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LETTING THE PEOPLE YOU HELP
HELP YOU THROUGH FEEDBACK

oes your nonprofit ask the people
who benefit from its services how
to improve the organiza on? If so,
do you give these clients, customers or
beneficiaries fast and easy tools to tell
you what they think?

Mia Birdsong, vice president of the Family
Independence Ini a ve, and Perla Ni, CEO
of GreatNonprofits, recently addressed
how to make the most of feedback in
an online discussion sponsored by the
Chronicle of Philanthropy.

Using feedback from the people you
serve not only can boost your not-forprofit’s performance, but it also lets
them know their opinions count. And
it might impress funders, especially if
you incorporate the feedback into your
objec ves.
What works best?
Here are some sugges ons for ge ng
and using feedback that Birdsong and Ni
oﬀered in the discussion “How chari es
get ideas from the people they serve”:

about us!” Include a link to the website
where people can post their responses.
Be vigilant and crea ve. Solicit feedback
quarterly from the people who use your
services. One charity that assists lowincome people wants its customers to
write an online review of the organiza on.
So it packs a reminder note in the bags
of groceries it hands out.

Be versa le. Use the technological
tool or tools you think your clients will
respond to best. For example, if you
Why seek feedback?
assist young adults, you might want to
Invite opinions. Use Facebook, LinkedIn, use tex ng because it’s so popular with
“Feedback can help nonprofits make Twi er and other social media to post this age group.
their work have more impact and and share messages that invite feedback
improve their services,” says Birdsong, from the people who use your services. Be grateful. Let the people who give you
whose organiza on aims to increase Keep your messages simple and friendly. feedback know you appreciate it. On
the social and economic mobility of Ni, whose organiza on provides GreatNonprofits.org, for instance, some
low-income families. Founda ons and informa on on chari es to poten al organiza ons post a response of
other nonprofits can also “use consumer donors, volunteers and others, suggests “Thanks!” next to the comments. If the
feedback to inform funding decisions wri ng something like, “Hey, if you feedback is cri cal of your organiza on,
and understand market demand,” she have comments or sugges ons or try to contact the person directly and
says.
compliments for us — write a review schedule a me to meet face-to-face to
discuss a solu on.
conƟnued on page 2
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Make changes. Take your clients’ and customers’
sugges ons to heart. For example, students giving
feedback to Communi es in Schools of Pi sburghAllegheny County, a dropout preven on program,
suggested crea ng an informal area for hanging out.
The organiza on designated a space and furnished
it with some sofas and a coﬀee table. The students
reportedly were delighted.
Don’t forget the “computer-less.” While most people
use the Internet daily, there is s ll a small por on of
the popula on that doesn’t even own a computer.
So use a paper survey to harvest their opinions. A
template you can use and upload is available at
GreatNonprofits.org.
Seek out non-clients and non-customers. You may
need to go the extra mile to figure out why poten al
clients or customers don’t use your services. Pu ng
together a focus group is one eﬀec ve method. A
family founda on, for instance, “sweetened the pot”
by paying for the me of a group of teens to a end
the focus group — a common prac ce for focus
groups, in general — and also paid for the kids’ food
and transporta on.
From the bo om up
“Nonprofits pay for a lot of needs assessments,” says
Ni, “but mostly those are top-down assessments
that don’t get granular about 1) how the customer/
client would priori ze the problems they face and
2) what solu ons they may have for overcoming the
challenge.” Try using the bo om-up approach at your
organiza on, and you might come up with some fresh
ideas that will work for you.
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PUTTING YOUR MONEY
WHERE YOUR MOUTH IS:
SETTING A STRONG
TONE AT THE TOP

Quan fying the cost and benefits of
social media fans
Having people “like” you on popular social media
sites may cost more than you think and is worth
tracking. The fourth annual Nonprofit Social Network
Benchmark Report found that the average cost of
a “like” on Facebook was $3.50, while the average
cost of a Twi er “follower” was $2.05. The report
surveyed more than 3,500 nonprofit professionals
about their organiza on’s use of social media to build
their supporter base.

By Jessica Kinney, CPA, CFE

t is easy for management to proclaim, “there is
zero tolerance for fraud and unethical behavior,”
but is it just as easy to cite specific examples of
management’s ac ons displaying this strong ‘tone
at the top’? The term ‘tone at the top’ is all a buzz
in recent years due to many highly public fraud
cases. The ‘tone at the top’ refers to the ethical
atmosphere that is created in the workplace by the
organiza on’s leadership.

I

In the newspaper every day you can find examples of
how management’s ac ons or what was portrayed
by management to the employees was, to put it
gently, less than ideal. How o en do you hear of
the posi ve things a company’s management is
doing to promote an ethical environment?

Don’t let the costs scare you oﬀ, though. The
survey also found that the average yearlong value
of a supporter acquired via Facebook — that is, the
amount of revenue received from a supporter over the
12 months following acquisi on — was almost $215.
It’s no surprise, then, that 81% of the respondents
deemed their social network communi es to be
somewhat or very valuable.
Does dual-channel
fundraising pay?
A study of donors to the na onal humanitarian
organiza on CARE suggests that engaging donors
through both online and oﬄine approaches can pay oﬀ
for nonprofits. According to the study, dual-channel
donors (those who give both online and oﬄine) have
the highest annual donor value, returning about 46%
more value than donors giving only through direct
mail.
The study also found that dual-channel donors gave
almost as much through oﬄine channels as oﬄineonly donors ($74 vs. $85). This led the researchers
to conclude that adding digital channels of dona on
doesn’t materially cannibalize revenue from
direct mail. Moreover, tradi onal oﬄine direct
response donors who were engaged through online
communica ons demonstrated higher reten on rates
than oﬄine donors not engaged online.

Here are three cri cal things management can do
to help promote a culture of integrity:
1.

Implement an Independent Hotline for
Anonymous Repor ng of Unethical Behavior

2.

Provide Fraud Training for Employees

3.

Implement a Formal Ethics Policy

Implemen ng the above sugges ons sends a
strong message to employees that integrity and
ethical behavior is a top priority and that any
devia on will not be tolerated. For informa on on
the implementa on of these items including our
independent hotline, Red Flag Repor ng, which
includes fraud training for all employees, please
contact Jessica Kinney at JKinney@Shannon-CPAs.
com or 253-852-8500.

ON THE HORIZON: CHANGES TO
NOT-FOR-PROFIT FINANCIAL REPORTING

I

n October 2009, the Financial
Accoun ng
Standards
Board
(“FASB”) established the Not-ForProfit Advisory Commi ee (“NAC”) to
provide input on how Not-For-Profit
financial repor ng could be improved.
The 17 members of the NAC are
primarily comprised of financial oﬃcers
from the Not-For-Profit community
as well as auditors and donors. In
2011, the NAC recommended
improvements be made in several
areas of Not-For-Profit repor ng. Key
recommenda ons include: 1) revisi ng
net asset classifica ons in conjunc on
with improving liquidity repor ng; 2)
improving the statements of ac vi es
and cash flows to provide be er
informa on to the readers of the
financial statements; 3) streamlining
exis ng Not-For-Profit disclosures and
4) establishing a “commentary and
analysis framework” which would
allow Not-For-Profit oﬃcers to discuss
the financial health and opera ons of
their organiza on.
In response to these recommenda ons,
the FASB has two major Not-For-Profit
projects underway. The first is a financial
accoun ng standard-se ng project

By Linda Shupack, CPA Senior Manager
and the second is a research project to disclosure overload while making the
iden fy improvements to be made in essen al disclosures more comparable
other financial communica ons.
and eﬀec ve.
The standard-se ng project

There are three primary areas of focus
in the standard-se ng project. The first
is improving net asset classifica ons as
well as liquidity informa on provided
in the financial statements. The goal
is to provide be er informa on on
the Not-For-Profit’s resource liquidity
as well as its financial flexibility. Ideas
under considera on include either
expanding net assets and liquidity
repor ng to include other restric ons
on the use of assets, such as by statute
or contract, or reducing net assets to
two classifica ons and supplement
the informa on through the use of
subclasses or expanded disclosures.
The second area of focus is on repor ng
financial performance. The ques ons
being considered are whether the
statement of ac vi es and cash flows
could be improved by changing the
repor ng model as well as by providing
be er linkage between the two
statements. Finally, report disclosures
are being reviewed in order to reduce
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Not-For-Profit financial repor ng:
other financial communica ons
This project focuses on how to provide
be er informa on to readers of NotFor-Profit financial statements. This
includes considera on of requiring a
management commentary as a part
of the report (not unlike a public
company’s management discussion
and analysis) which would provide
be er disclosure of liquidity and
forward-looking
informa on
so
creditors, donors and other users
would be be er able to determine the
short-term and long-term viability of a
Not-For-Profit.
Progress
The standard-se ng project is
es mated to be completed by the end
of 2014 and will most likely result in
significant changes to current Not-ForProfit repor ng standards. Progress on
the projects can be found on the FASB
website at www.fasb.org.
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