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I N D E X  

  A
Abbreviations, 92–94
Accidental branding: checklist 

for assessing your, 15–16; 
process of, 14–16

Acronyms: full names versus, 
92–94; logos and use of, 
78–79

Ad Council, 144
Advertising Age (magazine), 19
Advocacy audiences: 

communications plans 
targeting, 167–168; 
description of, 55

Amazon.com, 124–125
Ambassador training, 108–109
American Jewish Joint 

Distribution Committee, 124
American Red Cross, 60, 76, 

77fi g, 78

Appalachian Trail, 10–11
Apple Computer ad 

campaign, 62–63
Arial typeface, 82, 83
ASPCA Web sites, 21
Audience personas: benefi ts of 

using, 58–59; description and 
creation of, 56–57. See also 
Donors (or prospects)

Audience-centric channels: 
on air, 143–145; for 
clients, 114–116; for donors 
and prospects, 113–114; 
for embedding your 
organization in its audience, 
118–120; in-person, 137–142; 
for media, 116–117; mobile, 
145–148; online, 120–132; 
for policymakers, 117–118; 
in print, 132–137; selecting, 
112–120

Page references followed by fi g indicate an illustrated fi gure; 
 followed by t indicate a table; followed by e indicate an exhibit.
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Audience-centric 
communications: accessing 
donor feel-good and 
warm fuzzy, 22–23; on 
air channels for, 143–145; 
description of, 19; example 
of communication plan 
calendar for, 158t; gaining 
perspective for, 23–24; 
implementing, 24; 
in-person interactions as, 
137–142; looking through 
your audience’s eyes for, 
19–22; mission statement 
using language of, 49; 
mobile channels for, 
145–148; online channels 
for, 120–132; in print 
channels for, 132–137; 
selecting channels for, 
112–120. See also Donors 
(or prospects)

Audiences: advocacy, 
55, 167–168; using 
audience personas for, 
56–59; audience-centric 
communications with 
target, 19–24; brandraising 
benefi ts related to target, 
36–37; communications 
plans targeting advocacy, 
167–168; connecting 
objectives and, 55–56; 
defi nition of, 32; 
fundraising, 55; managing 
negative feedback from 
target, 159; positioning 
ideas with target, 59–62; 
printed communications 

most preferred by, 133–134; 
program, 55; scheduling 
activities around calendar 
of, 132

B
BAM logo, 76fi g
Barriers to Effective 

Communications survey 
(2008), 9–10

BCF (Baltimore Community 
Foundation), 93

BCF (Barbados Chess 
Foundation), 93

BCF (Black College Fund), 93
BCF (Brooklyn Community 

Foundation), 93
Bebo, 125
Bernoff, J., 122
“Beth’s Blog: How Nonprofi ts 

Can Use Social Media,” 
122, 131

Betty Ford Center, 48
Big Duck: Barriers to 

Effective Communications 
survey (2008) of, 9–10, 18; 
Web site for, 170

Big idea: positioning the, 32, 
59–62; reinforcing the, 18–19

Birth defects, 46
blogs, 122, 125
Boards: basic training 

provided to, 108; 
brandraising benefi ts for, 37

BoardSource, 44
Bodoni typeface, 82–83
Boilerplate: description and 

function of, 89, 99–100; 
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National Brain Tumor 
Society’s example of, 
99e–100

Brand police, 162–164
Branding: accidental, 14–16; 

examining the nonprofi t 
applications of, 1–3

Brandraising: as 
communication 
framework, 4–5; description 
and meanings of, 3–5; 
Experiential Level of, 33, 35, 
60–61, 111–148; following 
the Identity relaunch, 157, 
159–165; Identity Level of, 
32–33, 34–35; implementing, 
151–170; integrating into 
daily communications, 
165–169; measuring and 
assessing impact of, 35–37; 
Organizational Level of, 
31–32, 34, 41–70; quantitative 
and qualitative metrics of, 
37–38

Brandraising czar, 162–164
Brooklyn Botanic Garden, 48
Brooklyn Community 

Foundation, 90
Budgets: communication 

plans tied to, 168; for staff 
time, 168; for upgrading 
your organization Web site, 
25–26

C
Celebrity training, 108–109
Charity: Water’s Twestival 

event, 126

Chronicle of Philanthropy 
(magazine), 126

Clients: how they experience 
your organization, 114–116; 
offering special services to 
accommodate, 116

Clinton, H., 143
CMYK color system, 84, 85
Colloquial usage, 92–94
Color processes: description 

and types of, 84–85; linking 
sub-brands to main 
Identity using, 103–104fi g

Common Craft, 121
Communications: 

brandraising as 
framework for, 4–5; how 
objectives shape, 53–54; 
Identity Level, 153–161; 
integrating brandraising 
into daily, 165–169; key 
messages of, 89, 97–98, 
99e; measuring the value 
of, 5–7; Organizational 
Level day-to-day, 
67–68; positioning and 
personality as drivers 
of, 165–166; principles of 
effective, 9–29; staying on 
top of Experiential Level, 
167–169; underwriting 
changes for nonprofit, 
27–28. See also Marketing

Communications obstacles: 
Barriers to Effective 
Communications survey 
(2008) on, 9–10; managing 
Identity Level, 157, 159–161; 
three greatest, 10
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Communications plans: 
budgets tied to, 168; 
description and function 
of, 155–156; maintaining 
relevance of, 169; partial 
audience-centric calendar 
example for, 158t; targeting 
specifi c audiences, 167–168; 
ways to develop, 156–157

Communications principles: 
audience-centric 
communications, 19–24, 
112–149, 158t; doing more 
with less, 25–28; seeing the 
long view, 10–19, 168

Community Resource 
Exchange (CRE), 139fi g–140

Congregation B’nai Jeshurun, 
65–66

Convio, 127
Corporate Equality Index, 147
Costner, K., 161

D
DDB Chicago, 144
Digital videos, 144–145
Direct-mail programs: 

declining response rates 
of, 134–135; long view 
perspective of, 12

DocStoc, 136
Doctors Without Borders, 90
DoGooderTV, 143, 145
DoGooderTV’s video 

award, 144
Doing more with less 

principle: description of, 
25; lack of funding for 

communications changes, 
27–28; lack of professional 
staff and, 26–27; lack of 
resources and, 25–26

Donors (or prospects): 
accessing feel-good and 
warm fuzzy of, 22–23; 
brandraising benefi ts 
related to, 36–37; 
connecting online with 
major, 127–128; declining 
rates of direct-mail 
responses by, 134–135; 
points of entry of, 
113–114. See also Audience 
personas; Audience-
centric communications; 
Nonprofi t organizations

Dreamweaver, 25
Duchenne muscular 

dystrophy, 45, 54, 56, 93. 
See also Parent Project 
Muscular Dystrophy

E
E-mail: leveraging for 

fundraising, 129–130; viral, 
128–129e

East Quabbin Land Trust, 43
East River Development 

Alliance, 115–116
Edge Research, 127
Effective frequency: achieved 

through consistency, 
164–165; defi nition of, 164

Elevator pitches: description 
and function of, 89, 100; 
National Brain Tumor 
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Society’s example of, 
100e–101

Epic Change, 125–126
Experiential Brandraising Level: 

on air communications used 
at the, 143–145; in-person 
communications used at 
the, 137–142; leadership 
involvement at the, 35; 
mobile communications 
used at the, 145–148; online 
channels used during 
the, 120–132; overview 
of, 33–34, 111–112; using 
positioning to measure 
communication of, 60–61; 
printed communications 
used at the, 132–137; selecting 
audience-centric channels at 
the, 112–120; staying on top 
of communications at the, 
167–169

F
Facebook, 17, 18, 121, 125, 128, 131
Feel-good, 22–23
Field of Dreams (fi lm), 161
Flickr, 25, 121, 131
For-profi t organizations: 

branding value for, 2; 
transactions by, 7. See also 
Nonprofi t organizations

Foundation for Jewish 
Camp: Community by the 
Cabinful, 92

Foundation for Jewish 
Culture, 124

FrontPage, 25

Fundraising: communications 
plans targeting, 167–168; 
Epic Change’s use of Twitter 
for, 125–126; leveraging 
e-mail for, 129–130; mobile 
communication channel 
use for, 147–148; viral e-mail 
used for, 128

Fundraising audiences, 55
Furlong, P., 45

G
Gaining perspective, 23–24
Generation Ys (Millennials), 20
GIF format, 83
Gill Sans, 83
Google, 17
Google Alerts, 142
Google logo, 76fi g
Grace, K. S., 44
Graphic decorative elements, 85
Grassroots personality, 145
Greener printing trend, 137
Grey Advertising, 144
Groundswell: Winning in 

a World Transformed by 
Social Technologies (Li and 
Bernoff), 122

GuideStar, 113
Guiding Growth: How Vision 

Keeps Companies on Course 
(Lipton), 43

H
Helvetica (fi lm), 80
Helvetica typeface, 83
Hex color system, 84–85
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Hillel, 124
Horrigan, J., 133
HTML, 25
Human resources (RH), 31–32
Human Rights Campaign, 

146–147
Human Society of the United 

States, 144–145

I
IBM (International Business 

Machines), 92
Icons, 76, 77–78
Ideagram, 76, 77fi g
Identity Brandraising Level: 

communications at 
the, 153–167; integrating 
Organizational and, 154–155; 
integrating the Identity 
at the, 103–109; leadership 
involvement at the, 34–35; 
maintaining consistency 
of, 166–167; messaging 
platform of, 33, 88–103; 
Obama campaign example 
of, 74–75; overview of, 32–33, 
73–75; using positioning to 
measure communication 
of, 60–61; sub-brands 
developed at the, 103–104fi g; 
visual Identity platform of, 
33, 75–87fi g

Identity integration: 
identifying key people to 
train for, 107–109; linking 
sub-brands to main 
Identity, 103–104fi g; using 
messaging cheat sheets for, 

107; staff and leadership 
training for, 106–107; style 
guide used for, 104–106

Identity Level 
communications: 
appointing brand police 
to manage, 162–164; 
avoiding naive approach 
to, 161–162; brandraising 
after relaunching, 
157–165; developing 
communications plan, 
155–157, 158t; effective 
frequency of, 164–165; 
integrating brandraising 
into daily, 165–169; managing 
obstacles and changes, 
157, 159–161; relaunching 
your nonprofi t’s, 153–157; 
updating or overhauling 
Web site, 154–155

Illustrations, 85
Implementing brandraising: 

brandraising after 
relaunch, 157–165; deciding 
what changes to make, 152; 
integrating brandraising 
into daily communications, 
165–169; relaunching your 
nonprofi t’s Identity, 153–157

In-person communications: 
creating spaces which 
enhance, 140–141; how to 
leverage your, 141; impact 
of physical spaces on, 
138–140; reputation 
impact on, 142; types of 
interactions for, 137

InDesign, 86
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Information saturation 
management, 16–18

InMail, 17
Internet use survey (2006), 17
Iron Eyes Cody, 144
ISSUU, 136

J
Jewish Agency for Israel, 124
Jewish Educational Service of 

North America (JESNA), 124
Johnson & Johnson, 60
JPEG format, 83
JTA (a Jewish news agency), 124

K
Kanter, B., 122, 126
Kazeniac, A., 17
Keep America Beautiful, 144
Key messages: description 

of, 89, 97; how to develop 
and use, 98; National Brain 
Tumor Society examples of, 
97–98, 99e

L
Leadership: brandraising 

role of, 34–35; Identity 
integration training 
for, 106–107; managing 
Identity relaunch changes 
and obstacles among, 
157–161; role in defi ning 
organizational values, 51–52

Lexicon: description and 
function of, 89, 101; 

Osborne Association’s 
example of, 101, 102e

Li, C., 122
LinkedIn, 18, 121, 131
Lipton, M., 43
Loechner, J., 17
Logos: BAM, 76fi g; choosing 

the right kind of, 79–80; 
defi nition and types of, 
75–76; Google, 76fi g; with 
icons or marks, 76, 77–78; 
linking sub-brands to main 
Identity using, 103–104fi g; 
logotypes and acronyms, 
76, 78–79; redesigns: before 
and after, 81fi g

Logotypes, 76, 78–79
Long view perspective: 

accidental branding, 
14–16; assessing your 
organization’s, 13t; benefi ts 
of seeing the, 10–12; 
making time to consider 
the, 168; managing 
information saturation 
for, 16–18; monitoring 
the landscape for, 16; 
reinforcing the big idea, 
18–19, 32, 59–62; working 
reactively, 12. See also Short 
view perspective

M
Madden, M., 17
Makeready costs, 135
Managing information 

saturation, 16–18
March of Dimes, 46, 60, 77
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Marketing: effective 
campaigns using social, 
38; reinforcing the big idea 
through, 18–19; statistics 
on scope of modern, 
17–18; UPS (unique selling 
proposition) concept of, 60. 
See also Communications

Mayer, E., 17
McCain, J., 128, 129e
Media: channels of 

communication to use 
with, 116–117; learning 
to use Web 2.0, 120–127; 
monitoring your 
organization’s coverage by, 
142; personality refl ected by 
using state of the art, 123. 
See also Social media

“Meet the Grantmakers” 
event, 1

Messaging cheat sheets, 107
Messaging platform: building 

the, 101–103; description of, 
33, 86; elements of, 88–101, 
102e. See also Written brand

Messaging platform elements: 
boilerplate, 89, 99e–100; 
elevator pitch, 89, 100e–101; 
key messages, 89, 97–98; 
lexicon, 89, 101, 102e; names, 
88, 90–94; overview of, 
88–90; taglines, 89, 94–96; 
vision, mission, and values 
statement, 89, 96–97

Millennials (Generation Ys), 20
Mission: comparing 

positioning to, 61–62; 
managing signifi cant 

changes in, 159, 161; as 
message platform element, 
96–97; Organizational 
Level of Brandraising 
role of, 32, 44–49. See also 
Organization culture

Mission creep, 53
Mission statements: 

audience-centric language 
of effective, 49; crafting 
effective, 46–47, 49; 
examples of nonprofi t, 
48e; National Brain Tumor 
Society, 99e; Parent Project 
Muscular Dystrophy, 45–46

Mobile communication 
channels: Corporate 
Equality Index use of, 
147; fundraising use of, 
147–148; Human Rights 
Campaign use of, 146–147; 
increasing use of, 145–146; 
preparing for future 
expansion of, 148

MobileActive, 145
Monitoring the landscape, 16
Mood boards, 85–87fi g
MySpace, 125

N
Names: acronyms, 

abbreviations, and 
colloquial usage of, 92–94; 
description and types of, 
88, 90–91; organizations 
that have changed, 91t; 
pros and cons of changing, 
91–92
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National Brain Tumor 
Society: boilerplate using 
key messages of, 99e–100; 
elevator pitch of, 100e–101; 
key messages of the, 97–98; 
linking sub-brands to main 
Identity of, 103–104fi g; 
mission statement of, 99e; 
mood board developed 
for, 86, 87fi g; positioning 
statement of, 60

National Military Family 
Association: “the 
Association” colloquial 
name of, 93; description 
and purpose of, 20; logo 
of, 76, 77fi g; mood board 
developed for, 86, 87fi g; 
personality defi nitions 
of, 65, 66; positioning 
statement of, 60; redesign: 
before and after, 81fi g

New York City Charter School 
Center, 90

The Nonprofi t Board’s Role in 
Setting and Advancing the 
Mission (Grace), 44

Nonprofi t organization Web 
sites: assessing your, 130–131; 
budgeting for upgrades 
to, 25–26; updating or 
overhauling, 154–155; videos 
posted on, 143, 144–145. See 
also Web sites

Nonprofi t organizations: 
accidental branding by 
new, 14–16; assessing view 
taken by your, 13t; boards 
of, 37, 108; budgeting issues 

of, 25–26, 168; clients of, 
114–116; examining branding 
in context of, 1–3; examples 
of mission statements of, 
48e; lack of professional 
communications staffs by, 
26–27; regular Web 
upgrades by, 25–26; 
relaunching Identity of 
your, 153–157; shared goals 
of, 6fi g; Wise Giving 
Alliance standards for, 
113, 136. See also Donors 
(or prospects); For-profi t 
organizations

NTEN: The Nonpofi t 
Technology Network, 122

NTEN’s We Are Media 
project, 122

O
Obama, B., 143
Obama campaign: 

brandraising structure 
of, 75; Identity Level of 
Brandraising by, 74–75; Web 
site videos used by, 143

Objectives: connecting 
audiences and, 55–56; 
defi ning, 54; how 
communications are 
shaped by, 53–54; managing 
signifi cant changes in, 
159; Organizational Level 
of Brandraising role of, 
32, 52–55; Parent Project 
Muscular Dystrophy, 53e, 
54; refi ning, 54–55
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Offi ce of National Drug 
Control Policy, 144

On air communication 
channels: advertising form 
of, 143–144; examples of, 
143; low-cost digital video 
productions as, 144–145

Online communication 
channels: connecting 
online with major donors, 
127–128; using e-mail to 
raise money and inspire 
action, 128–130; getting into 
Web 2.0, 120–127; leveraging 
online tools effectively, 
130–132; listed, 120

Opportunity Agenda, 49–50e
Organization culture: values 

of, 32, 49–52, 159, 161; vision 
and, 32, 42–44, 96–97, 159, 
161; working reactivity, 12. 
See also Mission

Organizational Brandraising 
Level: audiences element 
of, 32, 55–59; foundation 
for everyday activities 
at the, 66–70; in-person 
communications which 
express the, 137–142; 
integrating Identity 
and, 154–155; leadership 
involvement at the, 34; 
mission element of, 32, 
44–49, 61–62, 96–97, 159, 
161; objectives element of, 
32, 52–56, 159; overview of, 
31–32; personality element 
of, 32, 62–66, 79, 85, 123, 140, 

145, 165–166; positioning 
element of, 32, 47, 59–62, 
165–166; qualitative and 
quantitative metrics of, 
37–38; strategic planning, 
42; values element of, 
32, 49–52, 159, 161; vision 
element of, 32, 42–44, 
96–97, 159, 161; visual 
Identity refl ecting 
attributes of, 33, 75–87fi g

Organizational Brandraising 
Level activities: 
getting ready to begin 
brandraising, 68–70; 
informing day-to-day 
communications, 67–68; 
overview of, 66–67

Organizational Brandraising 
Level mission: crafting 
the mission statement of, 
46–49; defi nition of, 32; 
development of effective, 
44–46; revising, 46

Osborne Association, 101, 102e
“Overlooked: The Lives of 

Animals Raised for Food” 
(video), 144–145

P
Palin, S., 128, 129e
Parent Project Muscular 

Dystrophy: connecting 
audiences with objectives, 
56; e-mail fundraising 
campaign by, 129–130; 
mission of, 45–46; 
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objectives of, 53e, 54; social 
networking used by, 54. See 
also Duchenne muscular 
dystrophy

Partnership for a Drug-Free 
America, 90, 143–144

Personality: Apple Computer 
ad campaign use of, 
62–63; communication 
context of, 32, 62–63; as 
communication driver, 
165–166; distinguishing 
your organization through, 
65–66; effective use of space 
refl ecting, 140; graphic 
elements communicating, 
85; grassroots, 145; how to 
communicate, 63–64; in-
house defi nition of, 64–65; 
selecting logo that refl ects, 
79; using state of the art 
media refl ecting on, 123

PETA, 79
Pew Internet & American Life 

Project, 133
Photographs, 85
PhotoShop, 86
Planned Parenthood, 

128–129e
PMS (Pantone Matching 

System), 84, 85
Podcasting, 122
Point-of-entry staff, 108
Points of entry, 113–114
Policymakers, 117–118
Polio, 46
Positioning: The Battle for Your 

Mind (Ries and Trout), 59

Positioning: as communication 
driver, 165–166; comparing 
mission to, 61–62; description 
of, 32, 59; how to use, 60–61; 
in-house defi ning of, 62; 
mission statement which 
help, 47

Positioning statements, 60
Printed communications: 

audience preferences 
for, 133–134; direct-mail 
response rate, 134–135; 
greener printing trend of, 
137; makeready expense of, 
135; most commonly used, 
132–133; shelf life of, 135–136

Program audiences, 55
Prospects. See Donors (or 

prospects)
Public service announcement 

(PSA), 143

R
Red Crescent icon, 78
Red Cross, 60, 76, 77fi g, 78
Reinforcing big idea, 18–19
Reputation, 142
Retweeting, 126
RGB color system, 84–85
Ries, A., 59
Robin Hood Foundation: 

Targeting Poverty in New 
York City, 92

ROI (return on investment): 
measuring value of 
communications, 5–7; 
profi t measurement of, 5
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S
Safe Horizon, 90, 91t
Save the Children, 90
Science (magazine), 23
SCRIBD, 136
Sea Change Strategies, 127
Serif typeface, 82
Short view perspective, 13t. See 

also Long view perspective
Slow Food USA, 48
Social bookmarking, 122
Social marketing campaigns: 

effective, 38; viral e-mail 
format of, 128–129e

Social media: assessing your 
use of, 168–169; effectively 
leveraging, 130–132; learning 
to use, 120–122; relevance 
for your nonprofi t, 122–123; 
staffi ng for, 127; user-
generated content for, 
124–126. See also Media; 
Technology

Social networking: 
description of, 25; Facebook 
for, 17, 18, 121, 125, 128, 
131; fundraising through, 
125–126; LinkedIn for, 18, 
121, 131; organizational 
participation in, 124; 
Parent Project Muscular 
Dystrophy community, 54; 
Super Jews, 124; Twitter, 
121, 122, 125–126, 131. See also 
Media; Web 2.0

Space: Community Resource 
Exchange reception area 
and, 139fi g–140; in-person 

communication impact by, 
138–140; tips on creating 
effective, 140–141; which 
refl ects personality, 140

Staff: appointing brand 
police or brandraising 
czar among, 162–164; 
brandraising benefi ts 
to, 35–36, 38; budgeting 
for time of, 168; gaining 
perspective, 23–24; Identity 
integration training 
for, 106–107; improving 
communications skills of, 
169; lack of professional 
communications, 26–27; 
managing departure of 
brandraising champions 
among, 159; managing 
Identity relaunch changes 
and obstacles among, 
157–161; point-of-entry, 
108; using positioning 
and personality as 
drivers, 165–166; role in 
defi ning organizational 
values, 51; social media 
responsibilities of, 127

Staff spokespeople, 108
Strategic planning: objectives 

defi ned through, 32, 
52–55; Organizational 
Brandraising Level, 42

Style guide: description of, 
104–105; elements and 
functions of, 105–106

Sub-brands: description and 
function of, 103; linking 
main Identity to, 104fi g
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Super Bowl United Way 
campaign (2008), 148

Super Jews (social network), 124
Support Center for Nonprofi t 

Management, 1
Survey Monkey, 112

T
Taglines: assessing your, 

96; creating your, 95–96; 
defi nition and functions 
of, 89, 94–95; linking sub-
brands to main Identity 
using, 103–104fi g

Taproot Foundation, 101–102
Target, 147
Target audience: audience-

centric communications 
with, 19–24; brandraising 
benefi ts related to, 36–37; 
managing negative feedback 
from, 159; positioning ideas 
with, 59–62

Technology: software 
solutions for 
communications, 24; Web 
2.0, 120–127. See also Social 
media; Web sites

Thru-Hike (Appalachian 
Trail), 10–11

Tides Foundation, 49
Times typeface, 82
Training: identifying key 

people for, 107–109; using 
messaging cheat sheets 
during, 107; messaging 
platform, 106–107

Trout, J., 59

TV viewing, 17
Twestival event, 126
Twitter, 121, 122, 125–126, 131
Type theory, 80
Typeface: description and 

uses of, 80, 82; online uses 
of, 82–84

Typography: description and 
uses of, 80, 82; online use 
of, 82–84; selecting, 82

U
UNCF (United Negro College 

Fund), 93–94
United Way, 77, 148
University of Oregon, 22
UPS (unique selling 

proposition), 60
UPS (United Parcel Service), 92
User-generated content, 124–126

V
Values: defi nition of, 32, 

49; managing signifi cant 
changes in, 159, 161; 
Opportunity Agenda’s, 
49–50e; Organization Level 
of Brandraising role of, 
49–52; staff and leadership 
role in defi ning, 51–52

Values statements, 96–97
Verclas, K., 146
Vimeo, 143
Viral e-mail, 128–129e
Vision: defi nition of, 32; 

managing signifi cant 
changes in, 159, 161; as 
message platform element, 
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96–97; Organizational Level 
of Brandraising role of, 32, 
42–44

Vision statements, 43
Visual Identity platform: 

color, 84–85; description 
of, 33, 75; logos, 75–80, 81fi g; 
mood boards, 85–87fi g; 
photographs, icons, other 
graphic elements, 85; 
typography, 80, 82–84

W
Warm fuzzy, 23
Web 2.0: learning to use, 

120–122; relevance for your 
nonprofi t, 122–123; staffi ng 
for social media, 127; user-
generated content using, 
124–126. See also Social 
networking

Web sites: ASPCA, 21; “Beth’s 
Blog: How Nonprofi ts Can 
Use Social Media,” 122; Betty 
Ford Center, 48; Big Duck, 
170; Brooklyn Botanic 
Garden, 48; Common 
Craft, 121; Community 
Resource Exchange (CRE), 
139; DocStoc, 136; Google 
Alerts, 142; Human Rights 
Campaign, 146; Human 
Society of the United 
States, 145; ISSUU, 136; 
Keep America Beautiful, 
144; Li and Bernoff’s blog, 
122; NTEN: The Nonpofi t 
Technology Network, 122; 

NTEN’s We Are Media 
project, 122; Parent Project 
Muscular Dystrophy, 45, 
54; SCRIBD, 136; Slow Food 
USA, 48; Survey Monkey, 
112; Taproot Foundation, 
101–102; Twitter, 125; 
typography used for, 82–84; 
user-generated content of, 
124–126; The Wired Wealthy: 
Using the Internet to Connect 
with Your Middle and Major 
Donors report, 127–128; Wise 
Giving Alliance, 136; www
.yelp.com, 125; Zoomerang, 
112–113. See also Nonprofi t 
organization Web sites; 
Technology

The Wired Wealthy: Using the 
Internet to Connect with Your 
Middle and Major Donors 
report, 127–128

Wise Giving Alliance, 113, 136
Women’s Sports Foundation 

logo, 81fi g
Working reactivity, 12
World Bank ICT, 145
World Wildlife Federation, 77
Written brand, 88. See also 

Messaging platform
www.yelp.com, 125

Y
YouTube, 25, 121, 143, 145

Z
Zoomerang, 112–113
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