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ABSTRACT
Throughout this thesis I will be discussing many key factors and challenges that go along with
starting and maintaining a new nonprofit organization. I will touch on a few issues that coincide
with homelessness as well as poverty; and what exactly causes an individual to become homeless and
what is currently available to them. On top of the background information, I will also discuss details
about my own nonprofit organization, in which is the main topic of this thesis.

“Nonprofits are problem solvers, innovators, job creators, trusted advisors, major employers, and
revenue generators. More than that, they are the connectors, links, and leaders that make our towns
and cities true communities.” – Alliance of Arizona Nonprofits

“Dum inter homines sumus, colamus humanitatem.”
which translates to…
“As long as we are among humans, let us be humane.” - Seneca
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CHAPTER ONE – PERSONAL NARRATIVE
Ever since I was very young, I have always felt like I had a major purpose in life. I felt as if I
was meant to do something big with my life. At first, I thought it was to join the Army, which I did
do but I was hurt and ended up having to get surgery on both of my lower legs. Ultimately, I was
honorably discharged; the military considers me a medical-retiree. I enjoyed my short time in the
Army but I took my injury as a sign that the Army just wasn’t what my true purpose was in life. As
soon as I was released from the Army, I enrolled in college. At first, I was going to study something
relating to the sciences or medical area but due my learning disabilities, I was having too hard of
time. Therefore, I took it as a sign that this wasn’t what I supposed to do either. I finally landed on a
good foundation plan after a semester and a half of college; I would study business and become my
own boss.
Before beginning my business studies, I thought long and hard about what exactly I wanted
to do with my degree and my future. Then it hit me… I was actually going to do two different
things. The for-profit side of things would include a rental property company called Pride
Properties; the goal would be to offer low-income housing for individuals and families who struggle
with keeping a roof over their heads. The other company I want to make a reality is creating a
cannabis café during the day and a lounge in the evening. I plan to also invest in business ideas that I
feel would benefit me the most. Each of these business-related goals are all under one umbrella
called AMG Enterprise. The other thing I plan to be doing is my nonprofit organization called
HELP by AMG. Throughout this thesis, I will cover all the details that pertain more to my
non-profit organization rather than my for-profit businesses. So… why do I want to have my own
nonprofit? I’ll tell you!
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It’s because I want to be able to not only assist the local communities I plan to focus on
(details to come) but also, I just want to help make someone’s life a little easier or happier. I grew up
in Detroit with a single mother who worked hard all the time just to keep the electricity on and food
in my brother’s and my stomachs. My parents were both in the military (mom = army and dad = Air
Force), they divorced when I was about 3 years old. At the time, we were stationed in Japan but once
my parents divorced, my mom took me and my brother back to the United States. Within a year or
two later, we moved to Detroit for the first time. There were moments where times became really
rough. I still remember nights when the three of us huddled close to each other around an open
oven to feel its warmth because the electricity went out from either a bad power surge (which
happened often in that part of Detroit at the time) or because we were not able to pay the electric
bill on time (which didn’t happen a lot but did still happen a few times). My childhood was filled
with many experiences and interactions. My first encounter with a person suffering from
homelessness was seeing a man wrapped in a few blankets sitting on the ground next to a shopping
cart filled with all of his belongings. He was asking for money, so I went up to my mom and asked if
I could get a dollar to give to him; I was only about six or so at the time. Ever since then, I have
always tried to go out of my way in order to help someone, even if they are a perfect stranger; I just
have this strong urge to always help others.
That is why I founded HELP, to help everyone live prosperously.
I am not wealthy
I am not privileged
I am simply one human being dedicated to making the world a little better
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CHAPTER TWO – HELP’S INTRODUCTION
2.1 – AMERICA AND ITS 501(C)(3) ORGANIZATIONS
Charitable nonprofits embody the best of America; they provide a way for people to work
together for the common good, transforming shared beliefs and hopes into action. Now to start,
there are more than 1.3 million charitable nonprofits within the United States and HELP will soon
be one of them officially. It doesn’t matter the age, gender, race, socioeconomic status, or location,
nonprofits are here to assist. They also foster civic engagement and leadership, drive economic
growth, and strengthen the fabric of our communities on a daily basis. One thing I want to make
clear before we move on is that there are almost three dozen types of tax-exempt organizations
within different sections of the IRS tax code. The one common condition is that they are all exempt
from paying out profits hence the name “nonprofit.” HELP falls under the 501(c)(3) section of the
tax code which refers to “public charities” and “private foundations.” (NCN, 2019) See appendix for
full list of types of tax-exempt organization.
Chart: Total Registered 501(c)(3) Organizations within the U.S.

Source: IRS Business Master Files
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Chart: Registered 501(c)(3) Organizations by Subsector

Source: IRS Business Master Files

One thing I want to start off saying is that the Great Recession of 2008 is said to be long
gone by now, and recently some news media sources have been saying how our economy is stronger
than ever, but for some reason human needs were greater in 2017 in three-quarters of U.S. states
than they were when the recession began. The public’s increasing need for services has been
documented by multiple studies. Many organizations have not been able to meet the increased
demand, so now is the perfect time to launch a new organization in order to help meet the
ever-growing demand for human services.
2.2 – HELP’S INDUSTRY
HELP is categorized as being part of the human services industry. The main mission of the
organizations within the same industry is to improve the quality of life, safety, independence, and
health; for us, as of right now, that means assisting the Commonwealth’s most susceptible residents.
The human services industry of Massachusetts comprises a range of establishments with the same
general mission. The human services industry can be broken down into subsectors. The subsector
that HELP falls into involves community food, housing, and emergency/other relief services. It
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comprises a range of establishments providing basic needs, including establishments primarily
engaged in the collection, preparations, and delivery of food for the disadvantaged, as well as
distribution of clothing and blankets to those suffering from homelessness or poverty in any form.
This also includes, but not limited to, other services like short-term emergency housing for victims
of domestic abuse, sexual assault, or child abuse; temporary residential shelter for those suffering
from homelessness, runaway or at-risk youth, and patients/families in medical crises; transitional
housing for low-income individuals/families; volunteer construction or repair of low-cost housing;
and repair of homes for elderly or homeowners with a disability (McKenzie, 2018).
Typical establishments include:
-

Community meals, soup kitchens, or food banks

-

Meal delivery services

-

Shelters (of any kind listed above)

-

Energy assistance

-

Transitional housing

-

Home construction/repair/renovation

-

Emergency/disaster relief

-

Immigrant resettlement

Human services establishments are not defined by goods or products, but rather by the services
provided and the people who receive them. Back in 2011, there were about 6,111 establishments in
Massachusetts that were primarily engaged in providing services consistent with the industry
definition, representing one-third of all establishments in the broad health care and social assistance
sector. Now the existence of 6,111 establishments does not mean there is an equal amount of
human services agencies, but in fact it simply means that there are that many locations in which
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services are provided. Even though the federal industry statistics do not report the total number of
providers, in a 2007 report completed by the Massachusetts Executive Office of Health and Human
Service (MA-EOHHS), it was stated that they themselves - along with fourteen other agencies relied on a network of over 1,100 independent nonprofit providers to deliver a wide variety of
human services to those who need the assistance (McKenzie, 2018). See below for the table
representing the population versus human services establishments by county within Massachusetts.
County

2012 Population

% of Total
Population

2011 Human Services
Establishments

Essex
Middlesex
Norfolk
Worcester
Suffolk
Massachusetts

755,970
1,537,149
682,078
805,353
746,039
6,645,303

11.4%
23.1%
10.3%
12.1%
11.2%
100%

656
1,417
602
681
770
6,109

% of Human
Services
Establishments
10.7%
23.2%
9.9%
11.1%
12.6%
100%

Source: U.S. Census Bureau, State & County QuickFacts

Compared to the private sector business that can raise their prices and invest in its capacity
when demand for their services outstrip their supply, human services providers cannot simply pass
along their costs to the end user. Instead, the industry must rely on state and federal funding to hire
staff and increase its capacity to meet the expanding demand for its services (McKenzie, 2018). See
below for the table representing the Massachusetts budget components percentage of the total
budget.
Fiscal Year

Human Services

Health Care

Education

FY2003

11.8%

35.1%

22.5%

FY2007

10.6%

37.4%

20.2%

FY2011

9.9%

43.2%

19.7%

FY2014

9.8%

43.1%

19.4%

Source: MA Budget and Policy Center, Budget Browser

2.3 – OUR NAME
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Something you may be asking right now is, what exactly does HELP by AMG stand for and
what is my end goal? As you know from the previous chapter, HELP stands for “helping everyone
live prosperously,” which is actually the mission statement of my nonprofit organization. “By AMG”
is simply saying that the help is coming from me - Antonio Mateo Garcia. I came up with the idea of
HELP back in 2019, but I didn’t have a name for it until 2020. I came up with the name as I was
daydreaming in one of my business classes while I attended Fisher College. I suffer from severe
ADHD and dyslexia, so sometimes I drift into my own world while in class, by accident. Luckily for
me, my teachers have always understood that, as long as my grades stayed strong, they usually didn’t
mind.
In January of 2022, HELP obtained sponsorship from an organization called Paper Bag
Mask Foundation (referred to as PBMF for the remainder of this thesis), and something they
requested of us was to remove “by AMG” from the public logo to make it more inclusive of
everyone that is part of the organization. After all, this may have all started as just me by myself, but
“my” mission has now become “our” mission and I couldn’t be happier. PBMF is a
Massachusetts-based official 501(c)(3) nonprofit organization that strives to combat the ongoing
mental health crisis in America by helping teens and young adults manage stress and anxiety while
building confidence in their ability to cope (PBMF, 2022). See appendix for a preview of the email
sponsorship proposal that I received from PBMF. I will explain more what exactly is fiscal
sponsorship and how it affects HELP in the next chapter.
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2.4 – OUR BRAND IMAGE
As soon as I had a name, I knew what I wanted my logo
to look like. I wanted to encompass an image of the world
because, ultimately, my goal is to cross international borders and
help not just local communities within the United States but
also in countries where help is needed. I want to be able to help
people from all parts of the globe to live their life prosperously,
meaning that they have rich, diverse and happy lives where they
don’t have to worry if they paid the gas bill in the middle of a
snowstorm or where they don’t have to worry about if they are going to eat that night. I want to
make sure that kids can enjoy being kids, and parents will not have to worry about working long
hours, so they miss precious memories of their children.
The next part of the logo needed to include hands. The symbolism for hands has many
different meanings but the most credited meaning comes from Buddhism: “with the palm upward”
represents unlimited giving (Huffman, 2021). Then, according to J.C. Cooper in An Illustrated
Encyclopedia of Traditional Symbols, the clasping of hands can represent union, friendship, and
allegiance.
2.5 – OUR VALUES
As an organization, we have strong values, which each member will stand by: community,
integrity, respect, and responsibility. I decided to make these the values of HELP in honor of Fisher
College, to which I owe so much. The College has welcomed me as part of its family and has always
supported me in all of my endeavors. Based off the definitions found on DICTIONARY.com, these
are the meanings of our values.
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Community: a group whose members reside in a specific locality, share government, and often have
a cultural and historical heritage.
Integrity: adherence to moral and ethical principles even when not witnesses are present.
Respect: esteem for or a sense of the worth or excellence of a person, a personal quality or ability,
or something considered as a manifestation of a personal quality or ability.
Responsibility: the state or fact of being accountable for something within one’s control
2.6 – GEOGRAPHIC LOCATIONS
Currently we are primarily just in Boston, Massachusetts, but I do plan to expand outward
throughout the United States, east coast, and I have a family sponsor in Okinawa, Japan who plans
to spread around our mission. I have sponsors in places like:
-

Detroit, Michigan

-

Tampa, Florida

-

Miami, Florida

-

Baltimore, Maryland

But for now, our focus is Boston and the surrounding cities. What is special about these places is
that I have either lived in or close to them all and have witnessed poverty within in them.
2.7 – POVERTY STATISTICS
Currently the need in each of the cities stated above
demands more organizations like HELP, to better the
communities and help lower the poverty rating. According
to the most recent U.S. Census of mid-2019, the current
poverty rating in Boston, which has a population of about
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692,600, is 18.9%. This means that there are about 130,000 people in Boston suffering with poverty
in some form. We must change these numbers before they get worse. Based off the annual homeless
census in Boston that was conducted in January of 2021, homelessness is currently down but, due to
the recent pandemic, the number of people who have been left unsheltered has increased. The major
issue is that Massachusetts is one of the wealthiest states in the United States, yet as a state, Mass has
a poverty rate higher than almost half the other states according to the U.S. Census Bureau (see
image above). (Schuster & Ciurczak, 2019) Poverty leads to many different other issues, not just
homelessness. Poverty can lead to risks relating to, one, lower cognitive development and
educational attainment. This is especially seen in children who grew up in poverty. Two, increased
reliance on public benefits and rates of incarceration. Three, decline in health, which can lead to
lower birth rates for infants as well as higher rates of illness, disease, and disabilities. The most
common illnesses include hypertension, high-blood pressure, and even high cholesterol. Four, there
is a lower life expectancy. In a study done by the Health Affairs organization, it was estimated that
individuals with low incomes had life expectancies about 25% lower than those with higher incomes
(Chokshi, 2018). Five, there are weakened relationships, mainly due to feeling significant economic
pressure as they live paycheck-to-paycheck and struggle to make ends meet, which in turn creates
high levels of psychological distress and increases the risks of divorce (Ahmed, 2005). Six, being
trapped in poverty and having low mobility within society. This is especially seen in children; some
individuals may have little to no motivation to better their lives due to being stuck in a state of
poverty for so long. Only 6% of children born into poverty grow up to become rich, while 46% of
children affected by extreme poverty end up staying stuck in the same situation. Lastly is seven; it
ends up costing the United States billions of dollars; child poverty alone is estimated to cost our
country more than $500 billion annually in lost productivity, increased health care costs, and higher
criminal-justice expenditures while increasing reliance on public benefits and rates of incarceration
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(Brown, 2011). These are just some of the major issues that are caused by poverty and homelessness;
as a community, together we can change all of this for the better. Together we can make a positive
change and help those less fortunate within our local communities.
2.8 – OUR WEBSITE
Now, every great nonprofit organization has a good website. A place where potential donors
and supporters can go to stay up to date on any news or events relating to the organization. I not
only created a website, but I also created numerous social media platforms specifically for HELP.
First we have the website: helpbyamg.org. I was able to secure an official organization domain name,
which makes my website more authentic for potential donors and supporters. I wanted to make sure
people feel welcomed to come to us for assistance, so I included the BLM logo as well as the
progressive LGBT pride flag at the very top of the site. You can also find the Instagram, Facebook,
Twitter, and TIKTOK logos at the very top that include the links to our profiles on those select
social platforms. Also included on the site is a public blog, photos from past events or community
projects, contact information, information on how to become a volunteer, and also an “About Us”
section that lists members of our executive team. See appendix for screenshots of the website.

2.9 – OUR TEAM
Our executive team currently has four members - everyone is currently just volunteers for the
organization, but with official titles. Once we have revenue coming in, I plan to pay each team
member a small salary to start and eventually increase as the years go by to help with inflation.
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Our teams includes:
-

-

-

-

-

CEO/ Board President / Founder = Myself
VP & Director of Legal/ Board Secretary = Michelle Bracco
o Responsible for managing legal team, creating as well as enforcing procedures and
policies, compliance on all levels, counseling of clients seeking assistance, and acting
as advisor to the president.
VP & Director of Health and Wellness / Board Treasurer = Vivian Lara
o Responsible for any leading community projects or initiatives that deal with the
health or wellness of clients, creating and managing video content like classes, coach
clients on health-related issues that apply to them, and provide any needed
counseling to clients.
o Assistant Director = Naomi Mares
VP & Director of Operations = Hannah Greatbatch
o Responsible for arranging community projects, managing executive team and all
subordinates, managing daily operations, and planning how both material and human
resources are used.
VP & Director of Marketing & Social Media = Hannah Healey
o Responsible for managing marketing teams, brand management, goal-setting within
marketing department, conducting market research, and maintaining an appropriate
image of the organization.
o Assistant Director = Louise Healey
VP & Director of Diversity and Community Outreach = Izaak Rosov
o Responsible for developing and implementing community activities, campaigns, and
events, counseling services for clients, works directly with VP of Operations to create
and implement recruiting and on-boarding strategies to attract, retain, and develop
teams (volunteers and non-volunteers) from diverse backgrounds, monitor and
evaluate community outreach and diversity initiatives, and helps find possible
partnerships.
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2.10 - COVID
Before I end this chapter, I want to touch base on a major game changer. Recently, the world
has been faced with a horrible and deadly pandemic due to COVID-19. It is now 2022, and we are
still dealing with the aftermath of the virus and its many variants. There are many people, myself
included, who have been fully vaccinated but there are also people who haven’t been fully
vaccinated; either way it has been shown that this virus has made a big impact on the world, but
what impact has the virus had on the demand or need for human services organizations and
programs? For some organizations, the virus has created a considerable uptick in the demand for
their programs and services. Requests for help with food and financial assistance, housing insecurity,
and mental/behavioral health resources have increased dramatically (Prater, 2021).
Chart: COVID Impact on Nonprofit Services Demand

Source: State of the Nonprofit Sector 2021 Annual Report
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Table: Demand for Services by Subsector

Education
Health
Human Services
Public/Societal Benefit

Significantly
Decreased

Somewhat
Decreased

Significantly
Increased

10%
0%
50%
0%

22.8%
3.1%
36.4%
3%

17.1%
1.1%
8.5%
2.8%

Somewha
t
Increased
18.9%
4.7%
20.7%
2.8%

No
Change
33.3%
11.1%
13.3%
0%

Source: State of the Nonprofit Sector 2021 Annual Report

2.11 – OUR COMMUNITY PROJECTS
The last thing I will cover in this chapter is just a quick summary of current and future
community projects. I want to make it clear that the future community projects will not be fully
operational for at least three to five years from now.
Current Projects
-

-

Packs
o Creation and distribution of backpacks filled with essentials made for those suffering
from homelessness.
Eatables
o Grocery assistance; food box plus a gift card to the local grocery store.
Nourishly
o Creation and distribution of fresh meals made for those suffering from homelessness
in the local area every two weeks.
Attire for Change
o Community closet open to all who need any type of clothing, specifically more for
professional attire but casual as well
Well Life
o Program spreading awareness for living a healthy life, free health and nutrition
classes for all ages, fitness classes, virtual cooking class/videos, and free or
discounted health coaches.
LARS
o “Legal Assistance & Referral Service”; just as the name says. We connect people with
volunteer legal professionals who they can speak to about any type of legal questions
or concerns.

Future Projects
-

PREP
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o “Prepare, Ready, & Educate People” ; Assistance obtaining GED/HS diploma if
needed and also helps individuals with obtaining career training for a specific trade
LIF
o STEAM program for school-aged children as well as current college students, as well
as educational classes pertaining to daily life and personal finance available to all ages
CP&T
o “Career Prep & Transitioning”; Assistance with obtaining a new job or career
Nest
o Shelter for those suffering from homelessness in the form of group homes rather
than the traditional mass-shelters
HELP PR
o A branch of the organization that is also another community project based out of
Puerto Rico, which will be the location for the first “HELP Center”; the mission will
be to clean up the communities, assist those suffering from homelessness or poverty,
teach English to non-speakers, assist with mental health care, and basically make all
HELP projects available to locals

I will be covering each of these projects more in-depth within chapters six: current community
project, and seven: future community projects.
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CHAPTER THREE – LAWS AND REGULATIONS
3.1– INTRO
In this chapter of the thesis, I will be covering laws and regulations on both a federal level as
well as on a state level. Laws and regulations are similar in method but different in practice and
procedure. Laws are defined generally as any written rule prescribed under the authority of a state or
country, whereas regulations pertain more to establishing order and conduct by an authority.
Nonprofits are recognized both by state and federally but operate under the laws of the state where
the organization is registered. When operating in multiple states, one must be sure to verify any
possible changes in laws or regulations relating to each different state. I plan to expand out to
multiple states, but for now and for this thesis, I will only be covering the Commonwealth (will
sometimes refer to as a state) of Massachusetts when referencing the state-specific laws and
regulations.
It is critical to the success of any nonprofit that the executive director, or any nonprofit
executive team member in all honesty, should have a clear understanding of the law applicable to
their field. The law that governs the nonprofit sector of the country comes from many sources essentially federal tax, plus state corporation, trust, fiduciary responsibility, and fundraising law. At
the federal level, nonprofits need to be concerned with additional bodies of nonprofit law in the
antitrust, consumer protection, health care, intellectual property, labor, postal, securities, and other
fields. Just because an organization has a 501(c)(3) status and is called a nonprofit, this does not
mean the organization is prohibited by law from earning a profit, but rather means the organization
has certain requirements as to what must be done with the profits earned or received. Basically, the
profits must go back into the organization rather than the pockets of the executives who run it
(Heyman & Brenner, 2019).
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A nonprofit organization can take many forms; for example, the most common: a
corporation, an unincorporated association, or a trust. The state law is what determines if the
organization is a nonprofit or not. The state laws also address the organization’s formation,
governance, purposes, operations, and dissolution. HELP is filed as a corporation, which means that
I have increased liability protection; this doesn’t happen with unincorporated associations and trusts.
The IRS has the authority to revoke tax exemption based on changes in the law, but generally
once an organization has been given an approved 501(c)(3) status, it can rely on that official
determination as long as there are no substantial changes in its ethics, character, purposes, or
methods of operation. If there are any needed changes, the IRS should be notified through annual
information returns, I’ll get more into detail about this later in this chapter (Hutton & Phillips,
2017).
3.2 APPLICATION PROCEDURES
General Laws & Regulations on the Federal Level
The first thing I will cover in this chapter is a review of basic federal laws and regulations
that govern nonprofits since there is less to cover, then we will go into the overview of state specific
laws and regulations, which includes much more important information since nonprofits are
governed more by state authorities than federal authorities. The only thing that matters federally is
that, in order to become an official tax-exempt organization, or in other words to be an official
nonprofit organization, the organization must apply through and be approved by the Internal
Revenue Service (IRS) sector of the federal-level Department of Treasury (Hutton & Phillips, 2017).
Number One Rule To Remember
The most important law that applies to any and all types of nonprofits is that there are to be
no profits earned on behalf of the executive director/CEO/founder, any of the organization’s
executive team members, or any of the board directors. But what each nonprofit executive should
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also know is that sponsorship and funding is very much available in order to keep operations
running and to pay employees at all levels, including executives (which is first reviewed and approved
by the board of directors - I will go into more detail about the board of directors later in this
chapter).
The World of Politics & Advocacy
Public charities are prohibited from directly, or even indirectly, participating/intervening in
any political campaign on behalf of (or in opposition to) any candidate for elective public office.
This includes making public opinion comments about candidates on behalf of the organization. It is,
however, legal for a non-profit organization to encourage people to participate in the electoral
process, such as voter registration and “get-out-the-vote” drives, as long as it is conducted in a
non-partisan manner. It is best for organizations to just avoid politics unless it directly involves
them. An organization is allowed to invite political candidates to appear or speak at an organization
event, but it must be equal treatment for all candidates, and they must be present in their own
individual capacity, not as a political candidate.
Public charities are not permitted to engage in substantial legislative activities, also known as
lobbying. It will be seen as if the organization is attempting to influence legislation it contacts, or
urging the public to contact members or employees of a legislative body for purposes of proposing,
supporting or opposing legislation, or advocates the adoption or rejection of legislation. If lobbying
activities are seen as substantial then the organization is likely to fail the operational test and this will
risk the organization’s tax-exemption status and/or be liable for excise taxes. Luckily there is an
alternative available for non-profits that are likely to fail the operational test; the organization may
elect to use the expenditure test by filing Form 5768, which is the Election/Revocation of Election by an
Eligible Section 501(c)(3) Organization To Make Expenditures To Influence Legislation. Under this test, the
extent of an organization’s lobbying activities will not jeopardize tax-exemption status, provided its
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expenditures, related to the activities do not normally exceed a set amount specified in the Internal
Revenue Code Section 4911. This limit is primarily based on the size of the organization and may not
exceed $1 million. Also, under this test, the organization that engages in excessive lobbying activity
over a four-year period may lose it tax-exempt status, making all its income for that period subject to
federal taxes. If the organization has, or plans to, engage in lobbying then it must report all lobbying
activities on Form 990 Schedule C (Political Campaign and Lobbying Activities) (Pub.4221-PC, 2021).
3.3 – RECORDKEEPING & ITS IMPORTANCE
A major regulation involved with nonprofits is extensive recordkeeping; this includes all
documents and detailed records of all activities, both financial and non-financial. The best thing to
do is to keep a book or binder with all official paperwork regarding the organization, like the Articles
of Organization or the By-Laws. It would be a good idea to keep a copy of IRS Publication 4221-PC as it
is the compliance guide for 501(c)(3) public charities. It is best to keep inventory of all items and
funds donated, when they are donated, who donated it and where they are located, item type and
description. It is not required by law to keep proper records, but it is a strong regulation
requirement, except in few special cases. The type of records that are necessary to keep primarily for
tax purposes depends mostly on the types of activities the organization conducts. The organization
should have a recordkeeping system using an accounting method that is appropriate for monitoring
and reporting of its financial activities for each tax year. If the organization has multiple programs,
which HELP does, then there needs to be proper distinction between income and expense items for
each specific program. The record keeping system put in place should include basically a summary
of transactions made by the organization and any of its officers or members. All records are kept in
the organization’s books, which include items like accounting journals and ledgers. The books are
required to show any and all gross receipts, purchases, expenses (other than purchases), employment
taxes and assets. Every transaction entry in the books must have some type of documentation that
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supports it, this can be physical receipts, unpaid invoices, official documents, and so on (Scott,
2019).

A brief description of the items to be included in the official books are as follows:
Gross Receipts - Any and all donations, either item or monetary, as well as any other received items
from all sources; must show amount/value and source.
Documents: donor correspondence, pledge documents, bank deposit slips, any type of
receipts/receipt books, invoices, credit card charge slips, Form 1099-MISC
Purchases - (Including accounting for inventory): Any and all items bought, including items resold to
customer. Must include amount paid and the amount that was for the specific purchases. Help the
organization determine the value of its inventory at end of year.
Documents: canceled checks, credit card sales slips, any type of receipts, invoices
Expenses - The costs the organization incurs in order to have and conduct normal operations,
details should include the amount paid and the purpose of the expense.
Documents: canceled checks, any type of receipts, credit card slips, invoices, contracts, account
statements, petty-cash slips
Employment Taxes - Any organization that has employees must keep records of compensation and
specific employment tax records
Assets & Liabilities - Assets include everything that the organization has or owns; whereas, liabilities
include everything an organization owes.
Documents: purchase and sales invoices, real estate closing statements, canceled checks and
financing documents, certain financial account statements prepared by financial institutions
or approved third-party
Records should show:
- When and how asset was acquired
- Whether any debt was used to acquire asset
- Documents that support mortgages, notes, loans or other forms of debt
- Purchase price
- Cost of any improvements
- Deductions taken for depreciation, if any
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- Deductions taken for casualty losses, if any, such as losses resulting from fires or storms
- How asset was used
- When and how asset was disposed of
- Selling price
- Expenses of sale
(IRS Pub. 4221-PC)

If payment is by:

Then statement must show:

check

Check number, amount, payee’s name and date
the check amount was posted to the account by
the financial institution

electronic funds transfer

Amount transferred, payee’s name and date the
transfer was posted to the account by the
financial institution

credit card

Amount charged, payee’s name and transaction
date

Source: IRS Pub.4221-PC

All books and records must be organized and kept on an annual accounting period called a
tax year in order to comply with annual reporting requirements.
Some definitions, as per the IRS:
Accounting Period – a tax year of 12 consecutive months
Calendar Tax Year – period of 12 consecutive months beginning Jan. 1st and ending Dec. 31st
Fiscal Tax Year – period of 12 consecutive months ending on the last day of any month
except Dec.
Accounting Method – method that is a set of rules used to determine when and how income and
expenses are reported
Cash Method – reports income in the tax year received, usually deducts expenses in the year
paid
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Accrual Method – records income in the tax year earned; in other words, in the tax year a
pledge is received, even though payment may be a year later. It records expenses in the tax
year incurred
(Scott, 2019)

HELP’s details on this information will be included in the next chapter, Chapter Four – Finances. It is
recommended that all records are kept for at least three years, possibly longer if need be. Permanent
records include documents like the IRS 501(c)(3) status determination letter and all organizing
documents such as the articles of organization, bylaws, any amended documents, and board meeting
minutes. Documents such as employment tax records, must be kept for at least four years after filing
the fourth quarter of the year.
3.4 – BRIEF REGULATION OVERVIEW OF EMPLOYMENT TAX RETURNS
Like other employers, all nonprofit organizations that pay wages to employees must
withhold, deposit and pay employment tax, including federal income tax withholding, Social Security,
and Medicare (FICA) taxes. To know how much income tax to withhold, a public charity should
have a Form W-4, which is the employee’s withholding allowance certificate, on file for each
employee. Employment taxes are reported on Form 941, the Employer’s Quarterly Federal Tax
Return. If an organization has withheld $1,000 or less in employment taxes during the tax year, then
they must file Form 944 instead of Form 941. Nonprofits do not pay federal unemployment tax
(FUTA). This, again, will be discussed more in Chapter Four – Finances.
3.5 – BRIEF REGULATION OVERVIEW OF ORGANIZATION MAINTENANCE
It is of utmost importance to clearly understand what it takes to maintain one’s
organization’s 501(c)(3) status. All 501(c)(3) organizations must pass an annual organizational test.
This test focuses on the content of an organization’s “statement of purposes” and the “dissolution
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clause” in its Articles of Organization. The statement of purposes describes the mission of the
organization; it can be different from the organization’s official mission statement. The dissolution
clause is intended to preserve the assets and net income of an organization for charitable purposes
in case it was to dissolve or liquidate. Another annual test for the organization is called the
operational test; the basic requirements are advancement of one or more exempt purposes, and
avoidance of private inurement, unwarranted private benefit, substantial legislative activity, political
campaign activity, and excessive unrelated business activities. Failure of the test can result in loss of
tax exemption status.
Private Inurement
The private inurement doctrine basically states that a nonprofit cannot be set up to benefit
one or more individuals instead of a cause, simply stating that none of the income or assets of an
organization may be permitted to directly or indirectly benefit an individual who has a close
relationship with the organization, especially if they are in a position of authority within it. The
doctrine requires that these transactions or arrangements be tested against a standard of
reasonableness, meaning that all transactions with insiders must be in line with applicable norms. If
the organization is found in violation of the private inurement doctrine, it can result in loss of tax
exemption status (Heyman & Brenner, 2019).
Private Benefit
The private benefit doctrine basically states that the charitable organization is not organized
or operated for the benefit of other private interests. Incidental private benefit is permitted, meaning
a small amount of private benefit will be tolerated but it is strongly recommended to just avoid the
issue if possible. If the organization is found in violation of the private benefit doctrine, it can result
in loss of tax exemption status (Heyman & Brenner, 2019).
Unrelated Business Activities
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Tax-exempt organizations must pay income tax, called the “unrelated business income tax”
(or UBIT), on their net income from unrelated business activities and too much unrelated business
can imperil an organization’s exempt status. There is no clear definition on what an unrelated
business is or of the maximum threshold of allowable unrelated business income or activity. The IRS
is mainly looking to make sure that an organization’s focus remains on the mission rather than the
side businesses. Taxable unrelated business income is reported to the IRS on Form 990-T. A
business is considered unrelated if it is regularly carried on and is not substantially related to the
accomplishment of its mission. Before conceding that an activity is unrelated and therefore that its
net income is taxable, one should determine if one can cause the activity to be related to their
exempt purposes, and specifically establish a “causal” link between the business and one’s mission
(Heyman & Brenner, 2019).
3.6 THE ORGANIZATIONAL LIFECYCLE OF A NONPROFIT
The application process to become a tax-exempt organization, or in other words a nonprofit,
is much like a lifecycle because, in order to stay in good terms with the IRS, one must continue to
update their filings annually (Form 990/990-EZ) in order to stay a nonprofit. In this lifecycle, there
are five primary steps: starting out, applying for exemption, required filings, ongoing compliance,
and significant events.
Starting Out
The very first thing an organization must do in this lifecycle is formally establish its
organization as per its state laws and regulations. Each state has different requirements and
regulations; if one plans to be in multiple states as I do, then knowing these differences is of great
importance and if anything goes wrong, it could mean the end of the organization before it even
truly begins. For the purpose of this thesis, I will be referring to the laws and regulations of Boston,
Massachusetts.
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As stated above, there are some key application items that must be completed and approved
by a formal Board of Officers. First, I’ll explain the more important application items: the Articles of
Corporation and By-Laws. The Articles of Corporation lays down the foundation for the organization; it
names it and describes its purpose. For a nonprofit corporation, it must specify that the corporation
will not be used for profit gain for its directors. The articles are then signed by the initial director(s),
or in my case, I would be the only one signing. (See Appendix for HELP’s Articles of Corporation.)
Then there are the By-Laws, they are the rules and regulations of the organization. (See Appendix for
HELP’s By-Laws.) Once the two documents have been completed and handled, it is then time to
conduct the first board meeting. (Hutton & Phillips, 2017) The By-Laws specify how directors are
elected and the length of their terms, the officers and their duties, the number of meetings to be
held, whether there are voting or nonvoting members, how many members or directors are required
to be in attendance for a quorum (majority of members must be present), the rules for director
attendance at board meetings, and the process through which the by-laws may be amended. They
also may list the standing committees of the board and grant/limit particular powers of the director.
In simple terms, the by-laws guide the activities of the organization and the procedures of the board
of directors. The by-laws can always be revised; the process to do so is included in the document.
Once everything is put together, the first board meeting must be held. At this point, all documents
are approved and officially adopted by the organization.
The first board meeting is just a basic requirement in the creation of an organization and is
necessary in order to move forward in the 501(c)(3) application process. Each mentioned member in
the Articles of Corporation must be present for this meeting. During this meeting, a few things must
happen. Number one is adopting the by-laws and making them official, then it’s time to elect board
officers. In my case, I appointed my members myself and then allowed all board members to vote
whether they approved or declined my pick. All members approved of my appointed officers. Next
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is to approve the initial actions of the founder, me. Then it is time to adopt a few policies; for
instance, the conflict of interest policy and the official accounting year. A big thing to also discuss
and approve would be opening an official bank account, a copy of the resolution is needed to open
the account. (See Appendix for HELP’s Resolution of Bank Account.) For every meeting, there must be
extensive minutes taken and they should always be archived somewhere safe. As for the members,
the state requires that there must be at least a president, a treasurer, and a clerk/secretary (MA,
General Laws 2021).
Board Member Responsibilities & Overview
The board of directors aren’t just the governing body of the organization, but they are also
the leading volunteers, primary supporters, and number one fans of the organization. It is best to
establish clear expectations on what is expected of the board members and their responsibilities to
ensure that operations run smoothly. The board of directors has overall responsibility for the
conduct of the organization. Now, there are some generally accepted standards and procedures
about how a board operates, but each state can vary and may have different yet specific differences
compared to other states. The first standard is that the board operates solely as a group rather than
each member independently. The second standard is that each member must act in the organization’s
best interest (“duty of loyalty”) and be sure to pay careful attention to the conduct of the board’s
work (“duty of care”) (Heyman & Brenner, 2019).
Key Duties for HELP’s Board of Directors Include:
-

Knowing our organization’s mission as well as its purpose and ensure that the
organization’s activities are supporting it.

-

Support the CEO/executive director and review their performance on a regular basis.

-

Ensure effective organizational planning.

-

Determine and monitor the organization’s projects and services.
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Enhance the organization’s public image.

-

Serve as a court of appeal when necessary.

-

Assess its own performance (Resilia, 2021).
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Individual Member Responsibilities:
-

Attend all board meetings and activities, including special events, well-prepared and
well-informed.

-

Become knowledgeable about the organization and its impact and serve as an
ambassador for the organization’s mission.

-

Contribute to meetings by expressing their perspective in the best way possible.

-

Consider other points of view, make constructive suggestions and help the board make
decisions that benefit those the organization serves.

-

Represent the organization to individuals, the public, and other organizations.

-

Stay up to date with any concerns of the community and share them with the rest of the
board (Resilia, 2021).

The last major requirement needed to move forward in the application lifecycle, if not
completed already, is obtaining an EIN. Even though I do not have any actual employees, I still need
to obtain a number because it is how the IRS identifies my organization, as stated earlier in the
chapter. (See Appendix for HELP’s EIN Approval Letter.) It is important to apply for these through
the state Department of Revenue, it is free to do so. After this is all completed, the organization is
ready to apply for its official federal tax-exemption in order to receive an approved IRS
Determination Letter. Once the letter is received, it is time to apply for state tax-exemption. As
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stated before, I plan to expand nationally but for the purpose of this thesis, I will only be referencing
Massachusetts. However, it is a good idea to verify the state specifics. In many states, they will issue a
tax-exempt certificate that can be used to verify the organization’s tax status when making purchases.
All that is necessary in the state of Massachusetts in order to obtain a state tax-exemption, is an
approved IRS federal tax-exemption determination letter and the organization must be registered
with the state, if not already.

The legal definition of approved purposes of nonprofits within the commonwealth of Massachusetts:
General Laws | Part I | Title XXII | Chapter 180 - Section 4: Purposes
“A corporation may be formed for any one or more of the following purposes:
(a) for any civic, educational, charitable, benevolent or religious purpose;
(b) for the prosecution of any antiquarian, historical, literary, scientific, medical, chiropractic,
artistic, monumental or musical purpose;
(c) for establishing and maintaining libraries;
(d) for supporting any missionary enterprise having for its object the dissemination of
religious or educational instruction in foreign countries;
(e) for promoting temperance or morality in the commonwealth;
(f) for fostering, encouraging or engaging in athletic exercises or yachting;
(g) for encouraging the raising of choice breeds of domestic animals and poultry;
(h) for the association and accommodation of societies of Free Masons, Odd Fellows,
Knights of Pythias or other charitable or social bodies of a like character and purpose;
(i) for the establishment and maintenance of places for reading rooms, libraries or social
meetings;
(j) for establishing boards of trade, chambers of commerce and bodies of like nature;
(k) for providing nonprofit credit counseling services, as defined in section four A;
(l) for encouraging agriculture or horticulture; for improving and ornamenting the streets
and public squares of any city or town by planting and cultivating ornamental trees therein
and also otherwise improving the physical aspects of such city or town and furthering the
recreation and enjoyment of the inhabitants thereof;
(m) for the purpose of purchasing, holding, preserving and maintaining burial grounds in
accordance with the provisions of chapter one hundred and fourteen;
(n) for establishing a not-for-profit association of employers as authorized by section
twenty-five E of chapter one hundred and fifty-two, including such not-for-profit
associations of employers organized as nonprofit corporations.
If a corporation is formed under this chapter for the purpose of rendering one or more
professional services as defined in chapter one hundred and fifty-six A, the relationship
between the corporation or an employee thereof rendering professional service and the
person receiving such service shall be the same as if such corporation or employee rendered
such service to said person as an individual practitioner, including any liability arising out of
the rendering of such service (MA.gov, 2021).”
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Under Massachusetts law, every public charity organized, operating, or soliciting funds within
the state borders must register with the state by completing and filing a Form PC. The form must be
filed with the Non-Profit Organizations/Public Charities Division, or simply known as the “Division”.
Failure to file may result in legal action by the Attorney General’s Office, including receiving fines
against the charity, its officers, or any other authorized members of the organization. In order to
complete and submit Form PC, the organization must be registered with the Division. There is an
initial registrations fee of $100 plus a filing fee between $35 to $2,000, depending on the
organization’s gross support (Mass.gov, 2021)
State Paperwork
For HELP, since I am registering after the initial fiscal year end date, I can submit my Form PC along
with my charity registration paperwork.
The items needed to register my organization include;
-

Completed Registration Form

-

Copy of Articles of Corporation

-

List of Organization Officers & Their Addresses

-

Copy of Organization By-Laws

-

Form PC

-

Registration Fee = $100

-

Filing Fee for Form PC = $35 (since HELP’s gross support/revenue is less than
$100,000)

The items needed to file Form PC include;
-

Completed Form PC
o Schedules A-1 and A-2 must be completed if the organization solicits
funds from the public.
o Schedule VCO may be completed if you are a charitable organization
established to benefit veterans or the military, intend to solicit donations
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in the Commonwealth and wish to receive a designation as a Veterans
Charitable Organization (VCO).
-

Federal Form 990/990-EZ
o I will not have to include this with my paperwork because my
organization currently has a gross support/revenue of $5,000 or less.

-

Filing Fee = $35
o Included already with the charity registration paperwork

-

Financials Statements (Based on organization’s gross support/revenue)
o For HELP’s paperwork, there are no additional financial statements
required since we made no more than $200,000. For organizations with
earnings between $200,001 and $500,000, they must submit a CPA’s
Review Report. If the organization earned more than $500,001, they
must submit audited financial statements and the accompanying
independent auditor’s report (Form PC, 2020).

Once all of the application items are neat and put together, they must be sent to the following
location;
Non-Profit Organizations/Public Charities Division
Office of the Attorney General
1 Ashburton Place
Boston, MA 02108
Applying for Exemption
Now is the best part of the whole lifecycle - the actual application. For this portion of the
thesis, I will be referring to the requirements for HELP specifically. I will cover the differences
between the forms and other requirements later. For HELP, I only have to complete a Form
1023-EZ. This version of the application is specifically for organizations with a total gross support
less than $5,000. There is a fee involved with filing of the application form; for me, it will cost $275.
The fee is based off the type of application you complete and the organization’s gross support. The
application requires the official signature of just the primary director, me. Now, when it comes down

Page

39

to it, submitting the application does not guarantee exemption will be granted. If for whatever
reason, the application is flagged as incomplete or has errors, it will get rejected and you will have to
do the whole application and pay to re-file (irs.gov, 2020).
Required Filings
So now exemption has been granted, is that it? Nope! We still have three more parts of the
application life cycle to go over. Now involves the required filings; once exemption status is granted
the organization must meet the mandatory annual filing requirements. I will be responsible for filing
an annual exempt-organization returns, possibly unrelated business income tax filings, and various
other returns and reports.
Ongoing Compliance
On top of annual filing requirements, it is important to understand the ongoing compliance
because this will factor into remaining an approved nonprofit organization. This means
understanding things like employment taxes, public disclosure requirements, and other ongoing
compliance issues. Luckily, there are free courses offered by the IRS to help learn every step of the
way to stay in the clear if you’re like me and get anxious about this idea.
Every tax year, the organization must file Form 990, 990-EZ, or 990-N. The form is called
the “Return of Organization Exempt From Income Tax”. No matter which 990 form you and your
organization files, it must be filed by the 15th day of the fifth month after the end of the
organization’s tax year. If you feel you will be late filing either Form 990 or 990-EZ, there is an option
to extend out the due date for six months by filing Form 8868, the application for automatic
extension of time to file an exempt organization return, before the due date; this option is not
available for filing Form 990-N.
Gross Receipts Thresholds
G.R. <= $50,000
G.R. < $200,000 & Assets < $500,000

Form to File
990-N
990-EZ
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990

Form 990 consists of a core form and schedules, and the core form must be fully completed.
It includes a summary page that provides an overview of the organization’s key financial and
operating information for the current and previous tax year. All organizations will provide detailed
information about their program service accomplishments, any compensation of certain officers,
directors and key employees as well as information about governance practices, procedures, and
financial information. With either form, 990 or 990-EZ, the organization must complete Schedule A,
which is the public charity status and public support information. This schedule determines if the
organization is classified as a public charity or if it is a private foundation. Most organizations that
received contributions of $5,000 or more from any one contributor then they must file Schedule B,
Schedule of Contributors. Organizations with gross receipts less than $50,000 must file Form 990-N,
which is described as an e-postcard; the information that needs to be provided includes the
organization’s legal name, any other names it uses, mailing address, website URL, EIN, name and
address of the principal officer (myself), annual tax year, and confirmation that organization received
less than $50,000 in contributions.
Significant Events
The last step of the lifecycle involves significant events. These include all major events
related to the tax-exemption status: audits, private letter rulings, termination proceedings, etc. I plan
to keep a detailed record of all major events that happen with HELP - each community project, each
meeting, each of everything that happens.
3.7 – FORM 1023 VS FORM 1023EZ
In order to apply for tax-exemption, or the 501(c)(3) status, one must complete either a
Form 1023, or in my case, Form 1023-EZ. The main difference between the two forms involves the
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complexity of information being required. Form 1023 is much longer and in-depth, it is about
twelve pages long but could be more depending on the organization type and the scheduling
paperwork that may be required (Resilia, 2021). Whereas, for Form 1023-EZ, there are only about
three pages. Both are completed online but the PDF version can be printed out for either option.
Key Items Needed for Form 1023 Application:
- Past Present, & Planned Activities
- Compensation of directors, officers, or any highly paid employees or contractors
- Sales &/or contracts between organization and any close personnel
- Family and business relationships among directors, officers, and trustees
- Goods, services, and/or funds provided to individuals or organizations
- Fundraising programs
Another major difference between the two forms involves how long it takes for the IRS to
review the application and either approve or deny in. For Form 1023, it can take between five to
eight months to process. Since I am doing Form 1023-EZ, I only have to wait about two weeks, but
the approval process can possibly take up to three months.
Then there is the IRS filing fee. With HELP, I only have to pay a fee of $275 to file whereas
if an organization files using Form 1023, there will be a filing fee of about $600.. (irs.gov, 2021).
3.8 – FISCAL SPONSORSHIP
Before I go into this next section, I want to just make a quick statement about it. I was not
going to include it because originally fiscal sponsorships did not pertain to HELP but in January of
2022 (as stated in the previous chapter), HELP was offered an official sponsorship from PBMF
(Paper Bag Mask Foundation). Before I could accept the offer, I had to share the proposal with my
board of directors as well as the rest of my HELP team; they all agreed it would be a great
opportunity for our organization until we were able to get our own tax-exemption status (which we
applied for in February of 2022). So, I thought it would be a good idea to share with you all what
exactly fiscal sponsorship is and what it means for HELP.
What is Fiscal Sponsorship?
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Fiscal sponsorship is a legal option for up and coming nonprofit organizations or
independent community projects that is available to a person, group, or business to help obtain
charitable funding without obtaining an official 501(c)(3) status. It is a very valuable route when
starting a nonprofit and can lead to many opportunities but you must be careful because when done
wrong, fiscal sponsorship can result to issues like private monetary gain from charitable
contributions which can happen when the sponsor acts as a channel for contributions (Takagi,
2020).
There are six types of fiscal sponsorships but in the case of this thesis, we will be looking at
the two primary types; comprehensive and pre-approved grant relationship.
Comprehensive:
In a comprehensive fiscal sponsorship, the sponsored project becomes a program of the
fiscal sponsor and is fully integrated part of the fiscal sponsor who maintains all legal and
fiduciary responsibility for the sponsored project, its employees and activities (NNFS, 2021).
Pre-Approved Grant Relationship:
In a pre-approved grant relationship fiscal sponsorship, the sponsored project does not
become a program belonging to the sponsor but it a separate entity responsible for
managing it own tax reporting and liability issues. In addition, the sponsor does not
necessarily maintain ownership of any part of the results of the project’s work (NNFS, 2021).
When it comes down to HELP and PBMF, there is a pre-approved grant relationship type of
sponsorship because I still have legal rights to HELP and PBMF is only assisting with two of our
community projects rather than the organization as a whole because their mission only pertains to
Packs and Well Life.
Fiscal Sponsorship - A Solid Foundation
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Using fiscal sponsorship as a solid foundation is an effective way temporary solution when
establishing a new nonprofit corporation and eventually obtaining a tax exemption. There are a
number of benefits. If gives you the opportunity to test the sustainability of raising funds for your
nonprofit organization idea or even if it is just a small independent community project idea. It gives
you more flexibility with time, so you have more time just to focus on your organizational
infrastructure and building a team. It also gives you more time to put some special attention to
specific projects or services your organization may have, making it easier to tune them perfectly to
the way you’d like. Another great thing about the sponsorship is that the sponsor takes on some of
the responsibilities of running the organization by providing bookkeeping, human resources, and
other types of expertise which opens up even more time for you to focus on other things, like
determining if your project is sustainable, meeting goals, or fulfilling its purpose; which allows you to
develop standards to support the organization for when you decide to make the next step towards
independent tax-exemption (Hutton & Phillips, 2017).
What does this mean for HELP?
HELP is going to be able to benefit in quite a few different ways:
- Increased regular donation revenue flow
- Ability to inform donators that all donations are now tax-deductible, making us look more
official
- Ability to use the tax-exemption status of PBMF for any purchases
- Sponsored marketing provided by PBMF on all channels
3.9 – COMMUNITY PROJECT SPECIFIC LAWS & REGULATIONS
Now that we have covered the general laws and regulations that a nonprofit must abide by in
order to become and stay an approved tax-exempt organization, it is time to get into further detail of
the specific community projects that HELP has to offer.
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Food Related Community Projects
HELP’s food related community projects include Nourishly as well as Eatables. As explained
in the previous chapter, Nourishly consists of creating fresh home-cooked meals and then
distributing them out to the local population that is currently suffering from homelessness. Then,
Eatables consists primarily of grocery assistance for low-income individuals and families.
Massachusetts Law Pertaining to Food Donation and Contributions:
General Laws | Part I | Title XXII | Chapter 180 - Section 328
“No person who donates food, including open-dated food whose date has passed, to
a nonprofit corporation for distribution or serving by such nonprofit corporation without
charge or at a charge sufficient only to cover the cost of handling such food, shall be liable
for civil damages for any injury arising out of the condition of such food; provided, however,
that at the time of donation such food is not misbranded and is not adulterated and has not
been manufactured, processed, prepared, handled or stored in violation of applicable
regulations of the department of public health; and provided, further, that such injury is not
the result of gross negligence, recklessness or intentional misconduct of the donor or any
person employed by or under the control of the donor.
No nonprofit corporation shall distribute or serve food from any establishment
unless that corporation has been inspected and is in compliance with all inspection or permit
requirements of the department and board of health in the city or town in which food is to
be distributed or served; provided, however, that no fee shall be charged for any such permit
issued to such corporation.
No nonprofit corporation which distributes or serves food without charge or at a
charge sufficient only to cover the cost of handling such food, including open-dated food
whose date has passed, shall be liable for civil damages for any injury arising out of the
condition of such food; provided, however, that at the time of distribution or serving such
food is not misbranded or adulterated or has not been manufactured, processed, prepared,
handled or stored in violation of applicable regulations of the department of public health,
and provided, further, that such injury is not the result of gross negligence, recklessness or
intentional misconduct of the nonprofit corporation or any person employed by or under
the control of the nonprofit corporation.
The preparation of food in private homes for donation to a nonprofit corporation
for distribution or serving by such corporation without charge or at a charge sufficient to
cover the cost of handling such food shall not be subject to licensure or regulation. The
department of public health shall provide advisory guidelines and interpretations for the safe
and sanitary preparation of such food (MA, 2021).”
Basically the regulations for food related
donations or services can be summarized as
this:
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- Including an allergy warning label on all cooked food that also states the prep date and
expiration/“best by” date as shown in the image on the right.
- Follow proper food safety and sanitary preparation procedures when cooking any food that is to
be distributed out to the community.
- All food related donations must either be free-of-charge or at a charge only sufficient enough to
cover the cost of handling.

Item Donation Related Community Projects
HELP’s item related community projects include Packs as well as Attire for Change.
The only real regulations for these type of community projects include the following:
- Do not distribute out any items that can be abused in any form (i.e. anything with an
alcohol percentage, drugs of any type like allergy medicine or cough syrup, or objects that
are sharp and can cause physical harm to anyone).
- Any and all items donated must be in acceptable condition that is safe for anyone to use or
have.
- Any and all clothing donations must be sanitized and reviewed over to ensure clothing is in
good enough condition for those receiving them (i.e. no holes, rips, or major stains).
Service-Related Community Projects
HELP’s service-related community projects include Well Life and LARS.
The only real regulations for these type of community projects include the following:
-

All services must either be free-of-charge or at a charge only sufficient enough to
cover the cost of related expenses.

-

All services must provide some type of betterment for those that are requesting
service assistance.
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All services offered through the organization must be available and accessible to
everyone within the organization’s targeted demographics, meaning that everyone
is treated equally no matter their race/color, creed, sexual/gender identity, or
background.

3.10– CONCLUSION
In the next chapter, I will be discussing the financials of a nonprofit and the procedures that
go along with them. We will go more in depth about certain key topics, including but not limited to
financial records keeping, basic budgeting information and procedures, financial information and
benefits that come along with the 501(c)(3) status, possible revenue channels and their specifics, and
then just general information that pertains to the finances of a nonprofit.
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CHAPTER FOUR – FINANCIALS
4.1 – INTRO
This chapter will be covering the financial related information that comes along with starting
and or running a nonprofit organization. We will start with a quick refresh of what exactly is a
501(c)(3) status and what benefits are included in receiving the official 501(c)(3) status. Next, we will
cover the ways of how HELP will be earning revenue and where exactly the funds will go to. Then
we are going to cover briefly what expenses come along with each project. After that, we will discuss
the effect that nonprofit organizations have on the economy. Then finally, we will cover how exactly
HELP funds will be managed and the basic procedures we as an organization will take to ensure
those funds are protected and used properly. One key thing to note before I begin this chapter; the
vast majority of nonprofits (88% to be exact) are smaller in size with budgets of under $500,000 and
operate at the grassroots level.
4.2 – REFRESH OF 501(C)(3) STATUS
The name 501(c)(3) refers to section 501(c)(3) of the Internal Revenue Code. Within this
source, you can find the rules and regulations governing exempt organizations determined by the
Internal Revenue Service or as we all call it, the IRS. Tax-exempt organizations include many types
of organizations but can be broken down into either a public charity or a private foundation. An
organization may qualify for exemption if its primary purpose falls into one or more of the following
purposes; religious, charitable, scientific, testing for public safety, educational, literary, fostering
national or international amateur sports competition, or the prevention of cruelty to children and
animals. In the case of HELP, we fall into only one category (charitable) currently. If I am successful
in my plans for HELP, then we will also fall into the literary and educational categories and possibly
even for fostering national amateur sports competition (primary details are still in the works and will
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not really be touched on in this thesis). The application to gain tax-exemption is completed using
either Form 1023 or Form 1023-EZ, it must be completed electronically on the IRS verified site,
Pay.gov (irs.gov, 2021). I cover more details on the application process back in “Chapter Four: Laws
& Regulations”.
Benefits
The ultimate reason for the 501(c)(3) status is to exempt certain organizations from federal
taxes. It also allows donators to claim tax-deductible credits for their contributions made to the
organization. On top of exemption from federal taxes, it may be possible for the organization to be
exempt from state, sales, and unemployment taxes as well. Another great benefit organizations
receive includes reduced postal pricing and even tax-exemption with financing.
4.3 – POSSIBLE REVENUE
Chart: Percentage of Nonprofits by Size

Source: IRS Business Master Files, Revenue Transaction Files, & Form 990/990EZ/990N returns processed for fiscal years ending
circa 2016 by DataLake Nonprofit Research
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Nonprofits can get their funding from three primary sources; donations, service charges for
any work completed, or they can look into miscellaneous other ways to earn revenue in which I will
cover in this section of the chapter. A key thing to remember is that there is no set standard revenue
mix; there is no “one-size-fits-all” formula. The organization’s fund sources depend on two major
factors; the size of the organization and its mission. When it comes down to size, small and midsize
organizations tend to rely more on donations from individuals as well as grants from private
foundations whereas larger organizations depend more on service charges and private contributions.
When it comes down to the mission of the organization, this helps play a role in what type of
assistance you can obtain from state or national government funding (Hutton & Phillips; 2017).

As you can see from the flow chart above, the flow of funds has a few different channels.
The federal government creates grants, those grants are then sent out to state governments,
municipalities, and some of the funds also get sent directly to nonprofit organizations. From the
state government, grants and contracts are provided and are sent either to municipalities or directly
to the nonprofits. Then lastly, contracts are provided by the municipalities directly to the nonprofit
organizations.
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Chart: Percentage of Revenue Sources

Source: IRS Business Master Files, Revenue Transaction Files, & electronic (e-file) Form 990 returns processed for fiscal years ending
circa 2016 by DataLake Nonprofit Research

Individual Contributions
71% of all donations made to nonprofits came from individuals, just regular average people.
In 2019, it was reported by NP Trust, that individuals gave more than $309.66 billion in donations
and it was predicted to increase by 4.7% in 2021 according to Philanthropy Outlook (Ibrisevic,
2021). All donations made to our organizations by individuals can be used as tax deduction, which
does encourage people to donate more often. Donors may support specific activities or the
organization’s general costs. Contributions can be sought for via mail, over the phone, through the
organization’s website or social media, in face-to-face visits, or at special events.
Now it is important you know the difference between the types of individual contributions;
annual gifts, major gifts, memberships, bequests, crowdfunding, and special events. Annual gifts are
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contributions that are made once every year. Major gifts are large contributions that have a value of
about $500 or more. Memberships are similar to annual gifts in the sense that it is recurring but the
difference is that a membership gift is made in exchange for a benefit or service from the
organization. According to IRS regulations, if a donor receives a free gift in exchange for a
contribution made to the organization, then they cannot take a tax deduction for the value of that
contribution if it exceeds more than 2% of their contribution. Then we also have bequests which are
contributions made by individuals through their wills or other legal documents specifying what
happens to their money and property in the event of their death or throughout their lifetimes.
Finally is crowdfunding which involves setting up a special online campaign, these type of
contributions are usually collected for a specific focus on a service or product wants to produce
within a limited time frame for a specific amount of money (Hutton & Phillips, 2017).
Types of Donors
There are five primary types of donors and I will give a quick overview of each. Once I have
explained these primary donor types, then I will explain the seven primary subcategories into which
individual donors can fall.
First on the list are prospects, they are the ones who haven’t donated to the organization just
yet but are still prime candidates for supporting the organization at any level. With this type of
donor, you want to make sure they receive any mailings, like monthly newsletters or annual reports
(Collins, 2017).
Second on the list are major donors, they are similar to individual donors but what makes
them different is that they usually contribute large amounts of funds or other high-value resources
but major donors don’t just happen overnight, they sometimes take years to cultivate. Once a donor
has been cultivated enough and they decide to make a contribution, it is usually large. Some major
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donors may even be willing to make annual contributions. Cultivation and stewardship are very
important to major donors (Collins, 2017). The key to effective stewardship is building and
maintaining relationships with your donors; thank them throughout the year and present them with
at least quarterly updates on the impact of their contributions. Without stewardship of existing
donors, your only other option is constantly to bring in new donors, which only gets harder over
time (Heyman & Brenner, 2016).
Third on the list are corporations. When they make contributions, they can be quite sizable
but they don’t give large donations simply to be philanthropic, they usually expect something in
return, usually marketing promotions such as a press release recognizing their corporation’s
contribution, pictures of a check presentation shared publicly with news stations or papers, social
media recognition, etc. When attempting to receive contributions from corporations, it is imperative
that you help them understand your organization’s mission and values (Collins, 2017). I will cover
corporate sponsorships/partnerships more in depth in chapter five.
Fourth on the list are foundations, they are usually privately owned and operated. They are
considered as “the pot of gold” donors because they have monetary resources set aside specifically
for nonprofit funding. Similar to nonprofits, they typically fall under tax-free IRS laws, in which they
are required to give away a certain amount of money, typically a percentage of the income or the
principal of the fund itself, depending on how it is set up every year (Collins, 2017). They usually
require the organizations that they contribute to, to follow up with them about how the resources
they received were used and want to know how big of an impact was made.
Last on the list are individual donors, they tend to donate for a variety of reasons; they are
the lifeblood of the donor base. Their contributions may not make or break the bank alone but
collectively they form a large percentage of the organization’s annual operating income (Collins,
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2017). Each donor can be categorized into a sub-group. There are seven primary categories of
individual donors; the altruist, communitarian, devout, dynast, investor, repayer, and socialite.
The Altruist – This type of donor doesn’t care about receiving recognition for making a
contribution to your nonprofit, they simple help to help. It is best to engage with them by
offering hands on experiences.
Communitarian – This type of donor takes civic responsibility very seriously, it doesn’t
matter if the community is based on geography, race, generation, or any other common
characteristic. It is best to engage with them by explaining how their support will benefit the
community.
Devout - This type of donor makes contributions because of their strong belief in a group or
cause and the desire to align with their fellow devotees. It is best to engage with them by
recognizing their devotion with a meaningful encounter such as a private meeting with a
prominent member of the organization.
Dynast - This type of donor makes contributions not just because they support the cause but
also because they come from a family in which they were taught to give and support
organizations with a mission focused on making an impact within communities. It is best to
engage with them by acknowledging their history of contributions throughout generations,
not just who the current donor is.
Investor - This type of donor makes contributions based on calculations rather than moral
obligations. It is best to engage with them by contacting them for any key campaigns like
end-of-year-giving.
Repayer - This type of donor makes contributions because they want to show gratitude and
be able to return the favor, they are usually past clients of the organization who received
assistance or individuals who feel a sense of loyalty or obligations to help those who helped
them. It is best to engage with them by stating how your organization can deliver a similar
outcome to others who currently need assistance.
Socialite - This type of donor makes contributions by attending major events like a gala
fundraiser, they are also the ones who will be more likely to take pictures at the events and
then share them on social media. It is best to engage with them by giving them public
recognition and hosting events that may interest them.
(Outreach, 2020)
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Each individual is unique with their own care beliefs and priorities that motivate them to
support certain organizations. It may seem easier to take a one-size-fits-all approach to engaging
donors but you may risk leaving money on the table in doing so. Every type of donor is valuable to a
nonprofit organization, no matter the size, so it is imperative that you get to know your donors.
Fundraising
I will be presenting the “fundraising alphabet,” which will cover key factors that plays into
fundraising as well the many different types of fundraising, each type having its own specifications
and channels. Before we get more into the fundraising alphabet, it is imperative that I warn you
about state regulations. In the previous chapter, we talked about the legal guidelines that come along
with having a nonprofit organization. One major guideline that is important to be aware of is the
fact that forty-seven states (plus the District of Columbia) require that all nonprofit organizations
file registration forms before engaging in fundraising solicitations, remember that each state may be
different so make sure you do proper research when thinking of doing any fundraising. If you begin
solicitating funds and are not registered with the state, this can cause your organization to lose
permission to operate in the state or can even lead to officers and board members to be charged
penalties (Hutton & Phillips, 2017).
The Fundraising Alphabet:
A – Authenticity
As the organization grows and builds its own branding, it is important to always try to keep
complete authenticity to help establish a strong foundation of trust with supporters/donors and will
it will also make building relationships with them easier. Authenticity is a key factor when it comes
down to having successful relationships and fundraisers. Make sure you take the time to truly
articulate and express the true values of the organization. By keeping your mission front and center
in all future fundraising efforts, you will be able to build a community of donors who are happy to
support the organization because they share the same values (Flipcause, 2019).
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B – Burned-Out Donors
Donor burnout happens when an organization has exhausted their supporters, once the
supporters feel burned out emotionally or financially, they will stop providing full support and will
cease all contributions. Thankfully, there are a few things that you can do to avoid donor burnout.
The first thing you can do is to nurture your donors, let them know what impact their contribution
had on the organizations mission and goals. You want to make sure you also keep strong
communication with donors; this can be done in the form of a weekly blog or email newsletter. The
second thing you can do is to make sure you are specific with your appeals but creating campaigns
with specific and measurable goals, this is one of the best ways to make donors feel confident and
proud about giving to the organization. The third thing you want to make sure you do is offer
supporters multiple ways to engage with the organization, don’t make donations the only way for
supporters to engage with your organization’s cause and mission (Flipcause, 2019).
C – Call-to-Action
All great fundraising campaigns incorporate a clearly communicated call-to-action (CTA).
Campaigns are driven by a need for people to take action, whether it’s to volunteer, donate,
subscribe/follow, or otherwise get involved in the cause. It is good to communicate the campaign’s
message as specific as possible and should tell donors why you are fundraising and should make
them feel connected to the mission of your organization. The CTA should clearly communicate to
the organization’s supporters on what they need to do and why but it also needs be reasonable and
easily attainable (Flipcause, 2019).
D – Donor Data
When it comes to data, it’s not just about what you have, but more about how you use it.
You want to make sure you start with simple data about your donors; full name, contribution
amount, when contribution was made, etc.. Spreadsheets are great tools to use when collecting and
organizing donor data but as the organization grows, you may need to upgrade to a nonprofit CRM
(customer relations manager). Once you collect any data, make it a habit actively to manage it all to
ensure that any unnecessary data is cleared out. Make sure you take full advantage of any data
obtained and use it to build a campaign snapshot. How many people contributed? How much
money was raised? Was the fundraising goal met? With these questions answered, you will be able to
analyze them to see what went wrong or right and how you can possibly improve your fundraising
efforts in the future (Flipcause, 2019).
E – Events
Fundraising events are a terrific way to earn money, create brand awareness, and build a
network of contacts but they take a lot of work to not only plan but they are also a lot of work to
run successfully. One key thing to think about before planning an event is if you even have the time
and resources to have a successful event. If yes, the next steps are to come up with a target audience
and possible attendees; then figure out the best location to host at. What will the budget be? What
exactly is the event going to consist of ? You may even want to consider corporate sponsorship to

Page

56

help with expenses. You must set a clear goal; are you trying to recruit potential volunteers?…
collect donations? … seek social awareness? … show appreciation for supporters? It is important to
plan out each event as much as possible and prepare for as much as you can ahead of time but be
ready to take any surprises in stride. When attempting to secure sponsors, it is recommended to
begin outreach at least six months in advance because securing sponsors usually requires time and
cultivation. Not to mention that many possible sponsors need to be able to have enough time to
budget their support (Heyman & Brenner, 2019). Having a solid sponsorship proposal will ensure
the maximum support and benefits for both the sponsor and your organization. It is best that you
remember that you provide sponsors with a great experience because it could mean securing their
support in the future. You must nurture these relationships and make sure to fulfill and over-deliver
on any promises you make and also make sure to take the time to figure out what is most important
to them so you can be sure to meet any of their essential needs.
Event marketing and promotion is essential when planning an event. The first thing you
want to do is create an event page that includes the what, where, when, and how of the event as well
as a call to action. It would be in the best interest of the event to include an easy way to share it via
email or through social media. It is critical that you use a platform that prompts people to invite
their friends to attend immediately after they registering themselves. Eventbrite discovered that 67%
of event shares happen after registration and that every Facebook share is worth about $4 in event
ticket sales (Heyman & Brenner, 2019). Eventbrite is actually the leading event registration platform
that has a special focus serving nonprofits and is a great resource to take advantage of when it
comes to planning and holding an event. The platform helps nonprofits use technology to improve
event strategies, increase fundraising efforts, and also helps with spreading awareness for your
organization’s cause or mission (Heyman & Brenner, 2019).
F – Fundraising Plan
Creating a fundraising plan is often the single most important factor in fundraising success.
As stated in the previous section, planning is essential when starting to fundraise at any level. If
possible, form a fundraising team that is includes committed individuals from different backgrounds
and skills. A subfactor of this step includes preparing a budget and setting SMART goals. SMART
stands for “specific”, “measurable”, “attainable”, “relevant”, and “time-based”. You must be able to
analyze past fundraising campaigns and program needs in order to come up with a budget. Next,
you’ll want to prepare a fundraising schedule; list the strategy, goal, target audience, description,
roles, and costs for each campaign. Establishing deadlines will create a sense of urgency within the
fundraising team; remember to consider turnaround time as well as holidays. A major task that needs
to setup is a thank-you system for any donors, it would be best to have this in place before you start
collecting any contributions.
When creating a fundraising plan, you must be able to answer two basic questions; (1) how
much money do you need to raise? and (2) who do you plan on raising it from? The plan must also
explain what sources of revenue you plan to obtain and how much income you expect from each. It
is critical to have multiple, diverse sources of revenue, so that if you unexpectedly lose one, you still
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have others to rely on. If the plan is to primarily collect contributions from individuals, the next step
is to come up with a few different approaches; direct mail, online fundraising, collecting in-kind
donations, or soliciting monetary contributions from business or corporations, etc. It would be best
to organize the plan by two to five primary goals and associate each goal with three to six objective,
and then each objective with tactics (Heyman & Brenner, 2019).
If you plan to provide a public service through your organization, you need money. Even if
everyone involved is just a volunteer and there are no formal employees, there are still expenses
being created for things like office space or formal research and if your organization is new, then you
also need to seek seed funding, or in other words start-up funds. Successful fundraising is all based
on a plan and a good plan assumes the organization will be seeking contributions from a variety of
sources (Hutton & Phillips, 2017).
G – Grants
A grant is an award of monetary resources to an organization to be used for specific
purposes, usually outlined within the grant guidelines in extreme detail. It is important to remember
that chasing grants can often cause an organization to stray away from their primary mission, the
most successful programs and organizations are not grant driven but are actually mission driven
(Karsh & Fox, 2019). Grants can be grouped into one of two broad categories; private and public.
Private grants are usually from foundations or corporations whereas public grants are usually linked
to the local, state, or federal government.
Table: Comparison of Private and Public Grant Sources

Private Sources
Purpose is set by donors and trustees.
Award grants to official 501(c)(3) organizations,
public agencies, and some individuals.
Awarded once a year and have less value.
Application requires a limited number of
contacts with individuals within the funding
agency.
Proposal is a simple two/three-page letter with
backup materials.
Agency files are private.
Foundation priorities may change quickly
according to trustees’ interests.
It is important to build relationships with
trustees or foundation staff to enhance chances
of securing a grant.

Public Sources
Purpose is set by legislation.
Award grants, contract, and loans to
nonprofit/for-profit organizations, individuals,
and other government agencies.
Awarded multiple times a year and have greater
value.
Application process is bureaucratic and may
require applicants to work with staff at multiple
government entities.
Proposal is lengthy (can be as long as 100
pages).
Agency files are public.
Agency priorities may change abruptly when
new legislation is passed or budgets are revised.
It is important to build relationships with
congressional aides for state or national
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representatives to enhance chances of securing
a grant.
After receiving a grant, recipient is usually
required to provide the specified information
provided in the original contract and must
follow financial audit procedures. There may be
some other required compliance to be proven
with federal regulations.

Source: Nonprofit Kit for Dummies, 2017

It is very important to remember that not all grants are the same and each require their own
guidelines. A cookie-cutter approach will only lead to frustration, disappointment and ultimately, a
lack of funding. The general rule is that grant proposals should contain the following:
1.
2.
3.
4.
5.
6.
7.
8.

Executive Summary
Statement of Need
Goals and Objectives
Methods and Strategies
Evaluation
Sustainability
Background Statement
Budget

(Heyman & Brenner, 2019)
H – Honesty
When it comes to fundraising, honesty is always the best policy and this doesn’t just apply to
how you communicate with your donors. Building a strong cultural foundation off honesty can help
maintain an organization’s mission and ensure that fundraising efforts reach their full potential. A
key thing to remember is that anyone can look up your credentials and organization information
online; it helps to register on sites like give.org (the nonprofit organization version of the Better
Business Bureau (BBB), also called the BBB Wise Giving Alliance. This widely known and very
much trusted organization provides charity reports, which help donors review charities and find a
trustworthy charity to support; they also conduct charity assessments to help charities improve their
practices and demonstrate trust (give.org, 2021). While joining these types of online organizations
would benefit you and your organization greatly, it is still essential that you be honest about your
organization and its priorities from the beginning; it will only build confidence, trust, and efficiency
in your work. Don’t be afraid to admit your weaknesses either (Flipcause, 2019).
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I – In-kind Donations
In-kind donations are a type of charitable giving in which the donor provides goods,
services, or even time instead of making a monetary donation to the organization. These types of
donations can include a wide variety of items: gift cards to a business or restaurant, tickets for an
event, specific items listed on the organization’s public wish list, or even marketing/advertisement
services at no extra cost.
These type of donations are a great way to build one’s organization’s donor base without
having to ask for monetary donations. The trick is to start locally; contact businesses within one’s
area to set up meetings in order to introduce yourself and spread awareness about your
organization’s mission. In-kind donations are the perfect way for an organization to obtain access to
goods and services that would otherwise be unaffordable and allows the organization to free up
resources to be spent on something more important.
Like monetary donations, in-kind donations are tax-deductible for the donor so this means
that they should be recorded just the same. These types of donations are recorded as revenue for the
organization at the fair-market value of the item donated. So, for example, if HELP was to receive
ten gift cards to a local fast food joint in the amount of $10 on each cards, then it will be recorded as
$100 (total of ten cards times $10) in revenue. Just like with monetary donations, it is highly
recommended that each donor is sent an acknowledgment letter that includes the organization’s
EIN, a description of the goods or services donated, and the date it was all received (Resilia, 2021).
J – (The) Jones’ Effect
Greed is a very powerful factor that plays into purchasing products and services, the more
people who buy a product, the more that product appears to be credible and desirable to those who
don’t have it. Thus, the “Jones’ Effect” is a term that refers to the leveraging of what others (the
Jones’) are doing to motivate potential buyers to purchase a product. Think about it, if people are
talking about your organization, cause, mission, staff, etc., then being engaged in your work will
seem more interesting and more people will want to contribute to the impact that your organization
is making happen. The best way to take advantage of this strategy is with someone who the potential
donor knows. If a trusted friend or family member of a potential donor is involved with your
organization, that can motivate them to participate much more than just telling them that someone
random thinks your organization is great. There will be times where you are not able to refer them
to someone they know but you can still use an example of someone relevant to them in order for
this strategy to work successfully (Flipcause, 2019).
K – K.I.S.S
Keep it short and simple, that literally what KISS stands for. With the abundance of
information at everyone’s disposal, you should always aim to do so. The main principal of this
approach is that a simple system works best, even with nonprofits. The more straightforward your
content, mission statement, campaign ideas, website navigation, and donation tools are, the easier it
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will be for people to engage with your organization. However, it is important to note that simplicity
does not equate to laziness. Your organization can continue to set ambitious goals and fulfill your
mission but you’ll want to communicate your vision in a way that’s easy to understand and translate
(Flipcause, 2019).
L – Listen
It is essential that you know how to communicate with donors, they don’t want to hear the
same sales pitch over and over again; they want to feel like they are contributing to something way
bigger than themselves. Therefore, when the chance arises to have a conversation with a donor, try
not to focus too much on your organization’s program but rather refocus the conversation around
them and listen to what they have to say. Ask about their needs, plans, interests, and passions better
to understand who they are and what exactly will satisfy them. You must be able to find points of
connection between your organization objectives and their own. Don’t view donors as dollar signs,
they are more than that, they are people and should be treated as such. As a nonprofit, you have the
opportunity to engage with people from various walks of life. Be sure to keep an open mind and a
strong desire to learn from others; it will lead to the formation of special bonds between you and
your donors, strengthen your relationships, and make it possible for them to share valuable insights.
A good habit to develop would be to collect donor input on your organization’s initiatives and
campaigns but don’t just listen, make it a reality (Flipcause, 2019).
M – Mobile Strategy
According to the M+R Benchmarks, mobile visitors accounted for 40% of nonprofit website
traffic in 2017 and continued to rise in the years after, in 2020 there was a significant increase of
26% (Stanionis, 2021). Everyday there are more and more advancements in technology and as more
people shift from a traditional desktop computer to mobile, it is important that your organization’s
marketing strategy includes optimization of content best suited to mobile format. You want to make
sure that both your website and donation page are mobile-friendly.
N – Narrative
When promoting your organization and its fundraising campaigns, a compelling narrative
can change how people view it and increases the chances of larger contributions simply because
donors and supporters love a good story. The narrative is all about quality over quantity. You want to
make sure you are using the perfect amount of emotion. Storytelling is essential for nonprofit
communication, and an inspiring story gives your supporters a reason to believe in your cause
(Flipcause, 2019).
Not too long ago, a neuroscientist named Antonio Demasio, a leader in understanding the
biological origin of consciousness, did an experiment in which he studied people with damage in the
part of the brain where emotions are generated. In this experiment, he discovered that emotions play
a major role in social cognition and decision-making, rather than logical thinking (Pontin, 2020). So
by appealing to the emotions of your supporters, you’ll allow them to build a much stronger
connection with your organization’s mission, it will help them feel more confident when interacting
with your organization.
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O – Online Fundraising
Your organization absolutely must have a strong online presence. According to the M+R
Benchmarks 2021 nonprofit report, total online revenue grew by 32% in 2020. Organizations with a
focus on hunger and fighting poverty (like HELP) reported an even greater increase of 173% in
online revenue in just a year (Stanionis, 2021). It is important that you make the online donation
process simple; you must make sure that all your fundraising and supporter engagement tools are
easily accessible from your website and easily managed from a centralized place. It may helpful to
check out third-party online fundraising tools to make everything a little easier to deal with.
P – Passionate Philanthropists
When people fund their passion, they are more likely to provide more of their time and
money to increase their personal satisfaction and impact. Passionate philanthropists are more
distinct compared to ordinary donors; they tend to be more directly engaged rather than just making
a donation every now and then. They want to feel responsible for making a substantial and
everlasting impact; they will volunteer, attract new donors and supporters, and happily serve the
community in any way possible. Make sure you set aside time to interact with these special type of
donors, build a strong relationship, and above all… listen to what they have to say. Also, don’t forget
to give credit where it is due so that they feel personally responsible (Flipcause, 2019).
Q – Quality Content
Quality content marketing is a key factor when attempting to reach new supporters, raise
awareness, increase donations, and increase engagement among existing donors. You must make sure
that any content applies to the community your organization serves. When sharing any content with
the public, make sure you are using the correct channel or platform because using the wrong one
can lead to issues with your organization’s mission not being properly translated (Flipcause, 2019).
R – Recurring Donations
Recurring donations allows a nonprofit better predict cash flow and plan for their future.
Creating a sustainable recurring gifts program can make life a lot easier for your organization. You
want to make the process to set up recurring donations easy and you want to make sure you present
the value that is created when they set up the recuring donations. If possible, equate their
contributions to tangible and relatable outcomes to help donors feel more connected to the cause.
People don’t give to you because you have needs, but because you meet needs, so make sure you
follow up with all donors with a thank you and also send them any summaries on progress or
successes so they are able to see what their contributions go towards. This will increase the
likelihood of them making repeat or recurring donations in the future (Heyman & Brenner, 2019).
S – Social Media Strategy
When it comes to social media and its presence within our society, there are two primary
views: the first view sees social media as a positive step toward a diverse future filled with all types of
connections while the second sees social media as the first step on a slippery slope toward the total
destruction of personal privacy. It doesn’t matter how you may view it but social media is here and it
is not going anywhere any time soon. After all, what could be better than the opportunity to
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communicate easily with clients, volunteers, and donors; and also be able to recruit more of them?
Social media is a lot more affordable and easier to use compared to traditional mass media. See
appendix for screenshots of all of HELP’s social media platforms. When creating content and
managing your organization’s social platforms, be sure to follow these tips:
▪
▪
▪
▪
▪

▪

Be professional and always review your posts before posting anything.
Keep personal social media accounts completely separate from your organization’s activities.
Know what to and not to post; don’t post about anything negative unless it is something
followers absolutely need to know about it.
Always try to engage with your audience and try to respond to any comments as soon as you
can.
Post eye-catching photos or graphic designs rather than content in the form of text, and
always be sure to get any necessary permissions before posting any pictures (photo/art
credit, people in the images, etc.)
Take full advantage of hashtags, especially on platforms like Instagram and Twitter
(Hutton & Phillips, 2017)

Without a robust social media strategy and audience, your organization will never be able to
have its own version of the ALS Ice Bucket Challenge, which tripled a nonprofit’s annual budget in
just the span of eight weeks. Another opportunity you would lose out on would be the loss of not
forming deep connections with the younger generations who will eventually become future donors.
Social media presents an opportunity to turn current donors into fundraisers; I will touch on this
next. A good rule to follow when planning out content to post is called the 50/50 rule: at least half
of your posts should be about the organization’s cause and any issues it represents. The goal here
being to get people to think of your organization ad the go-to resource for information on the
focused cause of the organization. Above anything else, make sure you stay active on all platforms;
on Facebook, post at least twice a week but on Twitter, post at least once a day. As Ritu Sharma,
executive director and co-founder of Social Media for Nonprofits, says… “find your drumbeat:
consistency is key, and never let your social media channels go silent” (Heyman & Brenner, 2016).
T – Team/Peer-to-Peer Fundraising
It’s a simple idea; more people means more impact. That is why team fundraising is so beneficial to
nonprofit organizations. Team fundraising is encourages people to reach their goals and finish
strong. It helps your organizations leverage the power of people by tapping into networks of
like-minded individuals who are passionate about your cause. In recent years, peer-to-peer
fundraising (a type of crowdfunding) has become very popular among nonprofits and for good
reason. It empowers your supporters to engage their own personal and professional networks to
raise money from their peers on your organization’s behalf and on top of that, running a
peer-to-peer campaign is a great way to reach new audiences and grow your support base.
Professional fundraisers are fond of saying, “the most powerful form of ask is a peer ask”
(Flipcause, 2019).
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U – Update Your Supporter
Updating your supporters with valuable information and inspiring stories will make them
feel engaged and keep your organization top of mind during fundraising campaigns. Sharing
frequent updates also inspires them to make a contribution. You can update your supporters in a
number of ways; to include but not limited to social media posts, blog posts on the organization
website, and email newsletters. Just as with social media, you want to have a consistent schedule and
format. It would also be beneficial to integrate all of your social platforms and website together to
make sharing easier for supporters and donors (Flipcause, 2019).
V – Volunteers
According to The Volunteering and Civic Life in America report, one in every four
American residents volunteered in 2017, totaling 7.8 billion volunteer hours and creating an
estimated value of $184 billion. Among the groups that volunteer more regularly are women
between the ages of 46 and 64 and then young people between the ages of 16 and 24. There are so
many ways for volunteers to assist an organization, the top volunteer assistance activities included
fundraising, food preparation and distribution, general labor, and then lastly, tutoring/teaching
(Flipcause, 2019).
Volunteering is changing; new technologies, new attitudes about involvement, new and more
flexible roles, and new ways to discover volunteer opportunities are all contributing to a revival of
the ethic of service and volunteering. Finding great volunteers is a critical strategy for meeting the
mission of the organization, delivering services, telling your story, expanding the organization’s
financial health, and so much more. When recruiting volunteers there are a few things to remember,
rule one being to avoid underestimating people’s willingness to help. Rule two is to simply ask more
of people and give them opportunities to build their skills and experience. Rule three is to not stress
about how volunteers feel about payment; they don’t care about money. Volunteering is about
meaning, our willingness to forgo payment and profit when we believe we have an opportunity for
purpose and progress. The most useful strategy for volunteer recruitment today is online services
like VolunteerMatch and even simply using your own website, this accounted for 57% of all
volunteer recruitment whereas methods like word-of-mouth accounted for 44%, social media for
39%, and online searches for 38% (Heyman & Brenner, 2019).
W – Website
Today, every nonprofit absolutely needs a good website - there are no exceptions to this fact.
An organization’s website basically tells the story about the organization and allows potential
supporters or donators to really learn about that organization’s mission and culture. It connects you
with thousands of people who may share the same mission or at least people who are interested in
helping out by either volunteering or donating. A good website pays for itself, so it is important to
remember this when deciding how much to budget for; do not take any short cuts or cut any
corners when it comes down to the website format and design.
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There are a ton of creative resources out there for nonprofits and the creation of their own
websites. Google has a great program for nonprofits; they allow full premium access to their
program called Google Workspace, which is a great program that allows you to use any and all
Google services or applications. It also allows you to create official email addresses for everyone
involved in your organization. Moreover, for nonprofits, it is all free! Google even provides monthly
grants of $10,000 for your organization to use specifically on advertisement at no extra cost. There
are other grants available that help cover the expenses of creating a website, up to 100%
(NonprofitHub, 2022).
X – Express Yourself
This factor of fundraising goes hand-in-hand with a few other previous letters we have
discussed, primarily “A – Authenticity” and “S – Social Media Strategy”. Back when Baby Boomers
were the youth of society, everything was preferred to be uniform and it was more accepted to try
and please those around you rather than express yourself truly and openly. Today the youth of
society includes a mix of millennials and gen-z’ers. Just as the internet did, society has evolved into
an increasingly social, dynamic, diverse, and interactive place where those who develop a unique and
relatable voice shine the brightest. A primary example of this fact would be like a social media
influencer. Connect with your inner influencer; don’t be afraid to share your personality with the
world. It may seem intimidating to put yourself out there in the wide open but doing so and showing
your true sense of humanity will benefit your organization greatly and it will be more likely for you
to reach a larger audience. Still remember to keep your supporters in mind and tailor your tone to
match the audience (Flipcause, 2019); you want to express yourself, not exploit yourself.
Y – YouTube
YouTube and the great power of video! It is a fact that humans are visual creatures. The
emotion and connection that can be expressed with a well-thought-out video are instrumental in
today’s media-saturated online landscape. The best part is that all we really need is a good
smartphone, smartphone video recording technology is always advancing; there is no longer a dire
need for a whole film crew. Even editing videos is as easy as finding a good app to do so, YouTube
actually offer its own built-in editor. Now YouTube is the best-known platform out of the many
video sharing platforms (Instagram, TikTok, SnapChat, Vimeo, etc.) and has the largest community
of users. In fact, the platform has 1.7 billion users every month; that breaks down to over six billion
hours of video watched on the platform every month. The primary demographic includes young
adults ages 18 to 34 (but men are the majority at 54%) (McLachlan, 2022).
A good benefit to take advantage of would be YouTube’s Nonprofit Program (which is part
of Google for Nonprofits) allows nonprofits to share their stories, accept donations directly from
any videos posted up, make call-to-action overlays, and so much more. I plan to take full advantage
of Google for Nonprofits, I am awaiting for my approval to receive the full benefits (as of April 5th,
2022).
Z – Zero In On Your Target Audience
If you want to run a successful fundraiser then it is imperative to zero in on your target
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audience. A clearly defined target audience is vital for creating a successful fundraising strategy since
it is much easier to market your efforts to a specific group of people whom you know will positively
receive your message than to a general, undefined, or overly broad audience. In order to zero in on
your target audience, you need to first analyze your organization’s programs. This basic
understanding will help you begin to create a snapshot of your target audience. Your target audience
should not only be interested in the goals of your programs and have similar values, but should also
have the means to participate in or otherwise support your services. Make sure you have a clear
understanding on your current supporters, it is best to record as much demographic information
(age, location, gender, occupation, political/religious affiliations, marital status, family size, etc.) on
donors so that you can analyze the data later to help determine who the primary contributors are.
Once you have gathered all of your data and have a clear understanding of who you are trying to
reach, translate this information into your fundraising strategy. When you have zeroed in on your
target audience, you can focus your fundraising efforts on motivating existing and potential
supporters to donate to your cause (Flipcause, 2019).
Other Planned Sources of Revenue
One other source of revenue I plan to integrate with HELP is having a consignment store
that is open to the general public. In it, we will sell any good quality donations that we have received,
with a primary focus on clothing. The store will be a subsidiary of the organization with a prime
connection to the Attire for Change program. Revenue generation continues to draw significant
attention in the nonprofit sector. Rather than rely exclusively on donations, many nonprofits end up
seeking to become self-sustaining through earned income. In some cases, revenue may be generated
by activities that clearly further the organization’s mission, other activities may be desirable for the
revenue they produce or involve other aspects that do not fit neatly within a nonprofit network.
Therefore, within these situations, legal and business factors may end up favoring the creation of a
for-profit entity to carry on the activity. Although nonprofit organizations generally are exempt from
income tax, they can incur tax on their unrelated business income. The unrelated business income
tax (UBIT) applies to income derived from a regularly carried on trade or businesses that is
unrelated to the performance of the organization’s tax-exempt functions. This tax was introduced in
the 1950s as a means to prevent tax-exempt organizations from having an unfair advantage by virtue
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of their tax-exempt status over for-profit, taxable competitors when they engaged in commercial
business activities. At some point though, the activity may become so substantial that it could
actually threaten the tax-exempt status of the organization. If this is the case, the best thing to do is
to make the for-profit entity into a separate legal entity, such as a subsidiary corporation (Levitt &
Chiodini, 2014).
Another revenue strategy I plan to integrate into HELP is to attend farmer’s market events
and have a vendor booth open to all attendees. We plan to sell baked goods made by our team,
HELP related merchandise, and similar to the consignment store plan, we also plan to sell any good
quality donated items such as clothing or anything else that we are able to sell.
With both of these options, there will be quite a few necessary expenses that would need to
be dealt with before we get off the ground such as location/booth costs (rent) plus any other fees
associated with either option such as legal fees or vendor fees, and unless you plan to use volunteers,
there is the addition of payroll costs.
4.4 – FINANCIAL MANAGEMENT
A fundamental of good financial management is understanding the fact that money and
mission are inseparably linked. Nonprofit organizations exist to provide services that the
commercial sector is unable or unwilling to provide, and financial data should serve the mission, not
drive it. It is a fact that nonprofits need profits in order to operate sustainably and be able to cover
overhead expenses, train and pay employees, and refresh service offerings in the regular course of
business. It is in the best interest of the executive team, especially the leaders, of nonprofits, to not
only understand the nature of their business model but to also know about the fine details that come
along with delivering their programs and services. It is important that they also communicate
financial plans and details to funders/donators, supporters, and any other stakeholders. In order to
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deliver sustainably on mission, nonprofits must understand what it really costs to deliver outcomes
and how to create revenue and business models that cover those fully loaded costs (Hayman &
Brenner, 2019). Fully loaded costs are simply all of the direct and indirect costs that are comprised in
the cost analysis.
A sad fact is that it is not easy for nonprofits to know where they stand financially; sure there
are the organization’s financial statements and audits, as well as the IRS form 990 (990EZ or 990N)
that all provide some financial data but these sources were all created primarily for tax and legal
compliance reasons rather than as management tools. So, when it comes down to these documents,
the information that the IRS cares more about is not the same information needed to make strategic
programmatic or organizational decisions. The two financial documents that every nonprofit leader
should be familiar with though include the Statement of Activities and the Statement of Financial
Position; they represent the highest and most useful level of financial reporting (Hayman & Brenner,
2019).
Finance 101
In order to understand what it takes for a nonprofit leader to do to manage the finances of
their organization, we must first understand the basics involved. One thing I will point out first is
that there is more than one name for some financial documents. As mentioned above, one of the
documents that every leader must be familiar with is the Statement of Activities, which is also known
as the Income Statement or the P&L (profit & loss sheet); I will attempt to only use the same terms
throughout this chapter.
We already covered the two accounting methods, accrual basis and cash basis, back in
chapter three but now there are some other definitions we are going to cover, they include the
following;
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GAAP – stands for Generally Accepted Accounting Principles, which is another way to
describe accrual basis, it is the accounting standard adopted by the U.S. Securities and
Exchange Commission (SEC).
It incorporates two key financial concepts:
Accounts Receivable – what others owe to you
Accounts Payable – what you owe to others
A key thing to remember with this is that revenue does not always mean cash, it can include
pledges from donors or receivables. Revenue is recorded when it is earned and expenses are
recorded when resources are used, or services provided, not when cash comes in or goes
out.
Statement of Financial Position (aka Balance Sheet) – it lists assets, liabilities, and net assets
Statement of Activities (aka Income Statement or P&L) – it lists contributed revenue, earned
revenue, expenses, and change in net assets (surplus/deficit).
Revenue - money or gift received
Unrestricted Revenue – this cash flow comes with no string attached basically and is
considered “liquid”, it is often generated by earned income (i.e. selling products,
service fees, membership dues) or from unrestricted donations from individuals. This
type of revenue is generally used for operating expenses.
Temporarily Restricted Revenue – with this cash flow, funders or donors are able to
restrict the use of their contributions either to specific programs or specify that
funds are spread over a certain amount of time. Although these restrictions can
ensure money is there for specific programs or future use, an organization cannot
use these funds to pay for immediate or urgent expenses that fall outside the specific
parameters of the contribution.
Permanently Restricted Revenue – usually with this cash flow type, it is used towards
an organization’s endowment; organizations are able to use the interest generated
from investing these funds however they like, but they are restricted from using the
principal or donated amount.
Expenses - action or item that requires spending money, which can be split into two
categories…
Direct Costs - a price that can be directly tied to the production of specific goods or
services or programming
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Indirect Costs - the expenses of doing business that are not readily identified with a
particular grant, contract, project function or activity
(Heyman & Brenner, 2019)
Banking for Nonprofits
When it comes down to banking for nonprofits, there are a few things to know. It’s a good
idea to start with researching banks that have experience working with nonprofits or at least has a
socially-focused standard of social responsibility. Look for banks that offer special incentives for
your organization such as unique resources and services specifically for nonprofits such as direct
lending, networking opportunities, and training that can help your organization secure and manage
money more effectively. Some banks even offer special waivers on monthly service fees. When
opening a bank account, make sure you arrive prepared; you’ll need a few documents:
o Articles of Organization
o EIN
o 501(c)(3) Determination Letter
o Bylaws
o Board Meeting Minutes
It would be a good idea to identify who your board treasurer is and identify who will serve which
roles; who will be the signing party on all financial records and then someone who manages the
finances – this should be two different people. This helps avoid potential conflicts of interest. Also,
remember always to record large expenditures or financial discussion during board meetings in the
minutes. This helps provide protection to ensure your organization is operating with solid business
standards. A key thing to remember is that if there are any deposits of over $10,000 made the bank
must complete the IRS Form 8300, Report of Cash Payments Over $10,000 Received in a Trade or
Business (Resilia, 2021). HELP’s bank account has been established with TD Bank.
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Nonprofit FASB Updates
ASU 2016-14: This update primarily deals with how restricted and non-restricted
contributions are recorded, how they disclose information about their liquid resources, and how they
use endowments. It emphasizes liquidity and statement of financial position improvements (Sanchez,
2020).
ASU 2014-09: This update primarily deals revenue from contract with customers (Topic
606). It outlines and standardizes how organizations record revenue. For nonprofits specifically,
Topic 606 applies only to exchange transactions, not contributions (Sanchez, 2020).
ASU 2016-02: This update primarily deals with leases (Topic 842). It represents a significant
overhaul of the accounting treatment for leases. Most leases will now be brought onto an
organization’s statement of financial position as right to use assts and lease liabilities (Sanchez, 2020).
4.5 – POSSIBLE COSTS & EXPENSES
All organizations, no matter their form (nonprofit, for-profit, and even governmental), have
overhead costs. Overhead costs can be otherwise known as “administrative costs” or “indirect
costs;” these costs can be defined as the necessary costs of doing business, such as the cost of
operating and maintaining facilities like rent, utilities, and insurance. They also account for the
salaries and expenses of executive leadership, personnel administration, information technology, and
accounting. Overhead costs have no relation to an organization’s level of effectiveness or outcomes.
Many expect nonprofits to have overhead as close to zero as possible; this would mean that we
would be operating without the expense of basic of things such as rent, utilities, management,
accounting, etc. This is neither possible, nor is it logical (NCN, 2019). One of the primary questions
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any nonprofit leader, especially one deeply involved financial-wise, should ask is: “are we bringing in
enough revenue to cover our expenses?”
Table: Basic Expenses – Typical Costs versus HELP’s Actual Costs

Expense

Typical Cost

HELP’s Actual Cost

Incorporation

$25 - $100

$35

Federal Tax ID Number

Free!

Free!

501(c)(3) Status

$400 - $850

$285

Insurance Coverage

$800 - $1,500

Not Necessary Yet

Website

$25 - $3,500

$240/year for Wix Program
$25/year for Domain Name

Other Misc. Costs

$150 - $2,000

$560 for Resilia Membership Fee

Total

$1,425 - $8,400

$1,145

Source: Nonprofit Hub – The Ultimate Budget Guide

Fees Associated with Incorporation
Incorporation is one of the most important expenses that a nonprofit incurs. Incorporated
nonprofits are granted limited liability, that is, if the organization was to run into financial or legal
trouble, which would protect me from losing any of my personal assets. This also goes for the
organization’s board members. Incorporation will also mean that HELP is able to qualify for various
different types of grants and it also mean that the organization will have better credibility for donors.
In order to be incorporated, you must first file the Articles of Incorporation (Articles of
Organization) with the state you are based out of, in the case of HELP that means we must file in
Massachusetts. This process is described in more detail in the previous chapter. It is important to
take the time and really make sure you complete any necessary paperwork properly, as any errors can
cause your paperwork to be rejected and this would mean you will have to make any necessary
changes to the paperwork and then refile. You will most likely have to repay the filing fee as well.
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Incorporation is required in order to receive tax-exemption through the IRS. See appendix for
HELP’s Articles of Organization (NonprofitHub, 2022).
Fees Associated with Tax-Exemption
As stated at the beginning of this chapter; the ultimate reason for the 501(c)(3) status is for
an organization to become exempt from taxes, on a federal and state level. Any nonprofit within the
United States, or any foreign organizations that offer services within the United States, must apply
for their own 501(c)(3) status. In the previous chapter, we touched on the fact that there are two
primary ways to apply for tax-exemption: filing using Form 1023 or Form 1023EZ. The primary
differences between the two are covered in more detail in the previous chapter, but basically, one
application is for larger organization and then the other is for smaller organizations like HELP, there
is a major price difference between the two applications as well, listed above and in the previous
chapter (NonprofitHub, 2022).
Federal Tax ID Number
The federal tax ID number is also known as the Employer Identification Number or EIN. I
covered this more in detail in the previous chapter. The EIN is another very important item that is
necessary for any nonprofit to have in order to be registered with the IRS. In order to apply for an
organization’s 501(c)(3) status or any grants (federal or non-federal), you must have an EIN. Luckily,
the EIN does not cost anything to obtain and is relatively easy; the process for obtaining it is
covered more in detail in the previous chapter (NonprofitHub, 2022).
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Insurance Expenses
Almost all nonprofits need some kind of insurance, but the exact type and costs vary widely
according to the organization’s primary structure. The estimated typical cost of insurance, listed in
the previous table, can cost anywhere between $800 to $1,500 or even possibly more. It is strongly
recommended that every nonprofit obtains at least; 1) general liability insurance and 2) directors &
officers’ insurance (D&O). General liability insurance is sometimes referred to as the ”slip-&-fall”
insurance, it protects you and your organization in case someone is injured on any of the
organization’s properties and is the most basic kind of nonprofit insurance. Any organization that
has any contact with public should acquire general liability Insurance. Now D&O insurance is highly
recommended if the organization can afford it, especially if your board members have a high net
worth. This insurance protects the organization’s directors and officers in the event of a lawsuit
against them for any possible misconduct or mismanagement; it covers any legal fees and damages.
There are other types of insurances that an organization can obtain, including the following:
I.

II.

III.

IV.

Worker’s Compensation Insurance
a. Recommended for nonprofits with employees
b. Most states require!
c. Provides for employees who are sick or injured due to employment-related
circumstances, and protects the organization from related liability
Health Insurance
a. Recommended for nonprofits with employees
b. Primarily a benefit to attract full-time employees, it helps with covering their
healthcare costs for a specific premium that they pay out-of-pocket for
Property Insurance
a. Recommended for nonprofits with property
b. Provides protection to the organization in case in the event of theft, fire, or any
other property/equipment damages.
Auto-Liability Insurance
a. Recommended for nonprofits with vehicles or that require employees to drive for
business purposes
b. Provides protection in case an employee causes damage or injury while driving on
nonprofit-related business.
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c. Non-owned auto liability insurance covers the organization from damages incurred
by employees using their personal vehicles for business purposes (NonprofitHub,
2022).
Fundraising Expenses
Raising money costs money. Whether it raising money through special events, mass mailings,
or telemarketing; these fundraising methods tend to be expensive but can be worth the costs if they
bring increased visibility, new donors, or unrestricted support. There are costs associated with many
different types of fundraising. For grants, there can be costs associated with securing the grants;
planning and writing the proposal or possibly travel expenses if you need to meet with a
representative offering the grant. You have to pay attention to the grant maker’s requirements for
reporting the results of a project, sometimes it costs money to complete a report especially if there is
a need to analyze extensive data; an example would be a formal financial audit. When it comes down
to promoting a fundraiser, there will be costs associated with marketing and materials (i.e.
flyer/brochures being mailed out, branded merchandise, banners, etc.). Then of course, as stated
earlier in this chapter, there are costs associated with events. It is not uncommon to spend fifty to
sixty percent of the income generated at the event on costs involved with the event (Hutton &
Phillips, 2017).
4.6 – BUDGETS
A budget is an organizational plan that helps allocate resources, provide a road map, allow
the nonprofit to monitor progress, and set/clarify goals. The organization’s budget is meant to be
updated often to reflect the realities of your current financial situation. It is expressed in terms of
revenue, which is assumed to be cash, but can also be in the form of receivables. The budget is not
the same as the cash flow projection, which is a whole other financial document in itself. The cash
flow projection helps forecast the timing of cash in and cash out of the organization. Always
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remember to account for revenue restrictions - the budget will focus primarily on unrestricted
revenue. When measuring the financial performance of the organization, financial ratios and
indicators can be powerful tools. Applying ratios mechanically without understanding the underlying
numbers and their meanings can lead to invalid conclusions about performance. There are two
primary ratios that are used with nonprofits but should be used with caution: 1) indirect cost ratio
and 2) current ratio. Indirect cost ratio is also called the overhead rate or admin cost ratio; it is
supposed to be a measure of efficiency indicating that the organization does not spend excessively
on non-program-related activities but there is no legal, accounting, or factual basis to support the
idea that the overhead rate is in any way linked to efficiency, effectiveness, or outcomes. The goal
with this ratio is that there is no universally accepted measure but many of the charity watchdog
agencies normally want to see at least 65% to 75% of the organization’s expenses spent on
programs. The current ratio on the other hand is a measure of an organization’s short-term liquidity,
which basically just means how well the organization can meet short-term debt obligations. The
main challenge with current ratio is that current liabilities include a wide range of different factors
that may or may not actually require the use of cash, such as accrued salaries and benefits, deferred
revenue, or conditional contributions. The goal with this ratio is that there is a minimum of 1.0 but
higher is better, with a ratio of 2.0 or more preferred (Heyman & Brenner, 2019).
Smaller or newer nonprofits may not have previous formal budget to reference, and that is
totally okay because it allows you to start from zero essentially, which allows you to have space to
consider each aspect of the budget and each expense. The most important thing to remember is that
the organization’s budget is a fundamental part of organizational planning. Having a realistic view of
your organization’s budget puts you in a position to plan for other funding opportunities and
enables to forecast upcoming expenses (Resilia, 2021).
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Any good budget starts with a plan, and with every plan, there are key things to account for:
I.

Is there a target deadline to complete the budget before sending it off to be approved by
your board? If so, make sure you put aside some time to review over everything pertaining to
the budget. Always make sure that the budget is approved before the beginning of the fiscal
year.

II.

What are the priority programs or services of the organization? As a small nonprofit,
resources can be hard to come by and everything can’t always be done at the same time.
However, it is very important to map out each program’s needs so you know what should be
included in the budget.

III.

Is the data provided in the budget up to date and current? Has the current income and
expenses been reviewed? You must make sure your budget goals are realistic and attainable.

What To Include
A budget should clearly outline the flow of income and account for any expenses. Income
should include any collection of monetary resources from sales, contracts, or fees. It should also
include any “support funds” which come from grants and other contributions. A key thing to
remember with support funds is that you do not include contributions that won’t be deposited
during the fiscal year. Now, with the expenses, there are three primary things to include: 1) any
personnel expenses such as employee pay and benefits, 2) operating costs such as rent, utilities,
supplies, etc., and also 3) any startup costs and fees that come along when registering your
organization, as well as when you do the annual nonprofit status renewal (covered more in depth in
the previous chapter) (Resilia, 2021).
When you think about the fully loaded costs of delivering programs, running your
organization, and preparing for the future, there are a number of key items to consider:
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Program Expenses – direct programmatic expenses as defined by the organization
Operating Expenses – indirect and operating expenses (costs related to fundraising/revenue
generation, finance and operations, human resources, and information technology)
Working Capital – the liquidity and cash on hand to manage cash flow and timing delays
Fixed Assets – physical assets that must be maintained, repaired, and occasionally replaced
Growth Capital – money to invest into the organization
Reserves – the money set aside now for long-term sustainability
Debt – any borrowed money or credit received

It is very important that when you are working on the organization’s budget, that you keep in mind
that each program or department, all have their own budgets. You also have to make sure that each
transaction is recorded properly and goes along with the generally accepted accounting principles, or
GAAP, which is the framework outlining standards and rules for accounting.
Charts of Accounts
One of the most important tools you will deal with when establishing a strong financial
groundwork for your organization, as well as when you develop the organization’s budget, is the
chart of accounts. This important tool lists all of the financial accounts included in the financial
statements of an organization and also provides a simple way to categorize all of the financial
transactions that an organization conducted during a specific accounting period. The chart of
accounts is a necessary to provide accountability and transparency. See appendix for an example of
the chart of accounts for HELP. When beginning to setup a chart of accounts, the accounts that are
usually listed will depend on the nature of the business. The organization’s chart should not only
provide the name of each account but should also provide a brief description and an identification
code that is specific to each account. The identification code usually takes the form of a numbering
system and is the easiest identification method. Numbering makes it easy to record each transaction;
small organizations will usually use three-digit number codes whereas larger organizations are more
likely to use four-digit number codes.
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There are four major categories for a nonprofit organization: revenue (000 - 199), expenses
(200 - 299), assets (300 - 399) and liabilities (400 – 499). Each category has been defined either
earlier in this chapter or in the previous chapter. For the majority of new nonprofits, the primary
focus areas include the revenue and expenses. It is still a good idea to keep assets and liabilities in
mind as the organization begins to grow. To build a chart of accounts, groups of numbers are
assigned in each of the categories, while blank numbers are left at the end to allow for additional
accounts to be added in the future; basically treat the chart of accounts as a filing system for the
organization’s budget. You want to be able to easily look back at the chart and understand how
funds are coming in as well as where funds are going towards (Resilia, 2021).
Cash-Flow Projection
A cash-flow projection is a subdocument of the organization’s budget that allows you to
estimate about how much money you’ll receive and spend throughout the year as well as when you’ll
receive and spend it. It helps by breaking down the organization’s budget into increments of time;
projections can be completed quarterly (every three months), monthly, or even weekly. The
cash-flow projection document is primarily for your own personal record, it is also useful for the
organization’s board or possibly a loan source. A good cash-flow statement is in constant motion,
anticipating and following your every move; it helps you figure out whether you’ll have enough
monetary resources on-hand when you need it most (Hutton & Phillips, 2017). See appendix for an
example of the cash-flow projection for HELP.
4.7 – EFFECT ON THE ECONOMY
It’s obvious that nonprofit organizations make an impact in people’s lives and within the
communities they serve but who else do they affect? You may not believe it, but nonprofit
organizations actually make very positive contributions to the economy of the United States and this
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very fact is often overlooked. They have a very significant, far-reaching impact on the American
economy; in fact, nonprofit organizations enhance and bolster local, state, and national economies in
various ways, to include the following:
▪

They employ over 12.3 million people; with payrolls exceeding those of most other
industries within the United States (i.e. construction, transportation, and finance). Out of
nearly $2 trillion that nonprofits spend within a year, more than $826 billion is spent on
salaries, benefits, and payroll taxes each year. On top of that, nonprofit employees also pay
taxes on their salaries, as well as taxes on their purchases and property taxes on what they
own.

▪

They create work opportunities for millions of individuals above and beyond the millions
they employ directly; by providing child-care or elderly care, nonprofit organizations help
individuals who would usually shoulder the burden of caring for their family members, feel
less stressed about working while still attempting to care for those they love most.
Nonprofits also provide job training and placement services for those who need the
assistance.

▪

They are major consumer of goods and services, which in turn creates more jobs. Of all the
organizations that are here in the United States, nonprofits spend nearly $1 trillion a year for
goods and services. Expenses range from large purchases like medical equipment or a
building/office to small purchases that include more everyday transactions like office
supplies, food, or utilities.

▪

They stimulate economic activity. Think about this example; by attending a play at a local
nonprofit community theater, you are supporting the cast, crew, and even the administration
staff but you are also providing a boost to local businesses… Did you pay for parking? Did
you pay for a new outfit to wear to the play? Did you eat out before or after the play?
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Therefore, in turn, it creates more jobs in the local economy while also generating more tax
revenue for the local government (NCN, 2019).
4.8 – SOCIAL ISSUES
There two major social issues that nonprofits are currently facing. The first involves the
current trends associated with charitable giving. Over the past fifteen years, less and less households
have been making donations towards charities and other nonprofits. On top of that, the amount that
“small” and “medium” donors usually contribute has also faced a major decline. Although there
have still been contributions made by the wealthy on a continuous basis, they tend to donate to
larger organizations or institutions. They still depend heavily on donations like any other nonprofit,
but these larger organizations are already more likely to be accepted for federal grants or corporate
contracts. This is different from smaller community-based organizations, such as food banks or
shelters, which tend to struggle due to the decline of donation rates of ordinary citizens. Recent
research suggests that these smaller organizations are also more sensitive to any changes in the tax
code compared to larger organizations. This is where things get a bit challenging; by doubling the
standard deduction, lawmakers essentially limited any financial incentive for middle- and
working-class citizens to make charitable donations while keeping those financial incentives in place
for the wealthy which just adds more gas to the fire when it pertains to “giving inequality” (NCN,
2019).
“While several billion-dollar mega-gifts from wealthy individuals generate headlines that
suggests all is well, in fact large institutions continue to amass resources, while nonprofits
serving communities in need are barely getting by.”
– The New Normal: Capacity Building During a Time of Disruption (NCN, 2019)
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Another major social issue that nonprofits are currently struggling with is the continued lack
of diversity, equity, and inclusion. In our society, we like to say we live by the Golden Rule: do unto
others as you would have them do unto you. It’s a major ideology in religion as well as nonspiritual
ethical philosophy, but does our society really truly live by this rule? In all three sectors of our
economy – for-profit, government, and nonprofit – women are paid less than men and people of
color are held back even more. Nevertheless, there is hope, especially within the nonprofit sector.
Amazing and dedicated women lead approximately 72% of charitable nonprofit within the United
States, but even though more women are obtaining executive and leadership roles, there is still a pay
gap compared white males (Frye et al., 2022). This pay gap is a major threat to nonprofit
effectiveness and sustainability.
Chart: Current Pay Gap Based On Gender & Race

Data Source: AmericanProgress.org (Frye et al., 2022)

4.9 – COVID
The COVID-19 pandemic has caused a major health and economic shock, driving the nation
into an unprecedented crisis and as they often are, nonprofit organizations have been on the
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frontline responding to the dramatically increased demands for assistance (Prater, 2021). Nonprofits,
especially human service organizations, are the lifeblood of communities all over the world but for
this thesis, I will be referring to more of a nationwide impact brought on by the recent pandemic.
Throughout this section, I will be referencing the survey findings collected by an organization called
BKD for their 2021 annual report on the state of the nonprofit sector. The survey sample consisted
of 319 organizations, each of which completed a survey that comprised of 18 key questions.
The first key issue I will touch on is the effect of the pandemic on the net income of
nonprofits; the findings were that 70% of the nonprofit organizations included in the survey sample
saw a decrease in overall net income. The hardest hit revenue source were fees for programs,
services, and goods; 62% of the organizations saw a decrease in this income source (Prater, 2021).
Chart: Revenue Changes Since Pandemic Began
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Source: BKD - 2021 Annual Report: State of the Nonprofit Sector

The pandemic has also had an overwhelming effect on vulnerable populations, especially
with the loss of jobs, food insecurity, and reduced access to assistance services. This primarily
affected those of the working class. Nonprofits play a major role in restoring and maintaining
healthy communities. While attempting to respond to a demand for services, however, some
organizations have been forced to reduce or cease services (Prater, 2021). The pandemic didn’t just
affect nonprofits organizations, it also affected the individuals and communities they serve and
assist.
Chart: Impact of the Pandemic on Individuals and Communities

Source: BKD - 2021 Annual Report: State of the Nonprofit Sector

Based on the survey findings presented by BKD, it is obvious that the pandemic has made a
significant impact on not just nonprofit organizations, but also the people and communities they
assist or serve. It is apparent that with the uncertainty of funding sources and an inability to meet
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demands for their services, nonprofits are seeking new ways to help ensure mission success while
sustaining their operations. In order to avoid cuts in services provided to clients, cutbacks in staff, or
even dissolution; some nonprofits are considering strategic alliances or mergers. In doing so,
organizations are able to pool their resources with like-minded groups and are able to increase their
capacity as well as their efficiency, becoming more appealing to funders that encourage collaborative
impact (Prater, 2021).
Another major finding presented from the survey talked about the likelihood of the sampled
organizations taking one or more of the following actions:
-

Consolidation; combining with another organization to form a new entity

-

Strategic Alliance; sharing of administrative and programming services

-

Or, other types of partnerships

Chart: Strategy Likelihood Analysis

Source: BKD - 2021 Annual Report: State of the Nonprofit Sector
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CHAPTER FIVE – COMPETITION AND COLLABS
5.1 – INTRO
In this chapter I will be discussing the variety of options available to nonprofit organizations
when it comes to types of partnerships such as corporate sponsorships and organizational
collaborations, but I will also touch base on competition among the thousands of nonprofits within
the United States. Yes, competition among nonprofits is a real thing and yes, it is a major factor
accompanied with creating your own new nonprofit organization. It is up to you to either go against
the flow of everything and compete against the many organizations that are established in our nation
(literally thousands of them) or you can go with the flow of everything and team up with other
organizations to make a larger impact to a larger community.
5.2 – COMPETITION AMONG ORGANIZATIONS
Does it even exist?
I know what you’re thinking, how does a nonprofit have competition? It is charity work. But
as much as we like to think nonprofit organizations don’t compete, the facts say otherwise. They
compete for donors against other fundraising organizations, they compete for the time of volunteers
against other personal obligations and opportunities, and they even compete for their clients. Yes,
clients. If people do not choose to use the benefits provided, a nonprofit organization cannot be
successful in living up to its mission, which means it will eventually fail and close (Kramer, 2001).
Charities that want to succeed must become more accommodated to the desires of donors as well as
the clients it serves. Nonprofits don’t just have competition with other nonprofits, but also with
for-profit companies who tend to do offer similar services but for a large fee due to “guaranteed
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professional quality” but they also have their own charity entities that can join on obtaining grants
and donations (Kronstadt, 2003).
A nonprofit must be able to pinpoint the strengths and weaknesses of other organizations or
companies that provide similar services as your organization, so make sure your staff and services
are flexible and receptive. It may be a good idea to solicit feedback and respond to concerns from
employees, volunteers, board members, clients, and supporters. The concept of “customer service”
applies just as much to a charity’s mission and marketing efforts as it does to a for-profit entity;
nonprofits should strive to meet not just their client needs but their wants as well (Kronstadt, 2003).
Who are the customers?
No organization can develop an effective strategy without knowing its customers, but who
exactly are the customers of a nonprofit? Unlike for-profit entities whose income is derived from
their customers, serving the “customers” who are identified in a typical nonprofit mission statement
doesn’t ensure that the organization will survive. Without donors and volunteers, most nonprofits
cannot sustain themselves financially. Therefore, these organizations’ strategies cannot be derived
from their mission statement alone. Donors ensure survival, so usually nonprofits tend to primarily
focus on this “customer” group, but here’s the issue with that strategy. The donor being the
“customer” is equivalent to a double-edged sword, and catering to the financial supporters instead of
serving their social mission isn’t really the best idea. It is better to have a strategy where the
organization simultaneously meet the needs of their clients and donors, two different populations
that interact in unexpected ways. The clients who benefit are usually not the same individuals who
contribute financially for the cost of services, whereas donors do contribute financially but may
never have first-hand knowledge of the services that are paying for. So now we know that both the
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clients and donors are “customers,” but there is a third “customer”; these are the volunteers, who
help get the job done (Kramer, 2001).
The problem is that no organization can follow three totally different strategies to create
three different kinds of value for three separate populations; there needs to be a single, overarching
strategy must be developed to simultaneously meet the needs of all three “customers” in a way that
is both internally consistent and mutually reinforcing (Kramer, 2001). One question you should
continually ask is how to best meet the needs of the people you serve; your “customers” are your
reason for existence, after all (Hutton & Phillips, 2017).
5.3 – COLLABORATION AMONG ORGANIZATIONS
Recent studies conducted by the Bridgespan Group and the Patterson Foundation (both are
nonprofit organizations dedicated to assisting other nonprofit organizations thrive) revealed the
91% of nonprofits engage in some form of collaboration. There are four primary types of
collaborations that an organization can form: associations, joint programs, shared support, and
mergers. Each have their own specific guidelines and benefits (Samali et al., 2016). There are many
reasons as to why nonprofits decide to collaborate with other organizations but the three main
reasons include: to boost organizational efficiency, increase organizational effectiveness, or drive
broader social and systems change. When nonprofits combine forces, they can accomplish great
things; collaboration can change the world.
Organizational Efficiency
Organizational efficiency is the organization’s ability to implement its plans using the
smallest possible expenditure of resources. An increase means an organization is able to accomplish
its work more quickly and with fewer resources; this is an important factor in order to experience
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long-term success. Efficient operations contribute greatly to the organization’s bottom line, but it is
also an important factor in employee morale and the ultimate organizational performance (Samali et
al., 2016).
Organizational Effectiveness
Organizational effectiveness is the organization’s ability to meet its goals and objectives. An
increase means an organization is able to advance its stated mission more successfully; this is an
important factor in order to determine whether an organization will be able to make a true impact
within the communities it serves (Samali et al., 2016).
Broader Social & Systems Change
Unlike nonprofits that are focused more on boosting their organizational efficiency and
effectiveness, many embrace collaboration as a way to leverage their own efforts to achieve broader
systems change. When an approach like this is executed successfully, it allows the organizations
collaborating together to be able to experiment with different solutions to a problem in pursuit of
social and systems change, and to position their activities and efforts relative to and in conjunction
with other organizations (Samali et al., 2016).
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Ways to Collaborate
Joint Programs
This the best-known way to collaborate; it involves two or more individual organizations
working together on a specific project or program together. This can be a one-time situation,
recurring, or continuous; this is usually outlined in the collaboration agreement.
Associations & Shared Support
A big thing to remember is that there isn’t just one way to collaborate; yes, you can work
together on a specific project together or run a continuous program together but what if it just
doesn’t work out that easily? Well, you don’t have to break ties just because you are clashing too
much, working together. You can collaborate by sharing staff members and by hiring together; you
may be able to offer a stable full-time job with a competitive salary rather than a part-time or
temporary side-job and eventually those employees will develop into more experienced and qualified
individuals. Before you jump into sharing staff members, make sure you outline clear directions
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about setting priorities and balancing attention between both of your individual organizations
(Hutton & Phillips, 2017).
Sharing staff not working out either? Well, how about sharing inanimate objects?? Sharing
things instead of people can help reduce operating costs just as much. Think about sharing the
expense of purchasing equipment that you both need or maybe secure a joint office space or
combine supplies like in-kind donations, as long as they are used for the same purpose, the
community and the people in it (Hutton & Phillips, 2017).

Mergers
The most challenging thing to happen to a nonprofit leader, but probably the most
responsible choice, is to decide to merge with another organization. Similar to the for-profit sector, a
merger usually consists of one organization dominating the other; two become one, essentially.
There are two phases involved with the pre-merger process and are as follows:
Phase 1: Both organizations thoroughly discuss their missions, goals, and program
philosophies; if they are not aligned, the merger won’t work
Phase 2: The two organizations decide on a name for their soon-to-be new single entity,
selecting staff, consolidating the two boards into one, as well as coming up with a new
structure and culture; if there are any issues during this phase, the organizations needs to go
back to phase one and make sure their missions are aligned
(Hutton & Phillips, 2017)
3C Model
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The 3C Model is used to analyze, represent, and develop a company or organization through
a means of the relationship between the 3Cs: communication, coordination, and cooperation. It
categorizes organizational efforts to work with others along a spectrum of increasing intensity,
starting with cooperation and progressing through to collaboration (Kock, 2008).
The definitions for the 3Cs are as follows:
▪

Cooperation – This category consists of shorter-term, informal and low-risk relationships
based around an exchange of tangible and intangible assets; organizations routinely engage in
cooperative arrangements to increase organizational efficiency and sometimes even
effectiveness (Samali et al., 2016).

▪

Coordination – This category consists of more formal relationships around specific efforts
or programs; organizational resources are made available to partner organizations and
rewards are shared and as such, coordination requires more commitment, time, and
resources compared to cooperation. It can result in larger gains in both organizational
efficiency and effectiveness (Samali et al., 2016).

▪

Collaboration – This category involves a more durable and pervasive relationship between
two or more organizations, which results in a new structure and shared mission. Partners
pool or jointly secure resources and share the results and rewards of their joint efforts. Often
objectives and outcomes are specifically defined and measured. Instead of being
transactional, similar to cooperation and coordination, it is more transformational (Samali et
al., 2016).

Benefits
Collaboration benefits a nonprofit in so many ways by bringing different strengths,
resources, and knowledge to a project or task. It enables the organization to work with greater depth
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and understanding through a partnership and can even lead to saving money in the long run (Hutton
& Phillips, 2017). There are quite a few benefits for organizations that choose to collaborate with
other organizations and are as follows:
▪

Administrative Cost Savings

▪

Expanded Range of Services

▪

Expanded and Improved Programs

▪

Broader Network of Ideas

▪

Improved Leadership

▪

Improved Brand Exposure

▪

Stronger Advocacy Voice
(Wilkinson, 2017)

A Few Things To Know
It isn’t enough to just have shared goals, values, and interests; personal compatibility matters
as well. As you get ready to enter into a partnership arrangement, you must make sure that more
than one leader in each organization is participating in the conversations and negotiations. The thing
that often causes collaborations to falter is if the key contact person at one of the two organizations
leaves because they were not fully aware of what was going on; a team needs to warrant stability
(Hutton & Phillips, 2017). A few things to know before collaborating:
1. Do what you do best and partner for the rest. Both of your organizations have their own
sphere of clients and supporters, so teaming up will mean combining both of your spheres.
This will advance both of your individual missions with a shared goal of helping the
communities you both serve.
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2. Work with your partners to define success and express clear shared goals. You must make a
joint effort to come to an agreement on “what success will look like.” Also, be sure to
outline who is responsible for what and who is providing what. This joint process will help
discover any potential obstacles or issues in advance and this will assist with putting
strategies in place to either avoid or resolve them.
3. Be ready to relinquish full control and share power; this has to happen for successful
collaboration. You have to trust your partners and they have to trust you in order to share
both power and responsibilities. Trust won’t be earned overnight; it will take time but it’s up
to you how much effort to put in to make it happen.
4. Be ready to take risks and embrace mistakes; you’re only human. Instead of being frustrated
by what seems to be a waste of time, review lessons learned together. You never know, a
slight change may be what is needed to make progress. Don’t be afraid of taking risks just
because you are scared of failure. Failure happens but the good thing about a collaboration is
that it offers a supportive environment of learning and striving together.
5. Be ready to expect and accept conflict graciously. We are only human, and there will be some
sort of conflict during collaboration. If you accept this fact, you will be more prepared when
something does happen because it most definitely will! The key is to recognize whether the
collaboration’s goal is still within reach, and if so then move as smoothly as possible past the
conflict. Acknowledge the issue and then move on and focus on keeping the project moving
forward together to finish strong. If you ignore the issues, you will miss important warning
signs that otherwise can lead to improvements and better solutions. Conflicts managed well
can offer the necessary polishing that makes a nice and shiny final product.
(Chandler, 2016)
5.4 – CORPORATE SPONSORSHIP
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What is it?
A corporate sponsorship is a form of support that nonprofits can obtain for for-profit
companies; it can be for a particular event or for a bigger project. They benefit both the nonprofit
and for-profit. Nonprofits receive resources and assistance to continue moving towards their
mission; for-profits receive tax deductions and a positive improvement to their brand image. In
2018, charitable contributions from corporations amounted to about $21.4 billion (Volgistics, 2020)
Common Types
There are many forms that corporate sponsorship can take on but there are four primary
forms and they are as follows:
-

Financial: The company donates money to sponsor an event or project.

-

In-Kind: The company donates goods or services to an event or project.

-

Media: The company takes care of any expenses or fees for promoting an event or project.

-

Corporate/Employee Giving: The company sets up ways to provide resources to the
organization by offering employees the option to enroll into automatic payroll deductions
(100% goes to the organization as a donation essentially), they develop volunteer programs,
and they even offer corporate matching gift (for any donation made to an organization made
by employees, the company will match it).
(Weinger, 2020)

Benefits
When it comes down to it, corporate sponsorship does not benefit just one or the other; it is
mutually beneficial. See the table below for the benefits that are earned in a corporate sponsorship.
Table: Benefits of Corp. Sponsorship
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Nonprofit Organization

For-Profit Company

More Operating Funds

Improved Employee Morale

Enhanced Community Image

Increased & Energized Customer/Client Pool

Improved Organization Credibility and Influence
Greater Awareness of Organization’s Mission

Enhanced Brand Recognition and Community
Image
Greater Amount of Sales

Increased Supporter Pool

Free PR

Increased Volunteer Pool

Social Responsibility Expectations Met

Source: Corporate Sponsorship: The Ultimate Nonprofit Guide & Volgistics Guide to Corporate for Nonprofits

5.5 – CONCLUSION
So as we discussed, partnerships/sponsorships and collaborations are very important to a
nonprofit organization and there are a variety of benefits involved. Collaborating in any way can
make or break an organization. Instead of competing with other organizations for donors, clients,
and supporters; you should try to team up with them instead.

“If you want to go fast, go alone. If you want to go far, go together” – African Proverb
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CHAPTER SIX – CURRENT PROJECTS
6.1 - PACKS
Overview
Packs is a community project of HELP that involves the
creation and distribution of backpacks filled with essentials
made for those suffering from homelessness. This project was
our first one ever; the backpacks are filled with a variety of
living essentials like hygiene/wellness products, nonperishable
food, clothing items like seasonal accessories (winter and
summer hats, gloves, sunglasses, etc.), a blanket, information on
local resources available to them, and so much more.
Logo
The first design for this logo shows a backpack that is similar in style to the backpacks we
create and distribute to those suffering from homelessness. The second is the script version to be
used when necessary.
Milestones
First Round - November 2020
The first-ever creation and distribution of
backpacks involved a volunteer group of
about ten or so students from Fisher
College. There were 24 total backpacks.
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Items included a wide variety of items to include but were not limited to; a blanket, food, winter
apparel, reusable water bottles, playing cards, face masks, hygiene products, etc..
Second Round - September 2021
This round involved a volunteer group of about 15 or so individuals, the majority of them
students from Fisher College, and then the other volunteers who were regular Boston residents who
simply learned of our mission and wanted to assist. The previous backpack count was surpassed,
with a new record of 36 backpacks. The items
included were generally the same but were
better fitted for warmer weather, such as
sunglasses and sunscreen.
Third Round – April 2022
This round just recently finished up at
the beginning of April. For this round, though, we partnered with the Boston American Legion
chapter. Our goal was to provide at least 24
backpacks to a group of women veterans in need.
There were the general items included, plus a few
extra special items, such as a manicure/pedicure
kit, thick fuzzy socks, face masks, etc.
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Goals
1. Provide individuals within the community of those suffering from homelessness with
essential items that assist them with living a healthier life, physically.
2. Provide individuals with a positive variable for their mental stability.
3. Provide individuals within the community of those suffering from homelessness with
essential services and resources that assist them with living a healthier life, both physically
and mentally.
Goal Implementation
Goal One - Provide Essential Items
i.

Ensure that each backpack includes these key items:
a. Blanket
b. Seasonal Protection
c. COVID Safety
d. Food
e. Hygiene-related
f. Wellness-related
g. At Least One Special Extra (Such as a holiday themed item or an item that is for
entertainment uses)

Goal Two - Provide Positive Variables Towards Mental Stability
i.

Make sure each person who receives a backpack receives it with a smile and positive
intentions.
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a. According to the Mental Health Foundation, an act of kindness can boost feelings of
confidence, happiness, and optimism in those we help and it encourages them to
repeat the good deeds they’ve experienced – contributing to a more positive
community.
ii.

Encourage volunteers to fully interact with those around them, especially those receiving
the backpacks.
b. Make small talk and show interest, if approached.
c. Always have a smile on and present an inviting atmosphere.

Goal Three - Provide Local Resources
i.

In each backpack, provide a list of resources related to:
a. Health
b. Wellness
c. Temporary Housing
d. Local/State-Funded Programs
e. Current HELP Services Available
f. Partner Organization Services Available

ii.

Create and provide a network of organizations aimed at assisting those suffering from
poverty or homelessness.

6.2 - EATABLES
Overview
This community project of ours is ongoing and will assist those who need it with grocery
assistance. The client seeking assistance will be provided a box of food items and/or a gift card with
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funds between $50 to $150 (which depends on household size and income) to a local grocery store
near the client’s home address.
Logo
The design for this logo shows a basket with groceries inside of it
to symbolize the baskets (or boxes) that we provide to our clients
seeking grocery assistance.
Milestones
Our First Clients – March 2021
Our very first client was a single mother to a young boy; she wished to stay anonymous. She
was affected by COVID at the beginning of the pandemic in 2020, and unfortunately lost her job.
Everywhere she looked, nobody was able to help her that very moment due to the fact she was not
the only one affected. Then, she found us on Facebook and within that same week, we were able to
provide her with a nice big box of food as well as a gift card for $150 to the closest grocery store
near her home.
A few months later, we had another client, a
transgender woman who was suffering from
homelessness/extreme poverty and was living
out of an old trailer behind an old motel
building. We were able to not only provide her
with assistance through Eatables, through
which we provided a $100 gift card to a local
grocery store, but we also were able to collect
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and provide a few additional items such as small tanks of gas meant for a small camping stove (this
was the only way for the client to cook food), new clothing (through Attire for Change), and a few
other extra items, just to put a smile on our clients face.
Building A Foundation – April 2022
Now that we have helped a few people, it is time for us to lay down a few guidelines to build
a solid foundation since we now know what income brackets to categorize, which will determine
how much funds are distributed out to clients seeking food assistance. We will also start to
communicate with local grocery stores about partnering up in order to receive gift cards for future
clients.
Goals
1. Provide grocery assistance to those who are currently having difficulties with food insecurity
at any level.
2. Help guide clients down the right path for promoting sustainable food management.
3. Provide easier access to food sources by partnering with other organizations and companies
that focus on achieving food security.
Goal Implementation
Goal One - Provide Grocery Assistance
i.

Provide each client with a box of food items that contain at least a week's worth of food.

ii.

Provide each client with a gift card of about $50 to $150 to the closest grocery store near the
client’s home address.
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Goal Two - Promote Sustainable Food Management
i.

For each client, we will have a short meeting where we plan the month or so where we will
discuss how to improve food management within the household.

ii.

We will teach clients about ways to reduce food costs by introducing couponing and other
discount methods.

Goal Three - Provide Easier Access to Food Sources Via External Partners
i.

Partner with local food banks to create a network of food resource providers that will be
accessible to all clients.

ii.

Partner with state-funded programs by helping spread awareness about their services and
benefits.

iii.

Partner with other organizations with missions focused on reducing food insecurity that can
assist clients when we are not able to ourselves.

6.3 - NOURISHLY
Overview
This project involves the creation and distribution of hot healthy meals for those suffering
from homelessness. Each meal we make contains food items from each major section of a complete
standard meal; protein, vegetables, fruit, grains, and dairy products. We like also to give the option of
providing a special dessert with each meal as well as two beverages: water and juice. We have plans to
distribute meals out to the community on a more regular basis, at least
twice a month. We also plan to partner with local soup kitchens and other
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organizations that assist with food insecurity to help spread awareness about resources available to
clients.
Logo
The design for this logo shows an open hand presenting a covered food tray with steam
coming out, representing the meal’s hotness, and hearts on the cover to symbolize love.
Milestones
Our First Round – March 2021
Our first round of meal distribution was a great success. We
were able to make a total of 20 meals and were able to
distribute them all out to the local community of those
suffering from homelessness. The next rounds would increase
in total meals made. As you can see by the image to the left,
once all the meals were made and all the side food items were
prepped, we packed it all up into our little cart and set off into
the city to distribute it all out to those suffering from
homelessness.
Regular Scheduling for Meal Distribution – Summer 2022
By the summer of 2022, we plan to have a more regular schedule for meal distribution and
we have plans to expand marketing to help spread awareness about our services along with the
information on when to expect meal distribution rounds. This information will be available on our
website as well as monthly update posts on our social media platforms.
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Goals
1. Provide hot home-cooked meals passed out to the community.
2. Provide resources to local food banks and soup kitchens.
3. Establish a seasonal booth at local farmers’ markets.
Goal Implementation
Goal One – A Taste of Home
i.

Cook hot meals that offer regular and vegan options, as well as cold meal options, that
include a beverage and either a dessert or snack option. These meals will be individually
packaged with a food safety sticker clearly attached and handed out through a mobile
community effort.

Goal Two – Eating With Our Community
i.

Provide resources to local food banks and soup kitchens for our community.

ii.

Partner with local resources to join in with the mobile distribution events.

iii.

Work toward having a location that will serve as both the program’s food bank and soup
kitchen combined.

Goal Three – Farmers’ Market
i.

Establish a booth at the local Farmers’ Market where program recipients will be able to
come and use program-provided vouchers to get prepared grocery boxes. We will also have
prepared meals and baked goods for sale to the general public, from which proceeds will go
back into funding the program.
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6.4 - ATTIRE FOR CHANGE
Overview
This project is a community closet open to all who need any type of clothing, specifically
more for professional attire but offering casual attire as well. We want to
lower the boundaries for common obstacles that seem to happen all too
often, especially the obstacle of clothing insecurity.
Eventually, we would like to open a consignment store that will be
open to the general public. All prices will be extremely reduced compared to
other similar local stores and 100% of earnings will go right back into
HELP to cover operating expenses as well as any expenses related to other community projects. To
assist those suffering from homelessness or poverty, we plan to give out clothing vouchers that can
be used to cover the cost of clothing they decide to take. Of course, there
will be limitations and the limitations will be based on annually-updated
income brackets with reference to state guidelines.
Logo
The first image is of the logo for general use such as on social media
or print media. The second image is the script logo for uses such as labels for the clothing items and
can also be used for any purposes when the general logo is not a good fit.

Page

106

Milestones
Building An Inventory – March 2021
We started collecting clothing donations sometime in October of 2021. Over the next couple
of months, we built a nice-sized inventory of clothing with a wide variety of styles and sizes. After a
full year, we have assisted a large handful of clients and now, all inventory has been (and still is as of
March 2022) kept in a storage unit. We have plans to get a more permanent physical location that
will be more easily accessible to clients.
Improved Marketing Campaign – May 2022
Currently, in the works, we are building a marketing campaign to spread increased awareness
for our community closet services that will be available to those suffering from homelessness or
poverty. We will also do a donation drive for clothing independently, rather than a drive for various
other items.
Goals
1. Obtain new and gently used business and casual clothing for those in need.
2. Hold classes on how to dress for success.
3. Pay it forward incentive through the program.
Goal Implementation
Goal One – Clothing For All
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Accept and purchase through thrift stores, new and gently used clothing for men, women,
and children.

ii.

Provide monthly vouchers for those in need by offering an authentic “in-store clothing store
shopping experience,” giving a respectful alternative to just accepting donations.

Goal Two – Educate On How To Dress For Success
i.

Offer classes on how to dress for different occasions such as a job interview, professional
setting, etc.

Goal Three – Dress It Forward
i.

Adapting the “pay it forward” concept as an initiative by allowing the individuals who
benefited from the program, to receive a gift when they donate back to the program.

ii.

Provide a referral incentive program that allows program beneficiaries to receive credit for
any referral from friends and family who obtain benefits from the program, as well as any
who donate to the program.

6.5 - WELL LIFE
Overview
This community project is ongoing and will have multiple benefits. There will be free online classes
that spread awareness and will teach individuals about how to live a healthy life through a variety of
health/wellness,

fitness/exercise,

and

cooking/nutrition video classes. Currently in the

works

is a partnership with local health clubs, which

would

allow any HELP clients that come to us for
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assistance, to be able to get a membership with the local health club for a discounted rate. All videos
will be posted on our YouTube channel, anyone will be able to access them, and they will also be
available on our website. Another great addition to this project includes “health coaches” where a
client will be paired up with an experienced volunteer who will help guide an individual on to the
correct path of good health and happier lifestyles.
Logo
The design for this logo shows a brain with two muscular arms on either side of it; it is meant to
symbolize a strong and healthy mind and body.
Milestones
First Steps – Current
As of this moment, Well Life is currently in the process of establishing a foundation of clients and
resources. Videos are being planned out and filming has begun as well. All content will be available
via our official YouTube channel as well as the official website.
Partnership Cultivation – Spring 2022
By the end of spring of 2022, we plan to have at least started to talk to possible partners such
as the YMCA or other local health clubs, to be able to offer memberships for an extremely
discounted monthly rate or one-time fee.
First Videos – Summer 2022
The first videos to be posted onto the YouTube channel will be by the end of spring 2022
and will focus on mental health primarily but there will be other topics covered as well. The videos
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will be posted on the HELP website, but after the website revamp project is complete, it will be a
subpage of the Well Life webpage as well.
Goals
1. Provide free educational videos about health and wellness to help spread awareness of how
living healthier can also lead to a happier life.
2. Spread awareness about the importance of mental health and help end the stigma of it.
3. Provide easy access to programs or services related to health and wellness; i.e. memberships
to gyms or community clubs.
Goal Implementation
Goal One - Creating Regular Video Content
i.

Filming at least once a week for at least three videos at a time.
A. Each video will be about five to ten minutes in total and will cover a wide variety of
different topics related to physical, mental, and emotional health and wellness.
B. Some video topics we plan to publish first:
a) Mental Health: Why It’s Important
b) Mental/Physical Health Myth Busters (A Series)
c) COVID: An Overview (As well as monthly update videos)
d) Meal Planning & Prep: An Overview
e) “Power Up Time!” (Quick Exercise Routine - A Series)

ii.

Publish at least one video each week on YouTube, and all videos will also be available on the
official HELP website.

Goal Two - Spread Awareness About Mental Health
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Provide free content and resources that are available to the general public that is related to
mental health.

ii.

Attend or host public events that are focused on mental health and its importance.

iii.

Take advantage of social media platforms by posting content related to mental health, as well
as announcing any new video/blog content.

iv.

Build a network of podcast partners that pertain to mental health education and connect
them with the client base through a special playlist or channel.

Goal Three - Provide Easy Access To Health & Wellness Programs
i.

Build a network of professionals within the health and wellness field that will assist in
creating content and will also be available to the client base for assistance applicable to their
field and position.
A. Some examples of professionals we plan to have available
a) A nutritionist would assist in creating a healthy meal plan
b) A psychologist would offer counseling services
c) A personal trainer would assist in creating a workout plan

ii.

Partner with local health clubs and community recreational centers to offer free or
discounted membership/service fees.
A. Currently in the works is a partnership with the local YMCA.

iii.

Create a special webpage dedicated to listing local and virtual resources related to Well Life
or health & wellness in any way.

6.6 - LARS
Overview
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“Legal Assistance & Referral Service,” just as the name indicates. We connect people with
legal professionals and services that will assist with legal
situations that may come up, and provide a chance to speak to a
professional about any type of legal questions or concerns
without the extensive costs associated with professional legal
services.
Our organization understands that life can surprise you.
We at LARS believe that no one should have to fear the
unknown, and we understand that life can have a way of
catching you off guard. Because of this, one of our goals is to give comfort to our community by
bridging the gap between our legal professionals and services and the ones who need it who
otherwise may not have had an equal opportunity to take advantage of them. With our unique
matching intake service, our organization will do what we can to either assist through our in-house
legal department or provide referrals for one of our community legal partners.
Logo
The first design for this logo shows the scales of justice along with the project’s abbreviated name
on top and what it stands for at the bottom. The second is the script version to be used whenever
necessary.
Milestones
Building A Foundation – March 2022
Currently, we are building the foundation for this project
while also beginning to build our network of professionals
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within the legal field. At the moment, our Director of Legal, Michelle Bracco, is our primary legal
professional available for legal consultation; prospective clients are able to email her directly for any
assistance.
Goals
1. Provide low-cost or free legal services and referrals.
2. Match individuals with legal services and resources.
3. Host workshops on a variety of topics within the realm of law relevant to everyday life.
Goal Implementation
Goal One - Providing Referrals & Services
i.

Provide individuals with legal aid and/or advice on a variety of topics within the realm of law
by professionals within the field at no cost.

ii.

Provide referrals to legal professionals within our organization’s network to provide low-cost
or pro-bono representation.

Goal Two - Matching Our Community & Bridging the Gap
i.

We plan to come up with a unique system to better match clients with legal professionals and
resources to help improve the quality of services provided.

ii.

Host or attend community events where we spread awareness about our services as well as
the other legal resources available to all, especially low-income individuals.
a. Tabling/Booths
b. Library Visits
c. Visits To Other Public Spaces (such as cafes or parks)
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Goal Three – Legal Workshops
i.

Host workshops (in-person or virtually) on a variety of topics within the realm of law.
A. Collect topic suggestions from the community on a forum located on the project
webpage.

ii.

Host talk sessions with guest speakers from the legal community to educate on key topics
and also provide valuable information on how to represent yourself in legal proceedings.
A. We plan to reach out to public legal offices and other legal organizations to build a
foundation for our network of professionals within the legal field.
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CHAPTER SEVEN – FUTURE PROJECTS
7.1 – INTRO

In this final chapter, I will be explaining the planned future community projects which
HELP will offer. I will give a brief overview of each as well as a few other details. Again, these are
future projects that we as an organization want to make happen; they are not going to be available or
offered for at least another three to five years. If the opportunity arises for us to possibly make these
projects available sooner then we will definitely jump on it, but we don’t plan to offer any new
services other than our current community projects for at least another couple years from now.
Before I get into each of the future projects under HELP, I will give you some general but
important information about the homelessness crisis we are facing here in the United States. Once
that is concluded, then we will move on to the future projects divided up into sections. Each project
section will have a similar layout; first will be the overview of each future one, next will be a little bit
of background information and data about the primary causes associated with each future project,
and then finally I will end with providing the goals for each project.
Most At-Risk Populations
There are people who suffer from homelessness that you would never expect; it could be
someone who works three part-time jobs and is a single parent, but it can also be the guy who has
no kids and a good paying job. Things happen to us over which we have no control, but who exactly
are the most at-risk populations to become homeless? In 2020, the U.S. Department of Housing and
Urban Development completed its annual homeless assessment report; it was found that on a single
night there were over 580,000 people who experienced homelessness, a 2.2% increase from 2019;
this equated to about 18 of every 10,000 people within the United States. When it comes down to
the overall risk, it is significantly related to gender, race, and ethnicity (NAEH, 2021), but there are
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other key demographics that include age, sexual/gender orientation, mental stability, and physical
stability (see chart below).
Chart: Most At-Risk Individuals

Source: National Alliance to End Homelessness – State of Homelessness: 2021 Edition

LGBTQ
As represented in the pie chart, LGBT individuals make up about 28% of the homeless
population. There is a major stigma surrounding gender/sexual orientation, lack of acceptance, lack
of mental health support, and bigotry from family and community members; especially seen in
LGBT youth, they are 120% more likely to experience homelessness compared to those who
identify as cis-gender and or straight (Sheppard, 2021).
Veterans
As represented in the pie chart, veterans make up about 7% of the homeless population. As
few people are unaware, the transition from military life to civilian life can be very difficult,

Page

116

especially when the veteran suffers from conditions such as PTSD. They do have access to local
veteran services but sometimes there can be issues with receiving them due the lack of availability
(Sheppard, 2021).
Disabled Individuals
As represented in the pie chart, disabled individuals make up about 40% of the homeless
population. This type of population includes individuals that have a disability that is either physical,
mental, or a mix of both types; substance abuse/addiction is also a part of this category. Seen
especially in those who deal with mental illness, the lack of a support system and the lack of
accessibility to affordable care are the primary factors that make it difficult for them to maintain
daily living activities, such as maintaining a home or securing and keeping a job (Sheppard, 2021).
Common Disabilities/Medical Conditions Found:
Source: MedlinePlus.gov (Bethesda, 2020)

▪

Bipolar Disorder
▪

Major Depressive

Schizophrenia
▪

▪

▪

Disorder

▪
▪

Severe Infections
Lung Diseases (Ex.

PTSD

▪

HIV/AIDS

Bronchitis,

Severe Anxiety

▪

Malnutrition

Tuberculosis,

Substance Abuse

Pneumonia

▪
Domestic Violence Victims

As represented in the pie chart, victims of domestic violence at any level makes up about
12% of the homeless population. On average, twenty-four people become victims of rape, physical
violence, or stalking every minute; this equates to more than twelve-million individuals in the United
States (PlanST, 2021). When an individual is dealt a life-threatening or dangerous domestic violence
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situation, they are likely to be forced out of their home, ultimately making them homeless. If the
victim doesn’t have a job or has an addiction, children, or a criminal record…finding shelter can be a
challenge (Sheppard, 2021).
Causes and Challenges of Homelessness
For those suffering with homelessness, each individual experiences it differently but no
matter what they are part of a population that extremely vulnerable, they lack adequate housing and
income as well as the necessary supports to ensure they stay housed. The causes of homelessness
reflect a complex interaction between structural factors, systems failures and individual
circumstances. Some believe that a single major cause can be enough to make someone homeless
but in fact, homelessness is the result of a number of factors or issues. The main causes of
homelessness include the following:
▪

Structural Factors – Economic and societal issues that affect opportunities and social
environments for individuals; key factors include limited-to-no income, limited access to
affordable housing, limited health support, and then there are economic shifts on a
nationwide scale or even on a local scale.

▪

Poverty – Impoverished individuals and families are frequently unable to pay for necessities
such as housing, food, childcare, health care, education, and transportation; it can mean an
individual is just a step away from being homeless.
o Primary focus of “Packs”, “Attire for Change”, “Eatable”, & “Nourishly” (to help
those who need it most)

▪

Housing – A critical shortage of housing that is affordable as well as safe and stable is the
primary factor in homelessness; it is the most impactful factor and reaches a nationwide scale
but discrimination can also impede access to employment, housing, justice and other helpful
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services. Racial minorities and members of the LGBT community are at greater risk of such
discrimination.
o Primary focus of “Nest” (to provide a safe space)
▪

System Failures – These occur when other systems of care and support fail and ends up
requiring vulnerable people to turn to the homelessness sector, when other mainstream
services could have prevented this need. This causes a lack of support for various groups
such as immigrants and refugees or individuals suffering with mental illness.
o Primary focus of “PREP” & “CP&T” (to rehabilitate and develop)

▪

Personal Circumstances – This relates to the experiences an individual may experience within
their lifetime, and includes traumatic events such as job loss, personal crises such as domestic
abuse, challenges involved with mental health and/or addictions, and relational problems
such as family drama or issues.
o Primary focus of “LIF” & “Well Life” (to educate about better living)

▪

Domestic Violence – There is a major connection between domestic abuse and
homelessness. It is seen more predominantly within youth and women; usually the
individuals affected by this factor are forced to choose between abusive relationships and
being homeless.
(Ca, 2021)

A popular stereotype that is common for most individuals to believe is that the primary example of a
person suffering from homelessness is usually someone who is mentally ill or chemically dependent
(i.e., drug or alcohol addiction) but this just isn’t true. The same is said about individuals with some
other form of a disability (physically, mentally, or emotionally). Yes there are some individuals that
do prove these stereotypes to be true, but they are not the primary homeless population. Actually,
about one-third of the homeless population consist primarily of families. Overall, though, the
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immediate cause of housing loss is generally due to extreme poverty combined with bad luck or
judgement which ends up making a simple task such as paying the rent, impossible. Or maybe the
issue is poverty combined with the disruption in a domestic relationship that was the key factor for
support and housing (NAEH, 2009). Let’s face it, when you are extremely poor, there is little room
for error.
Shelter expenses from just a single episode of homelessness can equate to thousands of
dollars; up to $24,000 in New York. Some populations may require more resources and services.
People like those who have vulnerabilities related to generic, medical, or emotional factors, are
usually the ones who have more severe reactions to homelessness; issues that were manageable in
stable housing end up becoming more difficult.
A few real-life examples include the following:
▪

An individual in recovery from substance abuse/addiction may relapse easily

▪

An individual who takes medication on a daily basis, no matter the disability type, may be
unable to afford to get a refill on their prescription or they may forget to take it

▪

An individual may be stressed due to being in a mixed-gender shelter which could trigger
flashbacks of domestic abuse

▪

An individual suffering from HIV/AIDS that is stressing due to the loss of housing can
have their T-cell count to be affected
(NAEH, 2009)

Some assume that these examples are the root cause of an individual’s homelessness but in reality it
is often the result instead.
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7.2 – NEST
Overview
Nest is a future community project that will focus on providing housing to those suffering
from homelessness. According to the National Alliance to End Homelessness, of the overall
homeless population (580,466 total); 61.1% (354,386 total) is sheltered
whereas 38.9% (226,080 total) is unsheltered (NAEH, 2021); see column
chart below for a further breakdown. So, with this being known, the focus
for this project will be to help lower these numbers by providing housing to
those who need it most. Housing options will take the form of a mass co-ed
shelter or a group home. An important thing to remember is that
homelessness prevention services are meant to prevent homelessness. They
do not cure poverty, stabilize mental health or improve parenting but by preventing the stress and
disruption that accompany homelessness, instead they enable individuals to continue to make their
own choices, to address their life dreams and personal concerns from the safety of stable housing
(NAEH, 2009).
Types of Housing Services
There are two major types of shelters: emergency and transitional. Emergency shelters (aka
mass shelters) are usually the entry point into the homeless system, it is a critical service for those
who recently lost their housing but the thing about this type of shelter is that it is for temporary uses
only and are not healthy environments for family stability and children well-being. These shelters are
usually overcrowded and have a shared living space. Many of these shelters actually limit how long
families can stay, 25% of families only stay about less than a week. The usual stay for an individual is
about 28 days. It is not uncommon for these shelters to also be in poor condition due to low
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funding though. There was a study that found that the cost of an emergency shelter ranges between
$46 - $123 a night (or about $1,380 - $3,690/monthly) (NAEH, 2009). On the other hand, is
transitional housing (aka group homes) which offers a housing subsidy as well as supportive services,
for up to two years. They can take the form of apartments (usually for families) or larges houses
with individual rooms that are shared between 2-4 individuals. The average length of time someone
stays in transitional housing is about 157 days. Now even though transitional housing is more
helpful, it does have higher barriers compared to emergency shelters; most screen for motivation,
conduct drug tests, and require demonstrated willingness to work with the program through
engagement in services. Transitional housing may have more benefits and higher rates of success,
but it is also the most costly, it cost about $40 - $149 a night (or about $1,200 - $4,470/monthly).
Chart: Linear Homelessness Assistance Approach

Source: Urban Institute; Rapid-Rehousing – What the Research Says, 2015

Barriers to Securing Housing
Understanding the housing barriers, as well as the demands vs opportunities of the local
housing market, is key to assessing what the next steps are on how to help the various populations
that suffer with homelessness and how much priority to set for each category of individuals. Barriers
to obtaining housing can be understood in terms of the tenant screening criteria imposed by
landlords. For example, if a landlord screens out tenant applicants with criminal history, then
criminal history becomes the barrier to securing housing (NAEH, 2009).
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Chart: Total Number of People Experiencing Homelessness (Sheltered vs Unsheltered)

Source: National Alliance to End Homelessness – State of Homelessness: 2021 Edition

The most frequent reasons landlords deny a rental application include the following:
Criminal History Poor Rental History
Low Income

Poor Credit History

Poor Employment Record

This type of information is required when planning and implementing a homelessness prevention
program. It is impossible to know how difficult it will be to find housing for those who have tenant
screening barriers without understanding the cost of housing and the criteria landlords use to screen
prospective tenants. Knowing these details, you will be able to make a cost-benefit decision about
the funds and effort to invest to prevent housing loss. When developing a housing program, there
are five key principles that should influence the implementation of the overall plan (NAEH, 2009).
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Principle One: Crisis Resolution
Every situation that could result in homelessness is a crisis for the person experiencing it.
Principle Two: Client Choice, Respect, & Empowerment
People in crisis may feel paralyzed by the urgency and the potentially devastating
consequences of their situation; prevention services must help people in crisis regain a sense
of control and feeling of empowerment to actively overcome obstacles.
Principle Three: Provide the Minimum Assistance Necessary for the Shortest Time Possible
Providing “just enough” to prevent homelessness enables an organization to help more
people in crisis; this means that you must plan out how much of your resources are used on
a single individual, it could mean the difference between the next client being able to receive
assistance or not.
Principle Four: Maximize Community Resources
Conventional assistance agencies (state or federal funded and managed) are the backbone of
every community, so as an organization it is best to take full advantage of them by helping
clients apply for them as an additional resource offered on top of whatever services your
organization offers.
Principle Five: The Right Resources to the Right People at the Right Time
The earlier an organization mediates a housing crisis, the lower the overall costs will be; the
later the mediation, the more costly and the lower the success rate. In order to see full
success an organization should target individuals who have the highest risk of becoming
homeless but who also have a good chance of remaining housed if they receive assistance.
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Goals
1. To have at least two group homes or at least one shelter within the next 10 years.
2. Provide a safe haven for those who have nowhere else to go.
3. Provide an environment in which individuals feel more confidently about getting back on
their feet and help them develop an action plan with a simple timeline that works best for
them.
7.3 – LIF
Overview
LIF is a future community project that will focus on teaching
individuals of all ages about everyday life skills, on top of that, it will
also offer a STEAM education program for all students between the
ages of 6 and 19. LIF stands for “Learning Is Fun” and is
pronounced as “life” to stay with the theme of the project. STEAM
stands for “Science, Technology, Engineering, Art, & Music”, it is an
upgraded version of STEM which did not include “art” as a factor of
the program.
Why Life Skills?
Life skills consist of the skills that many people take for granted, such as managing personal
finances, how to invest, how to cook, how to manage your house and household, how to complete
small chores like washing clothes, and so much more. They are essential for living independently;
some people experiencing homelessness don’t actually possess all of these skills if any, either because
they never learned or because they forgot due to extended periods of homelessness. By offering life
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skills classes to those suffering from homelessness can help them reenter society as a working and
much more knowledgeable member. The primary purpose it to not just offer assistance but to
promote self-sufficiency (Helfrich & Fogg, 2007).
Life skills touch on three broad categories and are as follows:
1. Core Skills
a. Examples Include: numeracy, literacy, information technology, etc.
2. Independent Living Skills
a. Examples Include: budgeting and paying bills, household management, appointment
keeping and contacting services, etc.
3. Social Skills
a. Examples Include: interpersonal skills, dealing with disputes, developing
self-confidence, managing social networks such as LinkedIn, etc.
Not only do life skill classes encourage independency but it also helps stabilize people with mental
illness and improves their ability to maintain housing (Helfrich & Fogg, 2007).
Why STEAM?
For many students (no matter the age), science and math are difficult subjects to grasp but
with STEAM programs; students get an in-depth hands-on kinesthetic learning experience that not
only develops their creativity and imagination, but it also kindles critical thinking which helps
improve science and math skills. Thinking critically and evaluating information can cause students to
climb any mountain in almost every career field (Harp, 2022).
The benefits include the following:
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▪

Builds Problem-Solving & Creativity Skills

▪

Encourages Students to Try New Things

▪

Builds Collaboration & Leadership Skills

▪

Encourages the Application of Knowledge

▪

Encourages Independent Thinking
(Harp, 2022)

Not to mention it is also a great distraction for children who are suffering from poverty and or
homelessness within their household.
Goals
1. Team up with local schools to provide STEAM educational programs as an after-school
activity.
2. Partner with a local community center or library to offer life skills classes for anyone
experiencing poverty or homelessness.
3. Build a virtual library of life skill classes and make them available through YouTube and the
organization’s website.
4. Offer free English classes to immigrants/refugees (or essentially anyone who does not have
English as their first language).
5. Build a network of education professionals to assist with any classes and to act as
mentors/advisors to young clients.
7.4 – PREP / CP&T
Overview
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PREP stands for “Prepare, Ready, & Educate People” and
CP&T stands for “Career Prep and Transitioning”; both projects
actually go hand-in-hand and will target the same populations. These
future projects are focused on just as what the names stand for; they are
to assist those suffering from poverty and or homelessness with
bettering their lives through the power of learning. All clients will meet
with a representative or social worker to figure out what their plan of
action is in order to be successful in their future endeavors. One of the
services will be to help clients obtain their GED or high school diploma
if they do not have it already. Once they have that, they can move forward
with the PREP program, which means they will be able to attend
technical skill classes to earn certifications in various career fields, such as home health aide or
electrician. Once they finish any educational classes they graduate to the CP&T program. With
CP&T, the mission is to find the client a job that meets their needs and matches their skill sets.
The Role of Education
Insufficient income, employment and education are major contributing factors of people
cycling in and out of homelessness; finding a proper resolution is the key to assisting individuals and
that is why PREP and CP&T are on the list to becoming official programs of HELP, hopefully in
the near future. Developing education, training, and employment (aka ETE) programs for people
experiencing poverty and or homelessness is different that doing so for the housed population,
because of factors such as lack of permanent housing, inability to maintain proper hygiene or
nutrition, physical or mental health and/or addictions issues… There is a strong need for skill-based
training including job readiness skills (as well as life skills – LIF) this is because the average
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education levels of people experiencing homelessness are dramatically lower than the general public
which causes obstacles when attempting to seek formal employment (Helfrich & Fogg, 2007).
The Role of Employment
Meaningful and sustainable employment is the key to creating and maintaining housing
stability. Things like unemployment, underemployment, and low wages are relative to rent and are
frequent causes of homelessness and burden millions of families with the risk of becoming homeless
themselves. Connecting individuals experiencing or at-risk of homelessness with job training and
placement programs is critical to ensure they have the told they need for long-term stability and
success. Creating an accessible path to a job doesn’t end just with training and placement; other
services that can, and should, include access to are things such as affordable childcare or even
transportation assistance. Having these other miscellaneous assistance services will dramatically
increase the likelihood that individuals will be able to retain employment (NCH, 2013).
Chart: Education Level of Those Suffering from Homelessness
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Source: Journal of Prevention – Outcomes of a Life Skills Intervention for Homeless Adults

Goals
1. Build a network of professionals within the field of social work or counseling, to assist with
in-processing into either program.
2. Partner with other nonprofit organizations with focuses on education and career
training/transitioning.
3.

Partner with technical/trade schools in order to provide classes to our clients at an
extremely discounted fee or at no cost (which would be our goal).

4. Partner with temp. agencies to expand the reach of possible jobs for clients.
7.5 – HELP PR/ACROSS BORDERS
Overview
HELP PR, which stands for “Helping Everyone Live Prosperously – Puerto Rico”, and
HELP Across Borders or two future project that will put us on an international scale. “PR” would
obviously be focused on Puerto Rico whereas “Across Borders” will focus more on third
world/developing countries such as Kenya, India, Haiti, Brazil, Mexico, or even Thailand. My
HELP Centers
What I plan to do with this program, is to build facilities that I call “HELP Centers” within
impoverished countries in both highly populated regions but also more remote regions to ensure we
are helping as many people as we can. The overall goal of the HELP Centers is to not only offer a
facility in which individuals can go to for a variety of services but also to help the country itself by
only using construction resources the country has available. Doing this will create a positive
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economic impact which will benefit the whole country and not just the individuals we are assisting.
We will hire local residents to complete the actual construction of the centers and then once it is
built, we will hire locals to operate and work at the centers along with temporary (a contract lasting
no more than a year) professional volunteers, such as nurses or teachers, from the United States.
Now this project will not be an easy feat nor will it be inexpensive; it’s going to take a lot of time,
hard work, and financial resources to make this possible, but I am dedicated to my mission of
“helping everyone live prosperously”. See image below for a rough draft of the basic floor plan for
the HELP Centers.

Goals
1. Put the first HELP Center in Puerto Rico within the next 15 years.
2. Get in contact with global nonprofit organizations and agencies (such as the UN or Red
Cross) to start researching ways to make HELP Centers a reality or at least be able to do
trips in which we come to assist more remote populations.
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3. Start building a network of volunteers and professionals that would be willing to donate their
time to providing services to impoverished countries.
7.6 – CONCLUSION
As we close off this chapter and this thesis, it is important that I note a few things.
▪

The idea for HELP and all of the community projects (both active and future; minus
Nourishly partly) are from my own thoughts and creations. I created all of the logos minus
the primary HELP logo, in which I had some help on but overall they are all my own
designs.

▪

All of the future community projects are set us goal programs in which I plan to make a
reality but they are planned for at least five years from now.
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