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}Talk about five trends  

}Share research findings  

}Get you involved  

ƁThree case studies  

ƁTwo rounds of Family Feud!  



Today  
Other Trends in  

NFP Pulse 

}Volunteerism  

}Revenue Generation  

}Board Structure  

}Social Media  

}Succession Planning  

}Member Recruitment & 
Retention  

}Generation Gap  



Typical Reaction to Change  





}Change is inevitable -  except from a vending 
machine.   ~Robert C. Gallagher  
 

} It is not necessary to change.   Survival is not 
mandatory.   ~W. Edwards Deming    
 

} If you want to make enemies, try to change 
something.   ~Woodrow Wilson  
 

}Neither a wise man nor a brave man lies down on the 
tracks of history to wait for the train of the future to 
run over him.   ~Dwight D. Eisenhower  
 
 



1. Bigger fish to fry  

2. Poor buy - in  

3. Power & politics  

4. Lack of follow - through  

5. Segmented view of change  

 

 



Bigger fish to fry  

 
ƁDo your homework  

ƁCreate a sense of urgency  

ƁRecruit change champions  

 

 

 

 



Poor buy - in  

 
Ɓ Stakeholder - driven vision & strategy  

Ɓ Effective communication throughout planning & 
implementation  

Ɓ Test - drive to tweak & gain support  

 
 

 

 

 



Power & politics  

 
Ɓ Identify the elephants in the room  

Ɓ Keep focus on organization & members...not 
personal agendas  

Ɓ Allow for debate, but set rules & have a non -
vested ôrefereeõ 

Ɓ Be willing to compromise and negotiate  

 
 

 

 

 



Lack of follow - through  

 
Ɓ Follow strategy with detailed implementation plan 

including accountabilities, timelines and goals  

Ɓ Communicate successes throughout 
implementation process  

 
 

 

 

 



Segmented view of change  

 
Ɓ Anticipate structural and procedural implications  

Ɓ Adjust roles, processes, policies to enable change  

 
 

 

 

 



}The Time Crunch  

}Standing out from 
the Crowd  

}Attracting talent  

}Role of technology  

 



Volunteerism...The Survey Says...  



0% 20% 40% 60% 80% 100% 

Past 5 Years (n=67)  

Past 2 Years (n=79)  

Next 5 Years (n=63)  

22% 

17% 

25% 

57% 

65% 

37% 

21% 

17% 

38% 

Decrease in number of volunteers to staff  

No change  

Increase in number of volunteers to staff  



0% 20% 40% 60% 

Existing donor/stakeholder networks  

Businesses  

They come to us  

Internet/social media  

Public outreach  

Appeal to/recruit members  

Advertise  

Other  

51% 

45% 

45% 

31% 

26% 

12% 

4% 

16% 

35% 

22% 

8% 

4% 

7% 

All Methods  

Most Effective  

Notes:  Percentages do not sum to 100% due to multiples responses.  
            N=74  



0% 20% 40% 60% 80% 100% 

Project based volunteer opportunities  

Ongoing volunteer opportunities  

Short volunteer opportunities  

Micro - volunteering or virtual 

volunteering  

89% 

65% 

57% 

39% 

72% 

25% 

28% 

30% 

Currently  

Most Prevalent in 5 Years  

Notes:  Percentages do not sum to 100% due to multiples responses.  
 N=72  



0% 20% 40% 60% 

Informal, 'on - the - job' training  

Education about the organization  

Skill specific training  

Leadership training  

Team- building  

Professional certification/education  

We don't offer any kind of training  

58% 

51% 

32% 

20% 

18% 

9% 

21% 

Notes:  Percentages do not sum to 100% due to multiples responses.  
 N=71  



0% 20% 40% 60% 80% 100% 

Board of directors (N=66)  

Committees (N=60)  

Fundraising (N=26)  

Program/Service Delivery (N=29)  

Community outreach (N=22)  

20% 

15% 

8% 

17% 

23% 

44% 

57% 

35% 

45% 

41% 

36% 

28% 

58% 

38% 

36% 

Easier No Change  More Difficult  



}Review Case 

}At your table:  

}Identify issues  

}Identify 1 - 2 
solutions  

}Research 
presentation  

}Group discussion  



}Money Makes the 
world go ôroundõ 

}Members are 
squeezed  

}Non- members are 
tightening belts  

}Governments are 
cutting back  

}Membership models 
are changing  

}All of the eggs in one 
basket syndrome  



Revenue Generation...The Survey Says...  



0% 

10% 

20% 

30% 

40% 

1 2 3 4 5 6 7 

3% 4% 

9% 
11% 

33% 

24% 

16% 

Not at all 
Concerned  

Very 
Concerned  

Note: N=97; Mean=5.0  



0% 10% 20% 30% 40% 

1 to 3  

Four  

Five 

Six 

Seven 

Eight  

Nine  

Ten or more  

35% 

24% 

24% 

0% 

0% 

18% 

0% 

0% 

8% 

14% 

9% 

6% 

16% 

14% 

14% 

20% 

Charity (N=17, Mean=4.5)  

Other NFP (N=81, Mean=7.3)  



0% 25% 50% 75% 100% 

Membership dues  

Sponsorships  

Advertising  

Government Grants  

Donations  

Foundation/Private Grants  

47% 

71% 

24% 

71% 

94% 

29% 

94% 

78% 

62% 

28% 

22% 

1% 

Charity (N=17)  

Other NFP (N=81)  



0% 20% 40% 60% 80% 

Conferences  

Workshops  

Networking/social events  

Tradeshows  

Courses  

Professional certification  

Speakers  

Affinity programs  

Member directory  

Ind., consumer, benchmarking research  

Org. Publication, other written resources*  

Supplier directory  

64% 

56% 

54% 

41% 

38% 

33% 

30% 

26% 

24% 

16% 

11% 

9% 

56% 

43% 

35% 

30% 

35% 

10% 

22% 

0% 

11% 

12% 

7% 

5% 

Members  

Non - Members  

Note: *Provided as an open ended response.  
N=81  



0% 20% 40% 60% 80% 

Considering Adding Revenue 

Sources 

Considering Removing Revenue 

Sources 

71% 

4% 

General:  
Government grants (9%)  
Sponsorships (8%)  
 
For Members:  
Professional certification (12%)  
Industry, consumer, and/or 
benchmarking research (12%)  
Affinity programs (8%)  

For Non - Members:  
Professional certification (11%)  
Speakers (9%) 
Workshops (8%)  
Courses (8%) 
Industry, consumer, and/or benchmarking 
research (8%) 

Revenue Streams to Be Added  



Membership Dues  

45% 

Conferences/ 

Tradeshows  

12% 

Government 

Grants  

7% 

General Programs 

& Services  

9% 

Workshops, 

Courses and 

Other Education  

9% 

Sponsorships  

6% 

Donations  

1% 

Advertising  

3% 

Networking/ 

social events  

2% 

Other  

5% 

Note: N=71  



Members  

85% 

Non-

Members  

15% 


