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What do for-profit and non-profit businesses have in common? Is a nonprofit organization a business unit? If yes, what does it entail? What are the critical institutional aspects to consider in running a present-day nonprofit organization? The presentation will concentrate on the use of new technologies in two of several important prerequisites of a well-run and sustainable nonprofit business – communication and data management. In pertaining to the above we will look at the many facets of a virtual “communication” tool such as website as well as the importance of relational database systems in managing data, information and knowledge, and their present role and future potential in allowing nonprofit organizations to answer to their constituencies in a rapidly changing environment. 

INFORMATION ON THE PRESENTER

Peter Mészáros (1972), graduated from the Comenius University and the University of Economics in Bratislava with a Bachelor of Arts in political science and business administration respectively and The University of Chicago Divinity School where he received an M.A. in religious studies.  Peter has been working in the nonprofit sector for several years both in Slovakia and the United States (US Peace Corps, Slovakia; Pacific University Language Institute, Oregon; California School Leadership Academy; California; Institute for Public Affairs, Slovakia). Presently he attends to issues of organizational development and economic sustainability of nonprofit nongovernmental organizations. To this purpose Peter has recently founded a servicing nonprofit named TRILOBIT that engages in projects of organizational planning, website and database development, publicity material text development and production, and grant writing. 

*************************
MAIN POINTS OF THE PRESENTATION 

The nonprofit business that is to deliver its services and thus attend to its stated mission, vision and values in an effective (to maximize its impact) and efficient (to minimize its cost) way finds itself in a situation that is very similar to the one of the for-profit business. As well as a for-profit business an NGO functions on the “market” trying to identify and subsequently respond to its needs and demands. As well as a for-profit business an NGO attempts to approach the members of its target groups and service directly to identified recipients and beneficiaries. An effective and efficient service delivery is crucial for any NGO that intends to run a sustainable operation on a long-term basis, and their measure is among critical variables in attracting donor funds and securing their adequate allocation.
In this sense NGOs find themselves in a situation where they are to learn to utilize what were once considered for-profit business-related tools such as: marketing tools, data and information management tools, financial management tools, human resources development tools, communication tools and other. 
In this presentation we will pay closer attention to new technology tools, in particular data and information management and website communication tools and their function. 

Data management

Most common problems the NGOs experience:

Data are not centralized, they are spread throughout the organization, old data are not archived in an adequate way or at all, data are difficult to locate, hard to retrieve, burdensome to analyze, the information has never been documented and stored.  
At some point people in the organization might want to know:

· how many book publications and/or working and discussion papers did we sell in the last three years? How many did we donate? What was the overall income generated from such sales? How was it spent? Who bought our works? Do we keep track of our customers? Who do we keep informed on new releases? Do our customers also subscribe to our newsletter? What are the trends in our sales? Is there a hidden potential to get better?
· how many participants take part in our events – seminars, lectures, get-togethers? How many of them attend our events on regular basis and show deeper interest into the work we do? Which ones would be willing to give a hand, if situation requires? Could some of them be approached with a request for volunteer involvement and/or donation? Do we keep track of attendees from past events? What is their feedback? Do we archive it?
· how many people took part in our benefit gala? Which ones attend repeatedly? What is their average donation? Has it changed over the years? Do some of them volunteer for us? Are they on our mailing list? What do we know about them - what is their history with us? 
· how much money did we allocate in funding local projects three years ago compared to the last year? Does the number of awarded organizations grow or stays about the same? Does the number of applicants grow gradually from year to year? What is the present demand for funding compared to previous years? To what extent are we able to satisfy demand?
· etc . . . .

Much of this information is needed for the organization to be able to see where it was in the past, where it is in the present, and where it’s heading; to be able to analyze the success rate of its service delivery; to learn possible past mistakes; to evaluate its present potential, strengths and weaknesses; identify missed opportunities; be able to suggest remedial action if necessary, engage in strategic planning; etc. 

In many cases however the information is very difficult and extraordinarily time-consuming to locate: Where do we find all this data? What information is on whose computer? Do these data still exist? Have they been erased already? Are they complete? Does somebody archive it at all? Who is it? etc, etc.  

The way to approach the problem

Managing data by utilizing database applications could be an answer to the problem. Nowadays technology allows us to build and utilize so called relational database systems, where individual data are stored in a way when they relate to each other and communicate. Relational database systems allow us to create a centralized platform where we can store all our data in one place. In other words, it allows us to create an organized storage for all our data, where they rest ready to be retrieved in a fast and efficient manner. With a press of a button retrieved data can be further viewed (in any form and/or combination we choose), analyzed, calculated, printed out, published onto the website, etc. 
Database systems further allow us to move from simple data management to information management, and further to knowledge management. A datum in the database could be a pure number or a name. However, once we apply contextual information (the number represents the amount of seminar participants who also purchased our working paper) datum suddenly changes into an information. If such an information is further embedded into a note that concludes that much few working papers as usual have been sold possibly due to wrongly positioned display table, we can talk about documenting knowledge.
Under the circumstance, when the employee responsible for event marketing leaves the organization or goes on maternity leave and is replaced by another worker who takes over the agenda, thanks to the database system all the information stays with the organization ready to be followed upon by a new hire or temporary replacement. Here we already talk about managing knowledge that stays with the organization regardless the employee fluctuation.  
Website communication

Websites have become a very powerful communication tool that beats geographical limitations and allows to disseminate information in much less expensive way (compared to printed material dissemination, phone calls, personal visits, etc). Even more, websites are living organisms that can continually be changed and updated in terms of textual information, graphic design, in ways of receiving feedback and comments (emails, message boards, etc), and can hold an “unlimited” amount of information that can travel the site any way we decide according to our site administration guidelines.  
Institutional websites can serve several functions. The ones we will pay brief attention to are as follows:

a) presentation tool

b) information tool

c) marketing tool

d) fundraising tool

a) website is a great presentation tool, where the home page is a virtual entry gate into the organization and as such needs to be kept organized and attractive. The home page is in a way organization’s showroom that attracts the visitor, pulls him or her further in in order to get to know us, and refer our site to others. That’s why both the look and organization of the institutional home page is very important. Badly designed and organized home pages as well as poor navigation systems frustrate the user and reflect badly on our organization. 
b) the website as a whole is a great information tool. It informs on the organization, on its programs, projects, products and services – anything that is understood as worth to be communicated to the variety of NGO’s constituencies (program beneficiaries, journalist, donors, government officials, etc). It is important to understand that the website does not need to be limited to the NGO’s individual outputs only. The website gives the NGO a power of being a great and valuable information resource by providing links to other organizations working in the field (partner organizations) and other pools of information related to its work that rest on a variety of web pages throughout the country and/or region. 

c) website is definitely a great event and product marketing tool that enables the organization to inform on the schedule of its events, seminars, book presentations, get-togethers, etc., as well as reached conclusions, transcripts and/or outputs of such events. It also enables the NGO to present its paid-for-products over the internet and market them in an appropriate and user-friendly way. Sometimes is enough to allow the customer to download an order form from the website and send it via post mail. Other sites might allow for the customer to fill out the form right on the website and send it into the system by pressing a Send button. Other NGOs can go as far as building the whole internet store where the customer can put his or her merchandise in a cart while browsing the site, and later choose from delivery options, payment options, etc. 

d) website as a fundraising tool is becoming more and more important. Since the website presents who we are, and informs on what we do, it becomes a great place for a perspective donor to visit if he or she would like to learn more about the organization. The website in this sense serves as an extended arm of organization’s publicity materials. Publicity materials can refer to the website, or even its exact page for more information to further communicate to the constituency member in more detail. Prospective donor-oriented pages are becoming a widely-used fundraising tool, however we must not overestimate its power and potential. In terms of fundraising however, it is not the website’s only function to raise funds but also allow room for donor thank-yous, and providing the information on how the donated funds have been utilized and spent.
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