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Affluence, presence, 4-5
Agency employees, problems,
132-133
Agency personnel, physical
presence, 184-185
Alignment. See System-wide
alignment
activities, 38
benefits, 39
issues, 131-132
American philanthropy, 2-10
American Red Cross, Balkan
Relief money, 8
Attitude, change, 122
Audience, knowledge,
157-158
Auxiliary group, example, 57

Branding goals, variations,
183-184
Bureaucracy systems, change,

Business, third-sector
institutions (conflict),
13-14

Causal business, type
(identification), 126
Causal innovation, importance,
190
Causal networks, 166
Chaos-based logic, shift, 5
City rescue missions, trends
(recognition), 22
Collaboration
importance, 49-50
increase, value identification
(usage), 53-60
willingness, 130-131
Communication
activity, 78-79
integration, 160-163

problems, 106, 149-150
realization, 162
stakeholder focus, 153
system, usage, 152-163,
185-186
Communities, collaboration
(necessity), 169-172
Community segmentation
model, 60
Competitors, convergence, 113
Consultation assistance, real
world example, 124
Control systems, enacting,
175177
Cooperative action, benefits,
39
Core competencies, 45
Corporate discipline, absence,
143
Corporate epistemology, 78
Corporate integration,
absence, 149
Corporate longevity, Royal
Dutch Shell study, 79
Cross-functional integration,
absence, 152
Cultural tapestry, creation, 165,
172-188
Customer-controlled markets/
models, 64—65
Customers
communication programs,
location, 155-156
considerations, 12
importance, 75
interaction, personalization,
77
loyalty, giving, 43
placement, 87-90
retention, goal, 162163
values

change, 28

defining, 42
understanding,
importance, 38
Cutting-edge services, 12

Data, timeliness, 139—140
Departmental isolation,
replacement, 148-149
Development directors
organizational behavior,
learning, 79
path, changes, 78
Development investment,
profit/income
generation, 39
Direct-mail program, real work
example, 104
Discontinuous environments,
strategies (problems),
167-168
Donations, infusions
(necessity), 9-10
Donors
attachments, 64
boundaries, redefining, 1
choice, shift, 30
communication programs,
location, 155—-156
experience, 52-53
importance, 75
opportunities, 55-56
placement, 87-90
real world example, 61, 178—
179
retention, goal, 162-163
values
change, 28
defining, 42
importance, increase,
3—4
understanding,
importance, 38
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Dynamic conservatism,
113-114

Dysfunctional organizational
culture, real world
example, 31

Economic environment,
negative contributions,
13

Efficiency, expectations, 12

Emotional marketing, 42

Employee groupings/units,
stress, 88

Employee networks, trust, 89

Entropy, definition, 154

Environmental changes, 5-6

Equity branding, 42

Events business, real world
example, 54-55

Experience, importance

(myth), 21-23

Failure, measurement, 134—140
Family counseling center, real
world example, 67-68
Feedback system, usage,
152-163
Focus problem, 101-102
Fund-raising efforts, regional
differences, 17-18
Funds, allocation, 100
Future
control, desire, 173—174
defining, 86
importance, 112-115
survival, 59
unknown, 6-10
operations, 189-190

Glamorous causes, 13

Global marketplace, look-alike
products, 11

Good news/bad news issue,
101-102

History, fulcrum point, 5

Humanitarian group, real world
example, 161

Human need, importance, 10

Human values, fulfillment, 180

Implementation, 86—94
In-depth dialog, usage, 148
Individuals
attention, obtaining,
78-79
connection, importance, 33
giving priorities,
reallocation, 29
loyalty, retaining, 37-38
support, lapse, 132

Inertia, impact, 80
Information
classes, 70, 137
presentation, 138
systems, issues, 138—140
Infrastructure
support system, cost/
emotional difficulty, 97
systems/services, usage, 185
Institutional productivity,
philanthropy
(perspective), 10-23
Institutional wisdom, 6
Integration
absence, 151-152
communication, 142
decentralization, contrast,
144
recognition, 143-144
Intelligence, access
(uncovering), 172-173
Interactive communities, 166
Interdepartmental dialog,
increase, 148
Internet
capabilities, control, 7
commerce, 89
usefulness, 7—8

Knowledge
classes, 70
organizational philosophy,
78
workers, 52

Leaders
attitude, 117-118
expectations, 127
fear, 177-178
vision, 122-124
Leadership
examination, 27
questions, 29-30
recognition failure, 176-177
systems, change, 32
team, response, 120-121
Linear strategy, conversion,
59—60
Listening
effort, 158
importance, 34
usage, 148
Local causal initiatives,
service/marketing
niche, 18-19
Loyalty, benefits, 39

Madison Avenue marketing
approach, 12
Major donors, category, 92

Management
environment, equilibrium
view (adoption),
120-121
future, unpredictability,
6-10
mind-set, reshaping,
110-111
Managerial maps, usage, 68—69
Managerial mind-set, change,
30-34
Managerial rightness, 32
Marketing
audit, real world example,
111
culture, 13
investment, profit/income
generation, 39
mind-set, change, 30-34
pre-culture, 13
programs, impact, 80-81
strategy
creation, 49
preparation, background
work, 80-86
tactics, examination, 34
Marketplace
change, 15-16
turbulence, 11
Material prosperity,
achievement, 20
Media team, characteristics,
82-83
Mentoring, example, 57
Mind-set
entrenchment, 80
recognition, 25
Momentum, impact, 80
Money, performance indicator
(problem), 76
Monolithic approach,
problems, 77-78
Morgan, Edward (real world
example), 14

Name recognition, 18
Name/reputation, real world
example, 52
Nationwide emergencies,
response, 8
Networks
examination, 55
segmentation model, 60
Next stage tactical questions, 65
Nonprofit executives, strategic
issues, 25
Nonprofit leadership teams,
problems, 150
Nonprofit manager, concerns,



Nonprofit marketing
management culture,
performance
benchmark, 49

Nonprofit marketplace,
change/volatility,
50-51

Nonprofit member groups,
characterization, 4

Nonprofit organizations

accomplishments,
identification,
180-181
actions, 42
affairs, operating/handling,
25, 30
agency
goals, achievement, 26
mismanagement,
question, 28
approaches, measurement/
development, 38
attitude, 117-118
brand equity, management
(absence), 133
budgets, size, 11
business
design, problems, 29
understanding, 40—44
cash flow, concern, 39—40
cause, collaboration,
130-131
change
areas, 12—-14
requirement, 12
steps, 45
college student recruitment,
real world example, 34
community, strengthening,
81
competitors, comparison, 18
contingency plans, 45
credibility/value, return
(achievement), 40
critical issues, 116
development team,
questions (example),
6667
donor trust/mistrust, 19-20
environmental response,
168-169
experience, problems, 28
external focus, importance,
156-158
failure, reasons, 45—47
future agenda, 118-128
future service, context
(creation), 119-120
growth, 4

individuals
assistance, interest, 58—69
partnership cost, 39
infrastructure
change, implementation,
99-100
elevation, focus, 114-115
integration, viewpoint,
150-151
internal/external focus,
determination, 35
issues
encounter, 94
list, 118
issues, understanding, 91-93
market, benefit, 93
money-making ability,
myth, 17-19
operation
change, 97-102
design, 109
importance, 112-115
operational events, change,
148-149
outsourcing, 90
performance, assessment,
44—47
philosophies, 49-51
planning
differences, 70
goal, 69-73
pressure, 10
priorities, flow, 119-120
program officers, real world
example, 146
reality, operational elements/
characteristics, 33
real world example, 33
reason for being, 9
redefining, 55
service, superiority
(possibilities), 146—147
sheltering, attempt, 173-174
stakeholder
appeal, 88
gap, 129
steps repetition,
nonexamination
(problems), 63—69
strategic actions,
examination, 41
strategic preparation, 79
strategies
identification, 128—140
implementation, 86—-94
success, handling, 25, 30
survival, ability, 32
tactics, identification,

128-140
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transformation, knowledge,
180—182
importance, reasons,
181-182
value network,
maximization process,
62
viewpoint, change (myth),
19-21
vision, 91-92
creation, 121-128
identification, 180
leader explanation, 84-85
voice, identification,
159-160
work, collaborative aspects
(discussion), 38
youth, 3
Nonprofit sector
legitimacy, loss, 9
professionalism, 12
volunteer workers, number,
2-3
Nonprofit strategies,
difficulties, 64
Nonprofit strategist, 96
conversion, 108—110

One-on-one collaboration,
usage, 59-60

Opportunities, creation, 67—69

Organizational identity,
importance, 183—188

Organizational marketing
strategies, assumptions,
50

Organizational mistrust,
89-90

Organizational models, change,
22-23

Organizational personality,
importance, 123,
183-188

Organizational planning,
71-73

Organizational problems,
70-71

Organizational size, impact
(myth), 1617

Organizational tapestry,
necessity, 174-179

Outside experts, dialog, 189

Performance problems,
intolerance (cultural
notion), 127-128

Permanent white water, 50

Personal freedom,
achievement, 20
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Personnel, competency
(insufficiency), 14
Philanthropic realities,
cumulative effect, 20
Planning. See Nonprofit
organizations;
Organizational
planning; Scenario
planning
constraints, 71
importance, 125-126
non-value added activity,
125
problem, 100-101
steps/styles, 71-72
Poor/indigent, interaction (real
world example), 36
Priorities, shift, 60—63
Processes/effort, integration
(importance), 144-145
Producer-controlled markets,
collapse, 5
Productivity-led recovery,
experience, 10-11
Product Price Promotion and
Place (4Ps), 131
Progress, charting, 85-86
Provider-customer
relationships, 108
Psychological maps, usage,
68—69
Public donors, 41
Public relations problems,

130

Real-time financial/program
benefits, assessment
problems, 97

Reason-based logic, shift, 5

Reason for being, explanation,
83-84

Relational equity, examples,
106-107

Relationship marketing, 42,
186-187

Religious group, real world
example, 147

Religious organizations, costs
(increase), 22

Resources, absence (mentality/
culture), 103

Scenario planning, 72

Self-defense, creation, 67—69

Shared destiny relationships,
105-106

Social philanthropists, 41
Social risk capital, providing,
1-2
Stakeholders
accountability, 127
attention, 35
connection, strength, 33
cooperation, 36-37
discovery, 51-63
effort, integration
(importance), 145
equity, occurrence,
136-137
examination, 81-82
experience, creation plan,
69-73
interaction, 103—105
knowledge, importance,
137-138
linear strategy, 56
listening, 54, 62-63, 91
operations, integration
(managerial need),
142-152
problems, 98—100
retention, communication
program focus, 154
value
concern, 43
creation, 105
strategy, relationship
(understanding),
167-169
Strategy, role, 82—83
Success
appearance, 127
definition, 84—86
measurement, 134—140
perception, 85
stakeholder definition,
135-136
steps, 102-107
Supplier-controlled markets/
models, 64—65
Support, requests (real world
example), 175-176
Synergy, absence, 144
System-wide alignment,
necessity, 35—40

Tapestry communities,
formation, 58
reasons, 58
Tapestry groups, 56—57
Time frame/tactical steps,
usage, 127

Top of the mind ideologies, 64

Transactional qualities, usage,
185

Transformations, occurrence,
166—-167

Troubled young people
institution, real world
example, 27

United Way, donor base, 3—4
Useful information, flexibility,
106

Value
chain, 113
gap, discovery, 131
goals, fulfillment, 187-188
providing, 65
question, 108
transmittal process, 65
Value-added partnerships,
creation, 177
Value communities, formation,
58
Value-driven leaders, 83—84
Value network, priority, 60-63
Variance elimination, 77
Vertical appeals, 8
Virtue capitalists, 41
Vision
characteristics/importance,
121-128
statements, usage, 126—128
Voice, identification,
159-160
Volunteers
example, 56-57
importance, 75
increase, necessity, 9-10
placement, 87-90
real world example,
170-171
retention, goal, 162-163

‘What if analysis, 47

‘Wish lists, development, 126

Wood, John (real world
example), 15

Work, evaluation, 76

Wunderlich, Al (real world
example), 14-15

Young people religious camp,
real world example,

26



