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PREAMBLE  
America’s nonprofit sector serves the public interest and plays an essential role in our society and 
economy. Hard at work strengthening communities across the nation, nonprofits enrich our lives in a 
variety of ways by creating a broad array of benefits to society in fields such as charitable, religious, 
scientific, economic, health, cultural, civil rights, environment, and education.  
 
Public investment and confidence drive the success of nonprofit organizations. Individuals, corporations, 
foundations, and federal, state, and local governments add value to the services that nonprofits provide by 
investing time, resources, and funds.  
 
The Standards for Excellence Institute aims to raise the level of accountability, transparency, and 
effectiveness of all nonprofit organizations to foster excellence and inspire trust. The Standards for 
Excellence code (Standards, or code) provides a framework and step-by-step guidelines to achieve a well-
managed and responsibly governed organization.  
 
The code builds upon the legal foundations of nonprofit management, governance, and operations to 
embrace fundamental values such as honesty, integrity, fairness, respect, trust, compassion, responsibility, 
and transparency. The code consists of six Guiding Principles in 27 topic areas with specific performance 
benchmarks that characterize effective, ethical, and accountable organizations. The Institute helps the 
nonprofit sector operate in accordance with the Standards for Excellence code by providing educational 
resources, assistance, and a voluntary accreditation process.  
 
The Standards for Excellence Institute encourages all nonprofit organizations to adopt the Guiding 
Principles of the Standards for Excellence code. By implementing the performance benchmarks in the code, 
nonprofit organizations will meet the highest ethical standards for effective service in the public interest. 
 
STANDARDS FOR EXCELLENCE - GUIDING PRINCIPLES   
 
I.   MISSION, STRATEGY and EVALUATION 
Guiding Principle: Nonprofits are founded for the public good and operate to accomplish a stated purpose 
through specific program activities. A nonprofit should have a well-defined mission, and its programs 
should effectively and efficiently work toward achieving that mission. Nonprofits have an obligation to 
ensure program effectiveness and to devote the resources of the organization to achieving its stated 
purpose. 
 
II.  LEADERSHIP: BOARD, STAFF, and VOLUNTEERS 
Guiding Principle: Nonprofits depend upon effective leadership to successfully enact their missions and 
programs. Effective leadership consists of a partnership between the board and management, each of which 
plays an essential role. Understanding and negotiating these shared and complex elements of leadership is 
essential to the organization’s success. A nonprofit's employees and volunteers are fundamental to its 
ability to achieve its mission. 
 
Board members are in a position of trust to ensure that resources are used to carry out the mission of the 
organization. An organization’s board leadership should consist of volunteers who are committed to the 
mission and who demonstrate an understanding of the community served. An effective nonprofit board 
should determine the mission of the organization, establish management policies and procedures, assure 
that adequate human and financial resources are available, and actively monitor the organization's 
allocation of resources to effectively and efficiently fulfill its mission.  
 
Nonprofits should also have executive leadership which carries out the day-to-day operations of the 
organization, ensures financial and organizational sustainability, and provides adequate information to the 
board of directors. An organization's human resource policies should address both paid employees and 
volunteers and should be fair, establish clear expectations, and provide meaningful and effective 
performance evaluation. 
 

 



 

III.  LEGAL COMPLIANCE and ETHICS 
Guiding Principle: Nonprofits enjoy the public’s trust, and therefore must comply with a diverse array of 
legal and regulatory requirements. Organizations should conduct periodic reviews to address regulatory and 
fiduciary concerns. One of a leadership’s fundamental responsibilities is to ensure that the organization 
governs and operates in an ethical and legal manner. Fostering exemplary conduct is one of the most 
effective means of developing internal and external trust as well as preventing misconduct. Moreover, to 
honor the trust that the public has given them, nonprofits have an obligation to go beyond legal 
requirements and embrace the highest ethical practices. Nonprofit board, staff, and volunteers must act in 
the best interest of the organization, rather than in furtherance of personal interests or the interests of third 
parties. A nonprofit should have policies in place, and should routinely and systematically implement those 
policies, to prevent actual, potential, or perceived conflicts of interest. Ethics and compliance reinforce 
each other. 
 
IV.  FINANCE AND OPERATIONS 
Guiding Principle: Nonprofits should have sound financial and operational systems in place and should 
ensure that accurate records are kept. The organization's financial and nonfinancial resources must be used 
in furtherance of tax-exempt purposes. Organizations should conduct periodic reviews to address accuracy 
and transparency of financial and operational reporting, and safeguards to protect the integrity of the 
reporting systems. 
 
V.   RESOURCE DEVELOPMENT 
Guiding Principle: The responsibility for resource development is shared by the board and staff. Nonprofit 
organizations depend on an array of sources of financial support. An organization's resource development 
program should be maintained on a foundation of truthfulness and responsible stewardship. Its resource 
development policies should be consistent with its mission, compatible with its organizational capacity, and 
respectful of the interests of donors, prospective donors, and others providing resources to the organization. 
 
VI.  PUBLIC AWARENESS, ENGAGEMENT, and ADVOCACY 
Guiding Principle: Nonprofits should represent the interests of the people they serve through public 
education and public policy advocacy, as well as by encouraging board members, staff, volunteers, and 
stakeholders to participate in the public affairs of the community. When appropriate to advance the 
organization’s mission, nonprofits should engage in promoting public participation in community affairs 
and elections. As such, they should communicate in an effective manner to educate, inform, and engage the 
public. 
 
 
ABOUT THE STANDARDS FOR EXCELLENCE INSTITUTE 
The Standards for Excellence Institute is a national initiative established to promote the highest standards 
of ethics and accountability in nonprofit governance, management and operations, and to facilitate 
adherence to those standards by all nonprofit organizations. The Institute uses as a vehicle the Standards for 
Excellence program, a system of nonprofit sector industry self-regulation originated by the Maryland 
Association of Nonprofit Organizations and currently replicated by licensed partners in Alabama, Central 
Virginia, Colorado Springs, Delaware, Ohio, Oklahoma, and Pennsylvania. The program is also being 
offered to chapters of The Arc nationwide through The Arc of the United States, to the American Nurses 
Association, and to Catholic nonprofit organizations nationwide through the National Leadership 
Roundtable on Church Management. 
 
The centerpiece of the Institute’s program is the Standards for Excellence: An Ethics and Accountability 
Code for the Nonprofit Sector. The Institute also makes available to member organizations a 
comprehensive system of educational tools to enable individual nonprofit organizations to improve their 
governance and management practices. Standards for Excellence accreditation is available to individual 
organizations through a rigorous peer review process in selected locations and nationwide through the 
Standards for Excellence Institute. 
 
For more information about joining the Standards for Excellence Institute or to obtain additional copies of 
the booklet or educational resource packets visit our website at www.standardsforexcellenceinstitute.org.  
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EDUCATING AND ENGAGING THE PUBLIC 
 

As the Standards for Excellence: An Ethics and Accountability Code for the Nonprofit Sector 
states: 
 
Information about the organization’s mission, program activities, finances, board members, and 
staff should be easily accessible, accurate, and timely (i.e., updated at least annually). 
Nonprofits should provide a meaningful opportunity for the public to communicate with a 
representative of the organization. 
 
Nonprofits should assure that any educational or advocacy information provided to the media and 
policy-makers, or distributed broadly, is factually accurate and provides sufficient contextual 
information to be understood. 
 
A 2012 survey on nonprofit values by The Johns Hopkins Center for Civil Society Studies 
"found a widespread consensus that seven values − being productive, effective, enriching, 
empowering, responsive, reliable, and caring − lie at the core of the nonprofit sector. However, 
the survey also found that many nonprofit leaders feel that the sector must do a better job of 
articulating and communicating these values among their stakeholders in the media, government, 
and general public."1 
 
The Standards for Excellence® code encourages organizations to educate, inform, and engage 
their supporters, funders, donors, regulators, program participants, staff, board, volunteers, and 
the community at large. Building and nurturing this strong network of informed and involved 
support is one of the key foundations to the nonprofit's success and future sustainability. 
 
 
 
 
 
 
 
 
Many nonprofit organizations are comfortable and skilled at internal communications that are 
presented or delivered to others. For example, the organization may distribute its plans, policies, 
and procedures to the leadership and staff. The organization may also describe its mission, 
program, services, and activities through websites, reports, and brochures. But true 
communication and engagement are more interactive. The challenge is to move beyond these 
necessary, however limited, communication activities to creating a dialogue with all 

                                                
1 The Johns Hopkins Center for Civil Society Studies. Listening Post Communiqué #22 by Lester M. Salamon, 
Stephanie L. Geller, and Chelsea L. Newhouse. December 6, 2012. http://ccss.jhu.edu/publications-
findings?did=389 
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COMMUNICATE: 
 
To convey information about; make known; impart; to be connected, one with 
another. 
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stakeholders. This dialogue begins with the invitation, encouragement, and facilitation of two-
way exchanges of information and ideas between the organization and the public. 
 
 
 
 
 
 
 
The process of engagement yields valuable knowledge, understanding, and commitment that 
supports your mission. 
 
Benefits of Engaging the Public 

• Provides direct and real-time feedback regarding organizational programs, services, and 
activities 

• Brings forward ideas about unmet needs and ways to address them 
• Identifies potential volunteers, donors, and other resources 
• Informs and enhances the organization’s customer relationship activities 
• Creates grassroots advocates for the organization’s programs and activities 
• Influences the public's perception of the organization in a positive way 
• Demonstrates your mission and values in action 

 
How to Begin 
When planning public engagement strategies, consider these tips: 

• Create teams or task forces that engage the public in the organization’s strategic planning, 
brainstorming toward problem-solving, or organizing activities that address unmet needs.  

• Devise specific engagement activities for the board, management, and staff. Ask for 
constructive feedback about the policies, procedures, and programs by which they are 
bound and ensure all voices are heard, from the entry level to the executive level.  

• Ensure that those most directly impacted by your programs and services have every 
possible means of informing the organization’s provision of those programs and services. 

• Ensure that individuals and groups with existing influence are not the only ones consulted 
by the organization for feedback. Identify relevant, but underrepresented, constituencies 
and engage them directly in organizational activities and programs to gain new and 
diverse perspectives. For example, you might think about a way to involve local youth in 
designing innovative programs for senior citizens. 

 
Examine all of your organization’s programs, projects, activities, communications, locations, and 
physical facilities to identify opportunities to elicit and receive public feedback. Some widely 
used methods are surveys, suggestion boxes, toll-free numbers, free webinars, and contests.  
 
Sample tactics for engaging the public include: 

• Provide free training to individuals in some hands-on aspect of the organizational 
mission, as appropriate. Hold these events at your location(s), through virtual means, 
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ENGAGE: 
 
To occupy the attention of a person or persons; to attract and involve. 
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and/or at other community venues that the public can easily access. Seek partners to 
broaden your reach and audience. 

• Identify board members, management, or staff who can speak effectively about the 
mission of the organization and the issues it addresses. Market those stakeholders to 
speaker’s bureaus, libraries, conferences – any event or organization that can serve as a 
platform for public exposure and resulting dialogue.  

• Implement a “Talk to the Expert” interactive webinar or presentation for your 
constituents. Have a leader from the organization or a high-profile figure in the subject 
matter conduct a brief presentation followed by a question-and-answer opportunity. As an 
alternative to a live event, use a blog or social medium to solicit questions in advance for 
the expert (this also has the added advantage of driving repeat visits to the blog site or 
website). 

• Launch a petition or campaign about a pressing issue requiring actual and/or electronic 
signatures as an easy way to empower the community and constituents to address the 
organization’s mission. 

• Institute an annual or semi-annual comprehensive customer survey to be used as a 
meaningful assessment tool for the organization. Engage volunteer stakeholders to 
encourage the timely participation of other stakeholders, constituents, and community 
members to meet a specific response rate goal. 

• While electronic opportunities for participation are rapid and cost-efficient, consider to 
what degree your target audience or constituents have internet access and/or prefer 
electronic communications. Consider direct mail opportunities, including a self-addressed 
stamped envelope whenever possible to increase the response rate. Use in-person 
engagement activities where participants can network and assemble in a convenient 
location. 

• During events, empower attending staff and stakeholders to elicit real-time feedback. 
Debrief shortly after the event to capture and consider that feedback. Be sure to act on 
what you learn and let participants know how their feedback is going to be used. 

 
Openness 
Nonprofits depend upon the public trust. For individual organizations and the sector as a whole, 
public trust requires that nonprofits serve as good stewards of charitable contributions, represent 
their work and effort truthfully and free from deception or bias, and treat their program 
participants with dignity and respect. To foster this trust, nonprofits need to clearly communicate 
their efforts to the public. There are many activities nonprofits undertake to communicate to the 
public. This includes a variety of legal disclosure requirements. (See Standards for Excellence 
educational resource packet, Disclose It: A Charitable Nonprofit’s Guide to Disclosure 
Requirements, for additional information on legal requirements.) It also includes many other 
communication strategies described later in this document. Whether disclosure is required or 
voluntary, charitable nonprofits should be open and transparent in their operations.  
 
Annual Reporting 
The annual report is an important vehicle for communicating organizational information. For 
some, the image of the annual reports is glossy, impressive, illustrated, eloquently written, and 
beautifully designed: in other words, expensive! In reality, the elements of an annual report are 
simple, do not require expensive design elements, and are within the reach of any organization.  
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Many annual reports are professionally printed publications. Such artistic booklets often meet the 
openness, disclosure, fundraising, and marketing goals of organizations – serving multiple 
purposes and audiences. However, glossy and picturesque works of art are not needed or 
appropriate for every organization.  
 
The paramount goal of an annual report is to provide information to the public in a truthful, 
understandable way. Annual reports can be distributed in hard copy format and can also be 
distributed electronically or posted on the organization’s website. When an organization makes 
its annual report available on the Internet instead of in printed media, the organization should 
provide print copies to those without Internet access, upon request.  
 
Annual reports are not the only tools for openness or transparency for nonprofits. The 
organization's website contains relevant information about the mission, board, staff, programs 
and finances throughout the site. If your organization uses this format instead of a formal annual 
report, be sure that access to the information is clearly labeled and readily accessible. 
 
In addition to your own website and annual report, other resources that the public may access to 
learn about your organization include: 

• Internal Revenue Service Tax Return 990, 990N, or 990EZ 
• State Directories of Charitable Organizations 
• GuideStar 
• Great Nonprofits and other nonprofit rating sites 
• Trade, Parent, or Membership Organizations to which you belong  
• Wikipedia 
• Partner or Affiliate sites 

 
When sharing your message or when changes occur, be sure to connect to and update these 
external communications tools to present current, accurate, and clear information about your 
organization.  
 
Five Key Elements in the Annual Report 
A basic annual report consists of:  

(1) Mission statement,  
(2) Program activities and accomplishments,  
(3) Basic financial reports,  
(4) List of board members, and 
(5) List of management staff.  

 
Additional items might include: 

• A letter from the organization's leaders (board chair and/or executive director) 
• Recognition of donors  
• Success stories 
• Testimonials 
• Partnerships and collaborations 
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• Discussions of the organization’s vision and future  
• External recognition – awards, certification, accreditation 

 
This outline produces a document that can be a used for fundraising, attracting volunteers, 
orienting new board members, and gaining recognition from the news media. The annual report 
provides potential donors or funders with the information necessary to make an informed giving 
choice. At the same time, it tells your constituents why their support and involvement matters 
and it informs the public about the impact you are having in the community. 
 
All elements of the annual report must accurately represent the activities of the period covered 
by the report, ideally a single fiscal year.  
 
Element 1: Mission Statement 
A mission statement describes the organization’s purpose, target population or region, and broad 
methods for achieving impact. It should be part of each annual report. A mission statement 
summarizes what an organization does and what it aspires to be. Mission statements show whom 
an organization serves and how an organization operates.  
 
Consistency in the mission is key. In other words, the mission statement found in your annual 
report should match the mission statement most recently approved by your organization’s board 
of directors and used in other organization documentation and publications. The mission 
statement should also be easily found in an annual report – it can be starting point for many 
readers.  
 
Additional resources on developing and evaluating mission statements can be found in the 
educational resource packet dedicated to the first benchmark in the Standards for Excellence 

code, Developing and Revising the Mission Statement. 
 
Element 2: Program Activities and Accomplishments 
An annual report provides the opportunity for an organization to narrate the past year's 
programmatic efforts and achievements. Program activities include new programs, continuing 
programs, training or educational events, outcomes for these programs, program successes and 
highlights, grants or awards received, etc. Program statistics should be cited. Often, annual 
reports provide case studies, testimonials, and/or anecdotes to further illustrate program services, 
but it is important that these illustrations do not become a substitute for a narrative of program 
activities and outcomes. 
 
In a 2001 report published by Independent Sector and the Urban Institute, one of the key findings 
stated that nonprofit organizations can “promote accountability by reporting outcome 
information at least annually to customers, the general public, funders and government agencies 
with responsibilities for services the agency provides.” The report goes on to note that providing 
program outcome information in the annual report helps nonprofits “document the progress they 
are making, as well as ensure donors that their resources are being well spent.”2 

                                                
2 Morley, Elaine, Vinson, Elisa, and Hatry, Harry, Outcome Measurement in Nonprofit Organizations: Current 
Practices and Recommendations, Independent Sector and the Urban Institute, 2001. 
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Element 3: Basic Financial Report  
Annual reports should include a statement of basic financial data. The financial data may vary 
from organization to organization, but should, at a minimum, include a statement of financial 
position or balance sheet of assets and liabilities, and an income and expense breakdown. Some 
organizations include the entire audited financial statement in the annual report, but this is not 
mandatory. 
 
Yearly financial data should include a summary of an organization’s total revenue, gains, and 
other support, and total expenses from the past fiscal year. Financial reports may also outline the 
amounts and percentages from the organization’s total revenue (grants and charitable 
contributions, member services, fees for services, investment income, special events, and/or any 
other sources that apply to that organization). Many nonprofits include some information on 
donations and how they impact both revenue and expenditures. Many organizations also present 
financial data in charts or graphs to communicate to a variety of audiences.  
 
Organizations that employ charts or graphs to illustrate financial data should be careful to 
provide sufficient context, titles, and subtitles so that the readers of the annual report will have 
enough information to understand the total size of the organization’s budget in addition to the 
breakdown in each category. 
• It is important that there is a connection between mission/program activities and expenses, as 

reported in the financial data. Using the same or similar headings for the program activities 
and breakdown of the financial data is a worthwhile practice. 

• Financial data and the program activities should come from the same time period. 
• Time periods for financial statements and reports on program activities should be clearly 

stated.  
 
Some states have special regulations for nonprofit organizations regarding financial information 
that organizations must provide to the public. For instance, some states require that nonprofits 
provide financial statements to members of the public upon request, including information such 
as:  
• Name, address and telephone number of your organization 
• Amount of total revenue, and the amount of total revenue received from charitable 

contributions 
• Amounts and percentages of total revenue that were used during the preceding fiscal year for 

management and general expenses, fundraising expenses, and program services 
• A statement that the organization is registered with applicable authorities  
 
In addition, if your annual report includes a written solicitation for charitable contributions, you 
may need to comply with additional disclosure requirements as per state law. See Standards for 
Excellence educational resource packet, Disclose It: A Charitable Nonprofit’s Guide to 
Disclosure Requirements, for additional information 

 
Element 4: Names of Board Members  
Names of an organization’s board members should be included in the annual report to publicly 
identify who is ultimately responsible for the governance of the organization. Some annual 
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reports include each individual board member’s affiliation or employer. Others add information 
about the board members’ positions on the board (For example: Jane Doe is chair of the board 
and John Smith is chair of the finance committee). In some annual reports, photos of the board 
members (individually or group photo) are featured.  
 
Element 5: Names of Management Staff  
The names and titles of the staff leadership of a nonprofit organization should also be featured in 
an annual report. This shows the public and readers of the report who is responsible for programs 
and activities, and who can be contacted regarding inquiries. Nonprofits have some discretion 
regarding how many staff members are listed in the report. Some list only the top two or three 
staff members of an organization, while others list every staff person on their roster. Still others 
choose a partial listing that is somewhere in the middle of these two options. Some nonprofit 
organizations also provide contact information for staff members, such as phone numbers or 
email addresses. Some also provide photos of staff members, individually or as a group. 
 
Public Access - Opportunities for the Public to Communicate with 
Organization Leadership 
Organizations demonstrate their public accountability by providing information to interested 
members of the public. Providing members of the public who express an interest in the affairs of 
an organization with a meaningful opportunity to communicate with representatives of the 
organization, can foster a climate of openness and public accountability within the community.  
  
Many nonprofits designate one member of the staff to serve as a public liaison – the person who 
is responsible for dealing directly with the public when needed. This staff person is sometimes 
the executive director or another staff member, such as a community education director, outreach 
director, marketing director, etc. 
 
The organization's website is often the public's first point of contact. It is important that the site 
contains mail, phone, and/or email information (typically found on the "contact us" page) to 
provide the public direct access to key staff. The page might also contain statements about 
protecting privacy and addressing grievances or concerns, so that the public is assured about the 
confidentiality of their inquiries and feedback.  
 
Internally, the organization should establish clear expectations and guidelines for responding to 
inquiries in a timely and respectful manner. In addition, overall tracking and reporting on the 
nature and disposition of inquiries from the public can be a valuable component of the 
organization's program evaluation and planning processes. 
 
Public Access - Opportunities for the Organization Leadership to 
Communicate with  
the Public 
In addition to providing members of the public with opportunities to communicate with a 
representative of the organization, nonprofits should have a procedure in place that allows 
members of the general public to access information about the organization. Possible ways for 
organizations to communicate with the public include: 
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• Websites, Facebook, Twitter, and other online resources are fast becoming the “first stop” for 
anyone interested in learning about your organization. 

• Ensuring that appropriate staff are available and recognizable at all public events and 
programs that the organization holds. Nametags, pins, ribbons, or stickers can help identify 
staff, and let members of the public know whom to approach regarding inquiries and 
organizational information. 

• Public events within an organization’s community can be an opportunity to communicate 
with the public and can help to make an organization better known within its community. A 
few examples of public events are: open board meetings, open house, community fairs, 
gatherings, or fun days. Promotion of an organization’s benefits, conferences, and other 
activities are effective ways to communicate with the public, and provide the public with 
information and access. 

• Monthly or quarterly newsletters can be made available to the public as an informational 
resource. Newsletters that include information about an organization’s goals, current or 
ongoing projects, and activities help organizations communicate to the public what an 
organization does. Newsletters should also include the names of staff members, and/or details 
on how to contact the organization for information. 

• Regular column or advertisement in the local newspaper, cable television station, or radio 
station.  

• Telephone helplines. 
• Public outreach including media relations (brochures, reports, news releases, public service 

announcements, advertising, direct mail, billboards, posters/flyers), volunteer programs for 
the public, and ongoing programs and events in communities are common ways 
organizations communicate with the public. 

 
Educational Information 
 
 
 
 
 
 
 
Many organizations publish and distribute a wide array of content to the public. This content 
comes in many forms, including written, visual, or audio, and through many different media and 
platforms. We use the term "educational"  information to cover the full range of content made 
available to the public. We encourage you to think broadly about all of the materials and 
information your organization produces. Examples include: 

• Advertisements 
• Annual reports 
• Annual appeals 
• Articles 
• Billboards 
• Blogs 
• Brochures 
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EDUCATE: 
 
To provide with information; to bring to an understanding or acceptance. 
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• Case statements 
• Case studies 
• Data or research reports 
• Email blasts 
• Fact Sheets 
• FAQ - Frequently asked questions 
• Flyers/pamphlets/posters 
• Manuals or handbooks 
• News releases  
• Newsletters  
• Photos and photo essays 
• Podcasts 
• Position statements 
• Project reports 
• Public policy alerts  
• Public service announcements 
• Success stories 
• Survey results 
• Testimonials 
• Training session curricula and materials 
• Twitter feeds 
• Videos 
• Webcasts 
• Websites  

 
These tools are effective for telling your organization's story, marketing your programs and 
services, increasing awareness, creating buy-in, and sharing your knowledge, resources and 
expertise with the public. Because of the potential for broad distribution, careful attention to the 
accuracy, fairness, and integrity of all content is vitally important for the credibility of nonprofit 
organizations. Conversely, nonprofits that distribute inaccurate, false, or misleading information 
hurt their own reputations and risk tarnishing the nonprofit sector as a whole.  

 
Each nonprofit organization should establish its own practices and procedures for preparing and 
releasing information to the public. Ideally, multiple people should be involved in different 
stages of developing educational content to ensure multiple perspectives and provide for checks 
and balances. Involving people with diverse cultural backgrounds helps to ensure that the final 
product is relevant and accessible to all. Those taking part can be organization staff from 
different departments, volunteers, board committees, advisory panels, external content experts, 
interns, partners, vendors, and/or consultants.   
 
One or two staff (typically the executive director and another senior leader) should be designated 
with the responsibility for final approval of all content and materials. Other interim reviews 
should also be built into the process. 
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When looking for others to be involved, try to match skills and expertise with the following roles 
to be carried out: 

• Needs assessment; concept paper; outline 
• Research; literature review 
• Writing 
• Cultural sensitivity, alternative languages, accessible formats 
• Photography; videography 
• Design and typesetting 
• Technological compatibility 
• Copy editing, proof reading, and final checks and double-checks (see Attachment A for a 

more detailed final checklist) 
• Review and/or approvals by: 

o relevant staff in areas like marketing, management, research, or public policy 
o outside experts, peer reviewers 
o advisory committees or panels  
o executive director and other senior leader 
o board of directors, if applicable 

 
The end products that you produce become additional tools for telling your organization's story, 
engaging your stakeholders, and educating others about the importance of your mission and the 
value of your programs. Communication is everywhere – all the time – by and through everyone 
–  in everything you say, do, and show.  
 
Selected Resources for Educating and Engaging the Public 
 
Books and Articles 
 
Kenly, Eric and Mark Beach,  Getting it Printed: How to Work with Printers and Graphic Arts 
Services to Assure Quality, Stay on Schedule, and Control Costs, 4th edition,. Cincinnati, Ohio: 
North Light Books, 2004. 
 
Bonk, Kathy, Emily Tynes, Henry Griggs, and Phil Sparks.   The Guide to Strategic 
Communications for Nonprofits. A Publication of the Communications Consortium Media 
Center and John Wiley, 2008.   
 
Brinkerhoff, Peter. Mission Based Marketing: How Your Not-for-Profit Can Succeed in an 
Increasingly  Competitive World, 3rd edition. New York: Wiley Nonprofit Series, 2010. 
 
Miller, Kivi Leroux.  How to Create an Annual Report. E-book, updated December 2013.  
 
Miller, Kivi Leroux and Katya Andresen. The Nonprofit Marketing Guide: Impact, Low Cost 
Ways to Build Support for Your Good Cause. Jossey Bass, 2010. 
 
Patterson, Sally J. and Janel M. Radtke.  Strategic Communications for Nonprofit Organizations, 
2nd edition, Wiley, 2009.  
 



 11 

Salzman, Jason. Making the News: A Guide for Nonprofits and Activists, Basic Books, 2003.   
 
Stern, Gary J. Marketing Workbook for Nonprofit Organizations Volume 1: Developing the Plan, 
2nd edition, : Fieldstone Alliance, 2001. 
 
Taylor, Christine. Publishing the Annual Report: Tips, Traps, and Tricks of the Trade. San 
Francisco: Jossey Bass, 2001. 
 
Websites 
 
A Better Way to Produce a Nonprofit Annual Report by Michael Hoffman on Beth Kanter’s 
Blog, www.bethkanter.org/treesaver, 3/24/2011. 
 
Communications Toolkit: A Guide to Navigating the Nonprofit World, by Hershey Cause 
Communications, http://www.hersheycause.com/pdf/cc_toolkit.pdf  
 
The Secret to a High Impact Annual Report, Board Café, 11/26/2018 
www.blueavocado.org/content/secret-high-impact-annual-report 
 
Nonprofit Annual Reports Wiki offered by the Nonprofit Marketing Guide. 
Nonprofitannualreports.wikispaces.com   
 
The Nonprofit Marketing Guide www.nonprofitmarketingguide.com 

 
Nonprofit Annual Report Resources for You 
http://www.nonprofitmarketingguide.com/resources/articles/favorite-topics/nonprofit-annual-
reports/  
 
The Nonprofit Annual Report: The Basic Ingredients, The Nonprofit Sector Leadership Program, 
Dalhousie University 2002. 
http://www.tctontario.ca/user_files/File/NonProfitAnnualReportBasics.pdf  
 
 
Attachments 

• Attachment A: Final Checkups Before Releasing Materials to the Public, Standards for 
Excellence Institute, © 1998-2014.  
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Attachment A 
Final Checkups Before Releasing Materials to the Public 

 
How does it look? 

" Is your material neat, clean, and attractive? 
" Does it include appropriate pictures, graphics, charts, or other visual enticements? 
" Are charts and/or graphs easily understandable and free of ambiguity? 

How does it read? 
" Is your material interesting? 
" Is it an appropriate length? 
" Does it avoid unexplained acronyms, initials, and/or nicknames? 
" Is your document free of jargon? 
" Does it avoid inappropriate language? 

Are you conveying your message? 
" Does your material provide sufficient contextual information? 
" Are the facts supported by solid research? 
" Is the distinction between fact and opinion clear? 
" Does it make your organization’s mission apparent? 
" Is everything up to date? 

Is it accessible to all? 
" What other languages can be this be adapted too?  Is the translation accurate? 
" Is the material available in multiple formats that are accessible to people with 

disabilities? 
" Are the images, language, and examples used culturally sensitive and representative of 

diverse groups of people? 
Are you providing adequate contact information? 
 Did you include: 

" Contact person 
" Address 
" Phone number 
" Fax number 
" E-mail 
" Website 
" Logo of organization or project 

Are you acknowledging your sources? 
" Did you check for potential copyright violations? 
" Did you obtain signed release forms for photos, if required? 
" Did you make certain all information is from reputable sources? 
" Did you credit contributors, if appropriate? 
" Did you include date of publication? 
" If you are using copyrighted material, did you get permission to reproduce the material if 

your organization does not own the copyright? 
" If you are claiming the copyright, have you included the appropriate designation? 

And, finally, did you: 
" Spell check/grammar check? 
" Check your facts? 
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" Read copy aloud to check for clarity? 
" Have someone else proofread? 
" Have material reviewed/approved by relevant staff? 
" Have it reviewed/approved by relevant outside experts, peer reviewers, and/or advisory 

committees? 
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