails: CRM (constituent relationship management 

system) to segment your, 49, 64, 67; delivery 
considerations for, 64; description and wide-
spread of, 48; example of NWF action fund 
email alert, 50fi g; fundraising appeals, 111–112; 
IAVA’s #GoSilent, 153, 155fi g, 156fi g; NWF 
disaster response campaign use of, 145; petition 
drives through, 62; response rate to advocacy, 
68–69; sending personalized thank you to 
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donors via, 106; tips for raising more money 
with appeals via, 101–103; tips for successful, 
48–49

Emotions: connection between donating and, 81–83; 
donors ruled by their, 79–80

Employee Free Choice Act, 55
Energizer Battery Company, 193
Engagement ladder, 92
Engaging Networks, 64
eNonprofi t Benchmark Study, 68, 69, 70
Epic Change: Epic thanks campaign of, 174; multiple 

online channels used to communicate their 
goals, 40; Shepherds Secondary School photos 
and blog posted by, 40fi g–41fi g; staffi  ng annual 
campaigns and events, 174; To Mama With Love 
projects of, 33–34, 174

Epic thanks campaign, 174
Epolitics.com, 61
Estrada, Joseph, 51
Event 360, 97

F
Facebook: Days of Action campaign (350.org) 

shared on, 73; fundraising using platform of, 
87fi g; Generations X and Y’s attitude toward, 6; 
Greenpeace Brazil use of, 61; inherent fundrais-
ing value of, 88; “It Gets Better” campaign active 
on, 60; “like” as slacktivism or micro-action, 
28, 29–31; nonprofi t leveraging of, 2; NWF 
disaster response campaign use of, 144, 147; 
online traffi  c of, 1, 61; Open Graph tool of, 187; 
petition drives through, 62; sharing blogs on, 59; 
Surfrider Foundation’s Ban the Bag campaign 
reposted on, 150

Facebook Causes, 109
Facebook Extra report, 69
Facebook Groups, 168–169
Facebook pages: California State Parks Foundation, 

119–120; churn rates measuring interest in your, 
69fi g–70; Fan page, 29; fans of nonprofi t sector, 
70; frequency of postings to your, 135; IAVA’s 
#GoSilent, 157fi g, 159fi g; include your website 
link on your, 119; “like” button widget of, 62; 
metrics of “like” on, 29; 1 Million Strong Against 
Off shore Drilling, 24, 25fi g; posting central 
message on wall of, 65; Susan G. Komen for the 
Cure, 193–194

Fatarella, Daniela, 205
Faxing, 65
FCC, 189
Feelings: connection between donating and, 81–83; 

donors ruled by their, 79–80
Fickes, Ted, 53, 94

Flexibility in action, 134, 136
Flickr: Days of Action campaign (350.org) shared 

on, 73; fundraising using platform of, 87fi g; 
NWF disaster response campaign use of, 142, 
144

Focus on shared goals principle: community map-
ping of your community, 15; description of, 13; 
fi nd the sweet spot with your community, 14; 
identifying what your community wants to do, 
13fi g–15

Four Models for Managing Digital (Silberman, 
Mogus, and Roy), 170

Frauzel, Tracy, 43
Freedom Connect, 132
Freedom of Information Act, 143
Fresh Start Catering, 208
Fundraising: baking bread metaphor for, 77–78; 

channels used for, 85–89; understanding 
the psychology of giving, 78–85.  See also 
Multichannel fundraising campaign

Fundraising channels: mobile, 88–89; offl  ine and 
direct mail, 85; online, 85–87; social media, 
87fi g–88

G
Gallagher, Tara, 149
Genachowski, Julius, 189
Generations X and Y, online use by, 6
Georgetown University’s Center for Social Impact 

Communication, 6
Global advocacy reach: description of, 71; measure-

ment challenges for, 73–74; seed the channels to 
extend your, 71–72; 350.org’s, 72–73

Glynn, Charlie, 167
Goals: communicating shared, 127; creating mul-

tichannel advocacy plan by identifying, 39–42; 
focusing on your community’s shared, 13fi g–15; 
identifying your community, 15–16

Google Adwords, 67
Google Analytics, 18
Google docs, 168
Google Earth, 45
Google Insights, 67
Google tools: Adwords, 67; Google Analytics, 18; 

Google Earth, 45; Google Insights, 67; Google+, 
59, 66–68

Google+: button widget of, 62; Google’s “Search Plus 
Your World” integration with, 66–67; include 
your website link on, 119; sharing blogs on, 59

#GOSilent campaign. See IAVA’s #GoSilent 
campaign

GOTV (Get Out the Vote), 51
GPS (Global Positioning System), 55
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Grassroots Advocacy, 54
Great Nonprofi ts, 106
GreatNonprofi ts, 118
Greenpeace Brazil, 61
Greenpeace India, 53
Greenpeace International, 83, 84, 170
Greenpeace International Mobilisation Labs, 43fi g
Grist.org, 208
Groups: aligning the right tools to use with specifi c, 

17; identifying community, 15; supporting 
action taken by smaller, 131

Groupsite, 132
Th e Guide, 106
Guide Star, 106
GuideStar, 118

H
Haiti fundraising: Clinton Bush Haiti 

Fund, 97–98fi g; large scale of the, 86; text 
donors to, 89

Harman, Wendy, 175
Harrison, Scott, 37, 38
Harvard University, 89
Haskins, Sarah, 60
Haydon, John, 88
Hemler, Megan, 151–152, 157, 158
Hlinko, John, 64, 165–166
Homepage hijacks, 103–104fi g
Hospice and Palliative Care Charlotte Region, 180
Huffi  ngton, Arianna, 45
Huffi  ngton Post, 45
Human Rights Campaign, 177
Humane Society of the United States (USUS), 1, 108, 

109, 173, 177
Humphrey, Dionna, 84
Hybrid model of staffi  ng, 170–171, 183

I
“I Wanna Be Adored” (Stone Roses song), 83
IAVA (Iraq and Afghanistan Veterans of America): 

GoSilent multichannel community campaign of, 
151–160; description of the, 150–151

IAVA’s #GoSilent campaign: email confi rmation 
messages used during, 156fi g; goals of the, 
151–152; #GoSilent Branded Facebook Page, 
157fi g; #GoSilent campaign Sign-up Form, 
154fi g; Instagram following for the, 157–158; 
Instagram Photo Posted to Facebook Page, 
159fi g; lessons learned from the, 158–160; ori-
gins and purpose of the, 150–151; results of the, 
158; social media tools used during, 152–157

Identify your community principle: deciding if 
this is a one-time or sustained engagement, 11; 
defi ning the crowd, 9fi g, 10–11; defi ning your 
community, 8–9fi g; defi ning your network, 
9fi g–10; description of, 8; engagement overview 
for the community and crowd, 12t; identifying 
the action you want people to take, 11; who are 
the people you need to reach, 11–12

iGoogle, 168
Immigration Reform for America (IR4A), 123–124, 

138
iMovie, 59
Instagram: IAVA’s #GoSilent photo sharing using, 

157–158, 159fi g; photo sharing on, 157
International Fellowship for Christians and Jews 

(IFCJ), 169
International Rescue Committee, 89
Internet and American Life Project (Pew Research 

Center), 2
Internet director, 171
Internet infrastructure access, 188–189
IR4A (Immigration Reform for America), 123–124, 

138
“It Gets Better” campaign, 59–60
It Gets Better Project website, 60

J
JDRF’s Convio petition, 62
Johnson, Kristin, 142, 147, 148
Johnson, Ron, 151
JustGiving, 167
Juvenile Diabetes Research Foundation: “Promise 

Campaign” of, 54; QR codes used by the, 
108–109

K
Kanter, Beth, 210
Kapin, Allyson: “Don’t Make Me Th ink” 

painting by, 79; Lita (rescued black lab) adopted 
by, 102fi g; Rad Campaign’s Free Choice Act 
campaign by, 55; Women Who Tech organized 
by, 45

Key Performance Indicators (KPIs): 
additional metrics to consider, 67–68; 
conversion rates, 66; description of, 66; 
measuring impact on the ground, 67; nonprofi t 
industry standard metrics to judge, 68; share 
of search across the web, 66–67; website visitor 
loyalty, 66

Kittner, Josh, 89, 177
Knotice report (2011), 2
Kondratick, Mike, 54, 62, 109
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L
Language: allow the individual to pick the platform 

and, 124–125; community building by speaking 
the same, 122–125; IR4A’s approach to eff ective 
use of, 123–124; let the individual pick the plat-
form for, 124–125; use consistent “donate,” 106.  
See also Messages

Left  Action, 165
Leichtman, Dave, 64
Lenchner, Charles, 165
Lennox, Annie, 108
Lesbian, Gay, Bisexual, and Transgender (LGBT) 

youth, 59–60
Lewis, Carie, 109, 173
Th e Life You Can Save: Acting Now to End World 

Poverty (Singer), 79
LinkedIn: fundraising using platform of, 87fi g; 

include your website link on, 119; nonprofi t use 
of, 70; sharing blogs on, 59; social network func-
tion of, 61

Listen for action: description and benefi ts of, 
116–118; Susan G. Komen for the Cure example 
of, 193–194

Lita (rescued black lab), 102fi g
Livingston, Geoff , 82fi g

M
m-Spam Act (2009), 52
M+R, 138
M+R Strategic Services, 69
MacLaughlin, Steve, 86
Mandela, Nelson, 108
Manis, Jim, 176
Mason, Porter, 205
McConnell, Senator, 64
McIntosh, Angela, 113
Mckee, Alia, 104
McKibbon, Bill, 121–122
Meetup.com’s Meetup Everywhere, 63
Messages: craft ing your core, 43; defi ning the multi-

channel fundraising hook, 91; delivering across 
multiple channels, 63–65; developing multi-
channel fundraising goals and, 90–91; faxing, 
65; frequency of your posts or, 135; fundraising 
appeals, 94–95; POPVOX platform for deliver-
ing, 65; “tweet bombs,” 65; Twitter’s Act.ly, 65.  
See also Language; Target audience

Metrics: conversion rates, 66; Convio’s Online 
Marketing Benchmark Study on typical, 
111–112; fundraising on social media, 112; 
global advocacy reach, 71–74; identifying real-
istic ones for your organization, 111; KPIs (Key 

Performance Indicators), 66–68; measuring 
impact across multiple channels, 65–71; mobile 
advocacy campaign, 71; NWF disaster response 
campaign, 147–148; share of search across the 
web, 66–67; strategies for aggregating or display-
ing data, 128; website visitor loyalty, 66

Meyer Memorial Trust (MMT), 121
mGive Foundation, 89, 177
Micro-action (or slacktivism), 28, 29–31
Millennials: SEIU use of video to communication 

with, 60; texting use by, 51
“Missed call” strategy, 53
Mobile Accord, 88
Mobile advocacy campaign metrics, 71
Mobile apps: American Museum of Natural History 

(AMNH), 130; Angry Birds, 55–56; Instagram, 
157–158; metrics on active user rate on, 68; 
metrics on downloaded, 68; Monterey Bay Sea 
Aquarium’s Seafood Watch, 56fi g–57; Real Time 
Congress, 57

Mobile channel: advocacy campaign metrics on, 71; 
outcomes of fundraising through the, 112–113; 
preparing to expand your, 210; proprietary 
shortcode, 107–108; QR Codes at offl  ine fund-
raising events, 108–109; raise more money by 
leveraging mobile and email, 108; shared short-
code, 108; text-to-donate, 107

Mobile Commons, 124
Mobile Giving Foundation, 88, 176
Mobile Marketer, 55
Mobile phones: access to infrastructure of, 

188–189; applications of, 55–57; GPS (Global 
Positioning System) of, 55; infographics on 
use of, 2, 6; mobile advertising, 55; nonprofit 
sector use of, 70–71; 2012 statistics on use 
of, 5fig

Mobile texting (SMS): ACE’s DOT (“Do One 
Thing”) sharing via, 125, 126–127; descrip-
tion and advantages of, 51–52; fundraising 
through, 88–89, 107–109; IAVA’s #GoSilent, 
154; knowing spam laws regarding, 52; 
“missed calls” campaign tool using, 53; non-
profit sector use of, 70–71; NWF disaster 
response campaign’s text-to-give, 145–147; 
petition drives through, 62; Quick Response 
Codes (QR codes) encoded in, 53–54fig; text-
to-donate, 107

MobileActive.org, 88
MobileActive.org blog, 88
MobileCause, 51, 113
Mogus, Jason, 170
Monk, Stacey, 40, 174
Monterey Bay Sea Aquarium app, 56fi g–57
Moore, Rebecca, 45
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Movement building: challenge of mobilizing base 
for, 37; charity: water’s use of storytelling for, 
37–38; how photos and videos document, 74; 
KPIs measuring impact on the ground for, 67; 
listening for action as trigger for, 117; strategies 
for, 24–34.  See also Advocacy campaigns

Movement building strategies: branding, 24–25; co-
creation eff orts, 25–28; organizational metrics 
used as, 29–31; partnerships to increase impact, 
31–33; slacktivism or micro-action as, 28, 
29–31; 350.org and 1Sky approach to, 31–33; To 
Mama With Love projects as example of, 33–34

Movements: characteristics of, 23–24; photos for 
documenting, 74; strategies and tools for build-
ing, 24–34, 67, 117.  See also Social change

MoveOn.org, 63, 64
Multichannel advocacy campaigns: global reach of, 

71–74; IAVA’s #GoSilent, 150–160; metrics of 
your, 66–74; NWF’s response to oil spill crisis, 
141–148; planning your, 38–74; summary of 
how to put together your, 74–75; Surfrider 
Foundation’s advocacy, 149–150

Multichannel advocacy planning: craft  your core 
message, 43; engaging people by using multiple 
channels, 38; fi nd out what makes your support-
ers tick, 45–46; identify advocacy targets, 42–43; 
identify realistic short-term and long-term goals 
and objectives, 39–42; know who your support-
ers are, 44; using multiple channels to engage 
supporters, 47–65; outline what actions you 
want people to take, 43; reaching your people 
in online communities, 46–47; understand how 
your supporters think, 44–45

Multichannel communication: blogs, 57–59; connect 
impact across, 132–133; delivering messages to 
advocacy targets across, 63–65; designing for 
distribution, 61–63; email, 48–50fi g; fundrais-
ing, 85–89; identifying audience preference, 
46; make it easy to fi nd all your chapters and, 
128–130; measuring impact across, 65–71; 
“missed calls” used as campaign tool, 53; mobile 
advertising using, 55; mobile applications, 
55–57; mobile texting (SMS), 51–54fi g, 62; 
online petition drive, 62; social networks, 61; 
spam laws covering, 52; Surfrider Foundation’s 
advocacy campaign using, 149–150; tailoring 
messages and calls to action using, 48; video, 
59–60; widgets and share buttons as, 62–63.  See 
also Communication; Online communication

Multichannel fundraising campaign: be realistic, 
113; email fundraising appeals, 111–112; evalu-
ate your, 111; how to raise $100,000 through 
social media, 110–113; mobile channel used for, 
107–109; planning a, 90–94; rolling out your, 

94–99; showing results in real time, 107; strate-
gies to increase donations, 99–109.  See also 
Fundraising

Multichannel fundraising campaign implementa-
tion: conduct A/B testing, 95–99, 108; segment 
your donors and prospects, 95, 96; write series 
of fundraising appeals, 94–95

Multichannel fundraising campaign planning: defi ne 
the messaging hook, 91; develop campaign goals 
and messaging, 90–91; establish goals, 90; estab-
lish staffi  ng and resources, 92, 94; identify your 
target donors and their channels, 91; set up a 
fundraising calendar, 91–92, 93fi g

Multichannel fundraising strategies: intro to direct 
mail channel, 99–100; intro to email channel, 
101–103; intro to mobile channel, 107–109; 
intro to social networks channel, 109; intro to 
website channel, 103–107; tailor pitches to mul-
tiple channels, 111.  See also specifi c channel

Multichannel Giving Benchmarking Report, 85, 86
Murrian, Michelle, 210

N
National Aquarium (Baltimore), 54
National Wildlife Federation (NWF): Action Fund 

Email Alert, 50fi g; benefi ts of monthly staff  
meetings by, 167; creating knowledge sharing 
opportunities, 186; multichannel campaign 
response to oil spill crisis, 141–148

National Wildlife Federation (NWF) disaster 
response campaign: CNN “Disaster in the 
Gulf Telethon” donated ads to the, 147; for 
Deepwater Horizon oil drilling explosion, 141; 
example of fundraising appeal during, 146fi g; 
Facebook, Twitter, Flickr, email, and Causes.
org used for, 142, 144–145, 147; to fi x the dam-
age, 142–143; get resources to where they are 
needed, 142; getting information about the spill 
out to people, 142; help people cope work of, 
143; lessons learned from the, 148; long-term 
goal of the, 143; online and offl  ine channels used 
during, 143; results and metrics of, 147–148; 
text-to-give used during, 145–147; two goals of 
the, 141–142; website information on the, 144

National Women’s Law Center (NWLC): “Being a 
Woman is Not a Pre-Existing Condition” cam-
paign by, 41–42fi g; goals set by, 41

Netvibes, 168
Network for Good, 85
Network identifi cation, 9fi g–10
New Organizing Institute (NOI), 83, 84fi g
Newmark, Craig, 83, 137
NGP VAN, 172
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Nielsen’s “State of the Media: Th e Social Media 
Report,” 2

Nonprofi t competition: collaboration to consolidate 
resources and reduce, 203–204; growth and 
increase of, 203; think like a startup to manage, 
204–207

Nonprofi t Digital Teams Benchmark Report, 171
Nonprofi t operating systems: change institutional 

culture, 162–164; create effi  cient staffi  ng struc-
tures, 170–177; engage leaders in culture change 
of your, 177–183; invest and believe in your 
staff , 164–170; invest in people to maintain 
strong, 183; need to prepare your, 161–162

Nonprofi t organizations: fi ndings on Generations 
X and Y online support of, 6; mobilizing their 
base challenge faced by, 37–38; online commu-
nication adopted by, 1–2; organizational silos 
that harm your, 162–164; political endorsements 
not permitted by, 176; preparing for the future 
of your, 211; preparing the operating system 
of your, 161–184; reclaim reporting by, 209; 
self-sustainability by, 207–208; “social graph” 
of your, 210; startup thinking by, 204–207; 
stories and storytelling by, 21–23; transition-
ing for social change, 185–199; unique set of 
expertise of each, 208.  See also Culture change; 
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; Nonprofit 
Social Network Benchmark Report on social 
media use by, 70; online communication 
adopted by, 1–2; reduce competition and con-
solidate resources, 203–204

Nonprofi t Social Network Benchmark Report 
(2012), 173

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

NP Action, 51
NTEN (Nonprofi t Technology Network), 69, 117, 

138, 168
NYCH Settlement and Education Partnerships, 181

O
Obama, Barack, 151, 152
Occupy movement, 63, 74
#OccupyWallStreet, 63
Offl  ine fundraising, 85
Ogilvy Public Relations Worldwide, 6
Olivola, Christopher Y., 79
1 Million Strong Against Off shore Drilling Facebook 

Page, 24, 25fi g

1Sky, 31–32fi g
Onion, 63
Online campaigner, 172
Online communication: Generations X and Y use of, 

6; identify preferred channel of, 46; increasing 
use of, 1; nonprofi t adoption of, 1–2.  See also 
Communication; Multichannel communication; 
specifi c 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 Nonprofi t Benchmark Index 

Study (2009), 86
Online petition drives, 62
Open Graph (Facebook tool), 187
Open rates, 67
Operating systems. See Nonprofi t operating systems
Oppenheimer, Daniel M., 79, 80
Opt-out instructions, 138–139
Th e Oregonian, 150
O’Reilly Media, 45
O’Reilly, Tim, 45
Organizational culture: assessing if your non-

profi t has silos, 163fi g; commit to changing 
for improvement, 169–170; engaging leaders 
in improving, 177–183; tearing down silos to 
change, 162–164.  See also Culture change; 
Nonprofi t organizations

Organizational silos: assessing if your nonprofi t 
has, 163; description and symptoms of having, 
162–163; improving organizational culture by 
breaking down, 164; innovation and creativity 
squashed by common, 163fi g

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; eff ec-

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

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 eff orts 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, 78–85
“Punish Geoff  Fundraiser” fundraiser, 82fi g–83

Q
QR codes (Quick Response Codes): encoded in 

mobile texting (SMS), 53–54fi g; at offl  ine fund-
raising events, 108–109

Quantcast, 1

R
Racial/ethnic diff erences, 46
Rad Campaign, 55
Radian6, 67
Th e 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 nonprofi ts, 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 staff er 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: Experimental Approaches to the 

Study of Giving (Oppenheimer and Olivola), 79
Sea Change Strategies, 104
Seafood Watch app, 56fi g–57
“Search Plus Your World” (Google), 66–67
Segmenting: CRM (constituent relationship man-

agement system) for email, 49, 64; your commu-
nity, 96; your donors and prospects, 95, 96

Self-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
“ShareTh is” 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 Th rive 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, 13fi g–16; 
highlight personal stories, 19–23; identify your 
community from the crowd, 8–12t; overview of, 
7–8; putting principles into action, 34

Social change transition: access required for, 
186–189; how-to guide for managing a rogue 
staff er, 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, 87fi g–88; fundraising 
metrics on, 112; guide for staff  use of, 175–176; 
how to raise $100,000 through, 110–111; 
mobile use statistics (2012), 5fi g; Nonprofi t 
Social Network Benchmark Report on nonprofi t 
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. traffi  c rankings (2012) of, 4fi g; year-to-year 
growth (2011 to 2012) of, 3fi g

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 promote your, 
100; growth of, 2; how nonprofi ts can leverage, 
61; identifying your, 9fi g–10; “social graph” of 
your, 210

Social publishing tools: sharing personal stories 
using, 20–21; Tumblr blogging 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, 165–166fi g; “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 

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 off ered by, 
169; social media guide for, 175–176; welcome 
all ideas from your, 165.  See also Nonprofi t 
organizations

Staffi  ng: 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

Staffi  ng 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, 206fi g–207; nonprofi t adoption of, 
204–205; test new ideas quickly, 205–206

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

“State of the Media: Th e Social Media Report” 
(Nielsen report), 2

Steinberg, Amanda, 208
Stop Online Piracy Act (SOPA), 188, 189
Storytelling/stories: charity: water’s use of, 37–38; 

framing 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
“Suff ering” motivation for donating, 81–83
Sunlight Foundation, 57
Sunlight Labs, 57
Supporters: fi nding 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
Th e sweet spot: fi nding your community, 14; focus 

on shared goals, 13fi g–15
Swenson, Mwosi, 100
Sybrant, Milo, 106
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T
Target audience: delivering messages across multiple 

channels to, 63–65; framing your email to fi t 
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)
Th ank You Note from NOI to Donor Craig 

Newmark, 83, 84fi g
Th ank-you page, 106
Th eory of change, 37
Th ePetitionSite.com, 46
Th eSite.org (YouthNet), 26–27
“Th e Th ird Way” statement (2010), 189
350.org: 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, 31–32fi g

Th rive 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 specifi c, 17; 

choosing the right, 16–17; used for curation, 23; 
identifying preferred, 17–19; sharing personal 
stories using social publishing, 20–21

Transitioning your organization: how-to guide for 
managing a rogue staff er 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-
profi t 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: nonprofi t 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, 87fi g; Greenpeace Brazil use of, 61; IAVA’s 
#GoSilent, 157; include your website link on, 
119; nonprofi t leveraging of, 2; nonprofi t use 
of, 70; NWF disaster response campaign use 
of, 144; online traffi  c of, 1, 61; petition drives 
through, 62; sharing access to knowledge and 
support through, 187; sharing blogs on, 59; 
social sharing donations to, 106–107; tweet but-
ton widget of, 62

“Two Way Street Tour” blog series (MMT), 121

U
UNICEF USA, 88, 205
Union of Concerned Scientists, 194
Unsubscribe, 138–139
Upworthy, 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, 206fi g–207
Web producer, 172
Website channel: charity: water’s WaterForward, 

206fi g–207; collect only the information you 
need, 105; display a thank-you page aft er 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; 
IAVA’s #GoSilent, 152–153fi g; 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, 103–104fi g

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

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, 87fi g; include your website 
link on, 119; “It Gets Better” campaign on, 
59–60; online traffi  c of, 1, 61; “Punish Geoff  
Fundraiser” fundraiser punishments on, 82fi g–
83.  See also Video

Z
Zuckerman, Shelley, 181
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