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Cost-Effective Strategies for 
Greening Your Organization

Charitable Giving Hits
Record $306 Billion

Working with
Outside Consultants

At various points in its develop-
ment, your organization may 
benefit from the expertise and 
insight that only an external con-
sultant can provide. But without 
the right selection process and 
procedures in place for working 
with a consultant, bringing in an 
outside advisor can prove a waste 
of time and money.

Here are some tips for hiring 
and making the most of outside 
consultants:

Define exactly what advice and/or
services you require. When your 
organization needs help with a 
specific project or fundraising cam-
paign, identifying the reasons why 
a consultant’s services are required 
is not difficult. But what if the needs 
of your organization are less clearly 
defined? Bringing in a consultant to 
“improve efficiency” is far too
broad an objective. Before begin-
ning the recruitment process, 
attempt to identify the weaknesses 
in your organization that should 
be addressed and the specific goals 
you want assistance in achieving. 
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Cost-Effective Strategies for 
Greening Your Organization

Motivated by the desire to make the world a 
better place, operating in harmony with green 
principles should come naturally to not-for-
profit groups. But, like all consumers of energy 
and materials, even well-intentioned nonprofits 
can find reducing their carbon footprint and 
avoiding pollution to be a challenge. Fortunately, 
there are many simple steps your organization 
can take to improve its environmental practic-
es—and save money at the same time. 

A good place to start is in the office. Com-
puters, mobile phones, faxes, and printers can 
eat up considerable amounts of electricity, and 
some electronics contain particularly harmful 
substances that can pollute the environment and 
damage health. The Electronic Product Envi-
ronmental Assessment Tool (www.epeat.net), a 
project of the Environmental Protection Agency 
(EPA) and the Green Electronics Council, can 
help you assess the energy consumption of the 
equipment your organization is currently using,
as well as the impact on the environment of 
manufacturing and disposing the devices. 

If you discover that some of your organiza-
tion’s office computers or printers are wasteful 
or potentially harmful, trading them in immedi-
ately may not be the solution, as throwing away 
these devices has its own negative environmental
consequences. Instead, consider strategies for 
minimizing the use of equipment, such as re-
minding staff to turn off computers when they 
leave their desks for longer periods of time and 
setting all equipment to switch automatically 
into sleep mode when not in use. 

When the time comes to replace equipment, 
look for devices that are energy-efficient and 
manufactured with a minimum of toxic materi-
als. Rather than disposing of equipment, look 
for opportunities to donate devices that are still 
functional. If IT equipment can no longer be 
used, send the devices to a recycler capable of 
disassembling the equipment responsibly. Your 
organization can also conserve funds, as well as 
protect the environment, by purchasing refur-
bished equipment. 

While a completely paperless office may not
be a possibility, your organization may be able 
to reduce the amount of paper it currently con-
sumes. Ask several employees to meet and dis-

cuss how paper is used in the office. They may,
for example, conclude that certain tasks that 
currently involve paper can be performed elec-
tronically. Send a report summarizing the group’s 
findings to all staff members and volunteers via 
email, reminding them to think before printing. 

Nonprofits should also be aware of the types 
of paper they use and how paper products are
disposed. If your office does not have one already,
implement a recycling system for paper and other 
office products, especially those that contain toxic 
substances. Local suppliers should be able to pro-
vide your organization with high-quality recycled 
paper, both for daily use and for printed market-
ing and informational materials. A wide variety 
of green office products, such as toner and adhe-
sives, are now available from many suppliers at 
increasingly low prices. 

Heating and cooling also consume considerable 
amounts of energy in most offices. Employees 
should be encouraged to control the temperature 
by closing doors and turning down the thermo-
stat at night. Shades, fans, and natural ventilation 
can go a long way toward cooling indoor spaces. 

There are many other ways to conserve elec-
tricity. Install motion sensors instead of turning 
on all lights every morning, and rely whenever 
possible on natural light. Switch from incandes-
cent to fluorescent lighting where appropriate,
but make sure that all fluorescent bulbs are 
disposed of safely.  

Driving and other forms of travel produce 
carbon dioxide emissions that may be contribut-
ing to climate change. If possible, allow some of 
your employees to telecommute at least part of 
the time or to work a four-day week. Some 
organizations have created incentives to encour-
age employees to take public transit, carpool, 
cycle, or walk to work. Look at ways to reduce 
the number of long-distance trips your staff 
takes, especially when flying is required. 

Ask employees and volunteers for their ideas on
how the organization can improve its environmen-
tal practices, and integrate some of their sugges-
tions into management’s efforts to create a more 
eco-friendly workplace. As changes are imple-
mented, ask staff for feedback on how well the 
program is working and what additional steps 
might be taken to accelerate the greening process.  
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continued from page one
WORKING WITH OUTSIDE CONSULTANTS

Determine what type of consultant is right for 
you. While most nonprofits will select consul-
tants who have experience in working with not-
for-profit organizations with missions similar 
to their own, your organization may wish to 
consider hiring a consultant with a more varied 
background. In some cases, for example, con-
sultants whose primary experience is in working 
with business clients can provide a fresh perspec-
tive and more effective advice than a consultant 
who specializes in the nonprofit sector.  

Ask around. If you are uncertain about how to 
find a consultant who meets your organization’s 
needs, contact profes-
sional associations or other 
nonprofit organizations for 
recommendations. Take 
advantage of opportunities 
to interview representatives 
of these groups about their 
experiences with indi-
vidual consultants or with 
consulting firms. These 
contacts may also be able 
to offer advice on consult-
ing fees or even on how 
to access some consulting 
services on a pro bono 
basis. You should, 
however, avoid selecting a 
consultant simply because 
he or she is a friend or family member of an 
employee or manager in your organization. 

Prepare an RFP and collect proposals and bids. 
Once your organization has determined what it
hopes to accomplish by hiring a consultant, 
include these requirements in a “request for 
proposal” (RFP) to be distributed to potential 
candidates. Ask each interested party to submit 
a proposal and to bid on the fees and reimburs-
able expenses. Examine each proposal carefully, 
asking additional questions or interviewing candi-
dates where appropriate. Eliminate any proposals 
that are not presented professionally or that fail 
to include the information you have requested. 

Draw up a contract. After a candidate has 
been selected, prepare a legal agreement that 
outlines the services that the consultant is ex-
pected to deliver, dates for completion, and a 

schedule of payment. Have the consultant sign 
the contract before beginning the work. 

Cooperate as fully as possible with the consul-
tant. Keep in mind that even the most qualified
consultant cannot be of assistance without input 
and cooperation from members of your organi-
zation. Before the consultant arrives to do the 
job, make sure that the appropriate people in 
your organization have made time in their sched-
ules to meet with the consultant and provide him 
or her with the necessary information. Prepare 
any background materials on your organization 
the consultant might find useful in advance. 

Remember, too, that con-
sultants should not be made 
responsible for doing the 
work of management or of 
regular employees. Instead, 
consultants should be seen 
as a source of expert advice 
on how staff members can 
perform their duties more 
effectively, even after the 
consultant’s work is finished. 

Put the consultant’s pro-
posals into practice. Even 
after spending consider-
able amounts of money to 
have a consultant address 
an issue or solve a prob-

lem, many organizations fail to take seriously 
the consultant’s advice or to translate his or her 
recommendations into action. Your organization 
should weigh carefully each of the consultant’s 
findings and make clear decisions about whether, 
and how, the organization will put these sugges-
tions into practice. 

Evaluate the consultant’s performance. After 
the consultant’s ideas have been implemented 
and enough time has passed for the results to 
become apparent, analyze the impact of the 
actions taken, and ask members of your organi-
zation to assess the usefulness of the consultant’s 
work. This can help you determine whether your 
organization’s original goals in hiring the consul-
tant were met and provide you with insight into 
how your organization can make effective use 
of consultancy services moving forward.   
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Charitable Giving Hits
Record $306 Billion
 

Amounting to an estimated $306.39 billion 
in 2007, charitable giving in the United States 
exceeded $300 billion for the first time in histo-
ry, according to a report prepared by the Center 
on Philanthropy at Indiana University for the
Giving USA Foundation. 

The study found that giving rose an estimated 
3.9% in 2007, with every type of public charity
seeing an increase in donations. At the same 
time, however, the study found that private 
foundations, which are not technically public 
charities, experienced declines in giving.

Researchers attributed the increase in dona-
tions to public charities in 2007 to the perfor-
mance of the stock market in the first half of the 
year, overall growth in the economy measured 
by gross domestic product, and increases in cor-
porate and personal income as reported at the 
end of the year. 

Commenting on the study’s findings, Giving 
Institute chair George C. Ruotolo, Jr. observed 

that a strong start to the economy at the start 
of the year helped lift giving in 2007, “despite 
worries at year’s end from gasoline prices or the 
housing and mortgage crises.” 

The report also included results from a survey 
that asked 366 charities about their fundrais-
ing practices, as well as the impact they believe 
national events had on giving in 2007 and will 
have in 2008. 

“Charities we surveyed have concerns about 
2008 for the economy and the stock market and 
the impact they will have on giving,” said Del 
Martin, chair of Giving USA Foundation. 

However, Martin added, this year’s survey 
“showed that a clear majority of charities in 
the public-society benefit arena are not worried 
about the impact the presidential campaign will 
have on their fundraising.”  


