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rying about legislative changes, or 
even investing resources in touting 
successes.
[Source: “Fact Sheet on the Continued 
Crisis in Charitable Confidence,” Paul C. 
Light, The Brookings Institution, September 
13, 2004. Full text can be downloaded free 
from www.brookings.edu/views/papers/
light/20040913.htm.]

“People are motivated to give 
because they value the cause, 
whether it is religion, education, 
health care, or international 
relief.” So said Henry Goldstein, 
chair of Giving USA Foundation, 
in announcing the results of the 
2004 Giving USA report, which 
found a 2.8% increase in chari-
table giving from 2002 to 2003. 
Overall, Americans gave an esti-
mated $240.72 billion to charity in 
2003, accounting for 2.2 percent 
of the gross national product of the 
U.S. The increase in giving was 
the biggest seen since 2000.
• 55% of charities told researchers 

that they received more dona-
tions in 200; 37% reported a 
decline in donations.

• Gifts received through bequests 
rose more than 10%, despite 
concerns about the phasing out 
of estate taxes.

• Giving to health organizations 
rose 10.7%, while giving to arts, 
cultural, and humanities groups 
increased 7.3%.

 For more information, see 
“Giving USA 2004,” available 
from the American Association of 
Fundraising Counsel: www.aafrc.
org.
[Source: AAFRC press release.]

Don’t just be a fundraiser -- be 
an organizational development 
specialist! The latter are change 
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Spread a little Joyaux in your 
program! Internationally recog-
nized speaker, author, and con-
sultant Simone Joyaux, ACFRE, 
can come to your community 
or agency to present workshops 
and seminars on fundraising and 
organizational development. 
Topics include strategic plan-
ning, fund development, gover-
nance, organizational develop-
ment, social justice, and women 
in philanthropy. 
 For more information, and to 
see Simone’s current speaking 
schedule, visit Joyaux Associates 
online at www.simonejayaux.
com.

Tom Ahern, international 
award-winning marketing / 
communications consultant is 
available to share his wisdom 
on developing a strategy state-
ment, writing newsletters that 
donors love, and speaking to 
your reader’s self-interest. Tom 
is the developer of the “love thy 
reader” workshops and is cur-
rently writing an e-book. For 
more information, visit www.
aherncomm.com.

And now for the news...

Americans remain distrust-
ful of charities. Confidence in 
charities remains 10-15% lower 
today than it was in the summer 
of 2001 – before the controversy 
surrounding disbursement of 
funds for victims of 9/11. Only 
11% of Americans think chari-
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table organizations spend their 
money wisely, even though most 
think charities do a good job 
helping people.
 Donors and volunteers 
are increasingly strategic in 
their giving — they want to 
see impact and accountability. 
Nonprofits need to embrace the 
call for reform, invest in core 
operating improvements, and 
police poor performers. That’s 
how to win back confidence 
— not by complaining about 
negative media coverage, wor-
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agents; they serve the entire or-
ganization and look beyond the 
immediate need for funds.
 The development officer 
needs to be more than a great 
fundraising technician. You must 
be willing to adopt an organi-
zational development approach 
to the work of philanthropy and 
fundraising. Then you can de-
velop your capacity. 
 Don’t forget: more than 
75% of “fundraising problems” 
are not fundraising problems 
at all. They are organizational 
development issues that affect 
fundraising.
 For more information, see 
the monograph on organiza-
tional development specialists on 
Simone’s website: www.simone-
joyaux.com/Resources/PDFAr-
chive/Fund Development.

Volunteers – especially young 
people – see ‘what’s in it for 
me.’ 57% of volunteers believe 
volunteering has helped their 
careers by providing new skills 
and the chance to network with 
other professionals. 13% said 
volunteering led to a new job or 
career change.
 87% of 18- to 24-year-olds 
said volunteering had helped 
their careers. And nearly one in 
four had met a romantic partner 
by volunteering.
 For more information, see 
the 2004 Lions Club Interna-
tional Volunteerism Survey, 
available free online at www.
lionsclub.org or by contacting 
Ellen Mahon at 312-228-6956 or 
Mahon@ketchum.com.
[Source: “Volunteers Say Charity Work 
Helps Them in the Careers,” Cassie J. 
Moore, The Chronicle of Philanthropy. 
www.philanthropy.com]

Keep these tips in mind when 
writing a press release:
• limit to 1-2 pages in length
• double-space
• use 1.5- to 2-inch margins
• print on your group’s stationary 

with logo
• avoid bright or dark-colored 

paper
• type “NEWS RELEASE” on 

top (centered or flush left) fol-
lowed by a release date

• type page numbers on top of 
following pages

• start with an enticing headline 
that briefly summarizes the 
news in the release

• Write in “inverted pyramid” 
style -- most important infor-
mation first

• include “who, what, where, 
when, how, and why” informa-
tion

• direct reader to website or per-
son to contact for event photos

• include full contact information 
(name, title, phone number, 
e-mail) of person to contact for 
more information

• check spelling and grammar
• type “-30-” or “###” at the end 

of the release
• only one release per e-mail or 

envelope
[Source: “35 Quick Tips for Writing a Press 
Release,” Catherine Franz, FundRaiser 
Cyberzine: www.fundraiser.com.]

Looking for grants to fund 
technology? Be sure to:
• Build strong relationships with 

funders. As with any grant, get-
ting funders to pay for technol-
ogy means building relation-
ships.

• Incorporate technology into 

your annual strategic plan. 
This shows funders how your 
technology needs relate to your 
mission, and provides a “road 
map” for your development 
staff.

• Focus on your mission and 
programs, not technology for 
technology’s sake. Ask: “How 
will this technology help us 
better achieve our mission?” 
Will it result in new learning 
and knowledge-building? Im-
prove project coordination and 
collaboration? Enable latent 
community energy to be put 
into action? Create new capa-
bilities? Make your work more 
efficient or increase productiv-
ity? Improve the client experi-
ence? Improve marketing and 
outreach? Increase fundraising? 
Enable better-informed man-
agement decisions?

• Budget technology expenses as 
shared costs, not overhead, in 
grant proposals. Most funders 
see technology as just another 
cost of doing business. 

• Target technology funders. 
Look for funders who support 
“capacity building” -- many are 
willing to invest in technology. 
“Technical assistance” grants 
also may be used for technol-
ogy consulting, planning, or 
even equipment. Community 
foundations also may be more 
apt to fund technology than 
national foundations.

• Maximize existing resources. 
Properly maintain the equip-
ment you have. Back up, up-
date virus-protection software, 
train your staff. This can limit 
the new technology you need to 



purchase. It also will give you a 
good idea of what you have and 
what you need.

• Tap local resources. Up to 
75,000 community technology 
centers in the U.S. can help you 
pool resources with other local 
nonprofits, and avoid reinvent-
ing the wheel.

• Partner with others for joint 
grant proposals. This gives 
funders a way to stretch their 
dollars and have a greater 
impact.

[Source: “10 Tips for Funding Technology,” 
Bennett Grassano, www.TechSoup.org.]

Is your website “brochure-
ware” or “ePhilanthropy”? 
Too many nonprofit websites are 
glorified brochures, containing 
information about the organiza-
tion but doing little or nothing to 
enable visitors to support your 
group. A “brochure-ware” site 
may have plenty for users to see, 
but an “ePhilanthropy” site has a 
lot for visitors to do.
 An ePhilanthropy site should 
enable visitors to:
• make cash donations via 

credit card or e-check; in preset 
amounts; as a one-time gift or 
recurring amount; to support 
a specific program or service; 
and in the name of a certain 
individual

• make in-kind donations, in-
cluding goods and service, 
either as a direct gift or by of-
fering an in-kind item for sale 
or auction in the group’s e-store

• sign up as volunteers for one-
time or recurring projects

• provide feedback on your orga-
nization

• make referrals

• enroll as a member
• search an events calendar
• send an electronic greeting card 

to friends
• look for employment opportu-

nities
• take part in opinion polls
• sign online petitions
[Source: Allan Pressel, CharityFinders: 
www.charityfinders.com.]

Gather e-mail addresses to 
built a potent mailing list. Off-
line, ask for e-mail addresses at 
every interaction with supporters 
— during renewal appeals, mem-
bership drives, event invitations, 
etc. At events, leave out a news-
letter sign-up sheet. Do a give-
away where participants must 
leave a card with their name and 
e-mail address to enter.
 Online, drive traffic to your 
website with every communi-
cation. List your web address 
wherever you list your mailing 
address, phone number, etc. 
Promote voluntary online regis-
tration on your site to gather key 
information on supporters.
 Viral marketing — such as 
“forward to a friend” e-mail 
campaigns and electronic greet-
ing cards — also can be used to 
build e-mail lists and build sup-
port. E-mail “appending” servic-
es can be hired to find the e-mail 
addresses of donors and support-
ers in your existing database.
 When gathering e-mail ad-
dresses, overcome resistance 
by emphasizing benefits such 
as timely communications and 
financial savings and reduced 
administrative overhead, which 
allows more funds to go toward 
services.

[Source: “Building an e-mail address file: 
It’s easier than you think,” Gene Austin, 
Philanthropy News Network Online, Au-
gust 6, 2004. www.pnnonline.org/article.
php?sid=5377.]

Make sure your e-mail gets 
through! Use a concise subject 
line to catch the reader’s eye. 
Avoid capitalization and sensa-
tional headlines — they look like 
spam. Choose a display name and 
e-mail address that clearly iden-
tify your organization. 
 Use graphics — sparingly 
— to liven up your message. 
Include calls to action and links ( 
a handful is plenty) to next steps. 
Provide a plain-text version for 
readers who want to download 
and scan quickly.
 Time e-mails to arrive early in 
the morning, or just before lunch-
time, when they’re most likely to 
be read. Be consistent to avoid 
spam filters — send newsletters 
on a regular schedule, and always 
use the same “from” address.
[Source: e-Mail Deliverability: Make Sure it 
Gets Through,” David Crooke, www.onPhilan-
thropy.com, July 2, 2004.]

Don’t give up on supporters 
who can’t give cash. Create a 
“members resource list” cata-
loguing the talents and abilities 
of those who back your program 
so you can call upon them when 
needed. 
 Ask each member or supporter 
of your group to fill out a ques-
tionnaire on their abilities. Always 
include an open-ended question 
like, “Is there any other way you 
can help that had not been raised 
on this form?”
 Compile your responses into 
categories like legal, public rela-
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tions, computer, etc. Keep the 
list confidential.
[Source: “Fundraising Idea of the Month: 
Member Resource List,” Doug Nash, Fund-
Raiser Cyberzine. www.fundraiser.com.]

What women want differs from 
the desires of male donors. Both 
genders give because they want 
to make a difference and have 
resources to share. But women:
• are less motivated by tax ben-

efits
• give because they identify with 

or are passionate about a cause
• tend to support social services 

and health causes
• feel a need to repay society
• tend to give more cash as gifts
• ask more questions than men, 

and want to be more involved 
in causes they support

• value connections more than 
recognition

 Women over age 70 control 
most of the wealth in America. 
Be sure to address their interests, 
need for giving, how they want 
to be asked, and how they want 
their money used!
[Source: Women and Philanthropy: The 
Power of One!,” Lilya Wagner, Ed.D., CFRE, 
www.onPhilanthropy.com, Today’s Fund-
raiser, September 3, 2004.]

Internet ... 

www.civicreflections.org: 
Electronic resource library of 
recommended texts for facilitat-
ing “civic reflections” discus-
sions around the topics of giving, 
serving, associating, and leading. 
Developed by the Maine Hu-
manities Council and the Project 
on Civic Reflection.

Resources ...

Giving USA 2004, which pro-
vides comprehensive data on 
charitable giving in the U.S., 
includes an appendix that lists 
key studies on philanthropy and 
how to obtain them. For more 
information, see the website 
of Giving USA’s publisher, the 
American Association of Fund 
Raising Counsel, at www.aafrc.
org.

The 24th International 
Fundraising Congress was 
held in October 2004 in Am-
sterdam, and Simone Joyaux 
was among the speakers at this 
prestigious worldwide gathering 
of fundraising professionals. For 
information on the Congress, see 
the website of the Resource Al-
liance: www.resource-alliance.
org.

Third Sector New England’s 
NonProfit Center. Located 
in Lincoln Plaza in Boston’s 
Leather District, the new Non-
Profit Center provides shared 
office space for progressive 
social-change organizations. 
Third Sector New England offers 
services and information to other 
nonprofits to strengthen pro-
grams and management systems 
and improve adaptability to meet 
changing societal needs. www.
tsne.org.

Life Cycle of a Public Charity. 
IRS publication on the forms, 
guides, and publications used by 

You may reprint the Joyaux Newsy Letter with credit acknowledgment. This publication does not constitute legal, accounting or 
other professional services. Additional free subscriptions are available by contacting Joyaux Associates.

charities to interact with the IRS. 
Available free online at www.irs.
gov/charities/charitable/article/
0,,id=122670,00.html.

Joyaux/Ahern 2005 
speaking schedule ...

For Simone Joyaux, to date

• February 10, 2005: “Fund De-
velopment: Basic Principles and 
Best Practices”; TDC of Boston; 
contact: ggottlieb@tdcorp.org

• April 12, 2005: “Major Gift 
Fundraising: Pitfalls and Possibili-
ties”; Connecticut Library Associ-
ation; contact: jslee01@earthlink.
net

• April 13, 2005: “Governance 
and relationships for Executive 
Directors”; Greater Worcester 
Community Foundation; contact: 
grandall@greaterworcester.org

• April 22, 2005: “Building A 
Culture of Philanthropy”; Keynote 
address: “Social Transformation 
through Philanthropy”; AFP Hali-
fax (Nova Scotia, Canada); con-
tact: Lisa Pottie, lpottie@rbrdev.
com

• May 2, 2005: Mid-America Con-
ference, Sioux Falls SD; contact: 
Stephanie Judson, stephj16@sdco
mmunityfoundation.org

• October 18 - 21, 2005: 25th In-
ternational Fundraising Congress, 
The Netherlands; contact: www.
resource-alliance.org

For Tom Ahern, to date

• March 2, 2005: Worcester Com-
munity Foundation

• April 4, 2005: AFP International 
Conference, Baltimore

• May 10, 2005: Western AFP 
Fundraising Conference, Calgary, 
Alberta
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