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The weak economy has affected many individuals as well as businesses, and this 

is also the case with nonprofit organizations. NPO’s rely on fundraising efforts to fund 

their organizational goals and therefore getting their message out to their desired 

publics is the key to their success. This study examined the current methods that NPO’s 

use to disseminate messages to their publics, as well as finding which methods they do 

not utilize. Diffusion of Innovations (Rogers, 2009) was used as the theoretical 

framework for this study. The researcher used survey methodology to conduct this 

study and a questionnaire was created by the researcher and was distributed to 27 

development officers of health-related NPO’s in North Central Florida. Upon analyzing 

the results, it was found that e-mail and use of the Internet were the most used 

technology-based communication methods used by the NPO’s surveyed. Blogging and 

Pod Casting were among the least utilized technology-based communication strategies. 

It was unknown to the researcher as to why these methods are not utilized. It was 

recommended by the researcher that further research be conducted in this field of 

study. Particularly, qualitative research was suggested in order to understand why 
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certain strategies are utilized and others are not. It was also recommended by the 

research for NPO’s to make use of more technology-based communication strategies in 

order to make better use of funds and reach a more extensive audience.   
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CHAPTER 1 
INTRODUCTION 

Nonprofit organizations help those in need. These organizations are often funded 

by corporations as well as individuals. As the economy is in a state of crisis and 

everyone is watching every penny they spend, charity is often the first to be cut. Since 

giving to charity is a luxury for most people, it is logical to understand why this would be 

the case. As individuals struggle financially, so do nonprofit organizations and therefore 

they are not able to help as many people as they once were.   

 Nonprofit organizations are “entities formed to provide social services rather than 

being formed to seek a profit” (Connors, 2001). Nonprofit organizations have a deep 

and rich record. Historically, people were forced to “tackle problems on their own and 

often found it useful to join with others in voluntary organizations to do so. The result 

was the creation of voluntary fire departments, schools, adoption societies, and many 

more organizations” (Salamon, 1999, p. 11). This was because communities were 

formed before the government, and therefore, people had to come together to act upon 

the greater good of the people.  

Even after governments came into existence, moreover, Americans were 
often reluctant to use them, fearing the rebirth of monarchy, or bureaucracy. 
Therefore, citizens still had to take matters into their own hands until they 
could persuade their fellow citizens that government help was needed. 
Once created, these organizations then often continued in existence even 
after government entered the scene, frequently helping government meet a 
need (Salamon, 1999, p. 11-12). 

 Since nonprofit organizations have a long history, it is easy to see why they fit 

into society. They were started to fill a gap in which the government did not/could not fill, 

and this is still the case today. “The market is excellent for handling those things we 

consume individually, such as shoes, cars, clothing, etc…but the market does not 
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handle very well those things that can only be consumed collectively, such as clean air, 

national defense, or safe neighborhoods” (Salamon, 1999, p. 12). These examples are 

a perfect way to demonstrate the distinct need for nonprofit organizations because 

these are commodities that everyone needs in order to survive. “Nonprofit organizations 

allow groups of individuals to pool their resources to produce collective goods they 

mutually desire but cannot convince a majority of their countrymen to support” 

(Salamon, 1999, p. 12). These organizations allow these groups to have support both 

financially and emotionally. 

The nonprofit sector functions as a first line of defense, a flexible 
mechanism through which people concerned about a social or economic 
problem can begin to respond immediately without having to convince a 
majority of their fellow citizens that the problem deserves a more general, 
governmental response, (Salamon, 1999, p. 15). 

The nonprofit sector in the United States, can be defined as a collection of entities 

that are organized, private, nonprofit distributing, self-governing and voluntary, 

according to Salamon and Anheier (1997). A key feature that distinguishes nonprofit 

organizations from other organizations is that they do not receive a bulk of their income 

from the sale of goods and services in the market, but rather from dues and 

contributions of their members and supporters (Salamon & Anheier, 1997). Legally, 

nonprofit organizations are defined as an incorporated entity that qualifies for exemption 

from federal income tax under any of the twenty-six specific subsections of the Internal 

Revenue Code (Hopkins, 1987). Futhermore, O’Neill (1989) defines nonprofit 

organizations as private organizations which serve a public purpose benefiting society.  

“The rules concerning the creation of NPO’s are essentially a subject for state 

laws. A few NPO’s are chartered by the U.S. Congress, but nearly all are formed under 
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state law. An NPO must be created in one of three forms: a corporation, an 

unincorporated association, or a trust,” (Connors, 2001, p. 894).  

 In many cases today, most nonprofit organizations are established as a special 

classification of corporations. “A corporation is formed by filing a set of articles of 

incorporations…An NPO’s articles of organization and/or operational rules should 

contain provisions stating the organization’s purposes and addressing the organization’s 

structure and administration” (Connors, 2001, p. 895). The articles of incorporation 

include an outline of the NPO’s bylaws, board of directors, whether or not there will be 

members within their organization, committees, procedures, as well as other mandated 

inclusions, (Connors, 2001). 

 Since nonprofit organizations are important as well as numerous in the United 

States, there are tax laws that are made specifically for this sector. Tax laws in the U.S. 

contain many sections where organizations can claim exemption from federal income 

taxes as nonprofit organizations (Salamon, 1999). Although there are many different 

types of nonprofit organizations, only public-serving organizations are labeled as tax-

exempt under Section 501(c)(3) of the federal tax law, according to Salamon (1999). “In 

addition to being tax exempt from taxes themselves like all nonprofit organizations, 

501(c)(3) organizations are also eligible to receive tax-deductible gifts from individuals 

and corporations,” (Salamon, 1999, p. 24). This allows the individuals as well as 

corporations to deduct their contributions from their personal income when reporting 

their taxes. “To be eligible for this status, organizations must operate ‘exclusively for 

religious, charitable, scientific, literary, or educational purposes’,” (Salamon, 1999, p. 

24). 
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 Nonprofit organizations are abundant in the United States, and the numbers have 

been constantly growing. Currently there are more than 1.5 million nonprofit 

organizations in the United States alone (Foundation Center, 2009). Many of these 

nonprofit organizations are registered as a 501(c)(3), which is probably the most 

commonly known nonprofit designation especially because there are many sub-groups 

within this sector. Soup kitchens, hospitals, art galleries, universities, advocacy and civic 

action groups and museums are among the many different sub-groups (Salamon, 

1999). 

Health-related nonprofit organizations engage in health related activities, providing 

health care, administration of health care services, and health support services 

(Salamon and Anheier, 1996). Although many of these nonprofit organizations have 

strong ties with hospitals, they are not necessarily located in a hospital. “Nonprofit 

organizations have a substantial share of the U.S. health care markets. They care for 

approximately 70% of all inpatient cases in acute care hospitals, and for half of the 

market for inpatient specialty mental health treatment and substance abuse treatment,” 

(Frank & Salkever, 1994, p.129). These nonprofits are located throughout the state of 

Florida, as well as the United States, but this study specifically examines health-related 

nonprofits in North Central Florida.  

Health-related nonprofit organizations, as well as the many other sectors of NPO’s 

engage in fundraising in order to fund their organizations goals. Fundraising can be 

defined as 501(c)(3) organizations seeking gifts from various sources (National Society 

of Fund Raising Executives Institute, 1986). Since there are many different types of 

nonprofits, there are also many different terms for the employee/volunteer who 



 

18 

oversees all of the fundraising efforts. For the purpose of this study, the person who 

manages fundraising will be referred to as the development officer.  

Fundraising relies heavily on the effective use of communication, especially in the 

world of nonprofits. Nonprofit organizations have begun to borrow proven marketing 

techniques from corporate America because competition for donor dollars has heated 

up intensely, and fund-raising techniques themselves - in direct mail, TV, special events 

- have become far more sophisticated (Troy, 2005). Through utilizing effective ways to 

communicate with their publics, nonprofit organizations have come to realize that proper 

use of public relation techniques is crucial to their success. Troy (2005) stated that 

public relations must build awareness of the organization and position it as a valuable 

contributor to society; create an environment to enhance fund-raising opportunities 

among target audiences such as foundations, corporations, volunteers, and individual 

donors; and educate and persuade target audiences about an issue or cause. 

 Diffusion of Innovations (Rogers, 1995) is concerned with the way in which a 

message is communicated through different channels. This is incorporated into 

nonprofits on a daily basis because their main goal is to share their message with their 

audiences. The rate at which individuals, or organizations, adopt a new idea is very 

different. Because of this, Diffusions of Innovations has incorporated adopter categories 

to identify this rate of the individual or organization.  

Skill is often considered when evaluating a new innovation. Whether or not an 

individual or organization uses a new idea is often dictated by the individual’s skill base 

of this innovation. Relevancy is another component to this evaluation. If an individual or 

organization does not deem an innovation as ‘relevant’ then they will not go the extra 
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step to learn how to use the new product or service. These elements are crucial when 

examining the adoption and use of new technologies, whether in a nonprofit or 

corporate setting.  

Research Problem 

As nonprofit organizations have begun incorporating ideas and ways of 

communication from corporate America, they are experiencing changing communication 

channels. As technology is ever-evolving, ways in which people communicate with one 

another are changing as well. Using technology to communicate is something that many 

corporations do on a daily basis, but nonprofit organizations have had a hard time 

keeping up with technology due to lack of resources and adoption practices. “Nonprofits 

have limited resources – they lack adequate time, workforce, skills and finance to 

achieve the mission they or society have established for then. As consequence, they 

must become experts at securing these additional staffing, skills, and financial 

resources,” (Baker, 2000, p. 273). This has especially affected fundraising within these 

nonprofit organizations.  

 Organizations that rely primarily on traditional methods are finding it 
tougher to sustain fundraising and other forms of constituent support. Now, 
the data are beginning to amass on “early adopter” nonprofits that began 
incorporating the Internet into their operations a year or two ago. The 
numbers make a compelling case for groups to go online in a big way, 
especially in the current challenging environment for philanthropy (Bhagat, 
2004).  

 As indicated above, fundraising is a crucial part of a nonprofit organization and 

key to its survival. The current state of the economy impacted the success of 

fundraising efforts. “The period of the past 16 months is already well chronicled in the 

popular lexicon as a recession. The recent data are consistent with the view that this 

recession will endure longer and be deeper and broader than most” (Warsh, 2009, ¶ 3). 
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With the economy being classified as in a recession, it is inevitable that the nonprofit 

sector will feel the effects of this. Development officers within the many nonprofits need 

to stay updated on what methods are effective in this tough economic time in order to 

keep their nonprofit afloat.  

 In order for nonprofit organizations to stay alive, development officers need to be 

creative in their fundraising efforts. Many fundraising efforts (direct mail, telephone 

solicitation) have worked in the past, but since the economy has changed the world in 

many ways, fundraising efforts also must change. Use of technology is one way to 

accomplish this. “Technology can help you increase your donations, communicate 

better with your supporters, and strengthen your relationships with your high-value 

donors” (Blackbaud, 2005, ¶ 3). Integrating technology into fundraising allows 

organizations to manage relationships with their supporters more effectively, have better 

accountability and stewardship, allow for online donations and recurring giving, and 

maybe most importantly,  save time (Blackbaud, 2005).  

Purpose and Objectives 

The purpose of this study was to examine the use of technology-based 

communication strategies used by health-related nonprofit organizations in their 

fundraising campaigns.  

The following specific objectives will be addressed in this study: 

1. to identify the extent that health-related NPO’s use technology-based 
communication strategies to disseminate messages, 

2. to describe the differences which exist among health-related NPO’s use of 
technology-based communication strategies, and 

3. to identify the current stage of health-related nonprofit organizations in North 
Central Florida, according to the Innovation-Decision Process in regards to use 
of technology to disseminate information, and  
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4. to describe the differences which exist among health-related NPO’s current stage 
in the Innovation-Decision Process, and 

5. to describe the self-reported skill of technology-based communication strategies 
in fundraising, and 

6. to describe the self-reported relevancy of technology-based communication 
strategies in fundraising, and 

7. to report the Mean Weighted Discrepency Scores for comparing skills and 
relevancy of technology-based communication strategies in fundraising. 

Significance of Study 

 As the economy has been in a state of crisis, this has, and will continue to have 

an effect on the nonprofit sector, due to the fact that nonprofit organizations rely on 

donations from their supporters. Researching the current techniques used by these 

nonprofits in this tough economic time will allow development officers to know and 

understand why certain communication methods are better than others when attempting 

to disseminate messages to their public. This study will benefit the health-related 

nonprofits in North Central Florida that are currently struggling to find the funds to 

continue their charitable work. They will be able to utilize the proper communication 

methods in order to reach their desired audience, and therefore, more successful in 

securing the needed funds.  

Focusing on areas of technology being utilized will provide a better understanding 

of the current status of nonprofits in regards to technology-based communication. This 

study will gather the necessary data to better equip nonprofits for their future 

development efforts. By providing this information, it will allow development officers to 

understand the importance of choosing the proper method to deliver their message. 

This may then lead to reaching more audiences and eventually more funding. 
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Definition of Terms 

1. ADOPTER CATEGORIES – the classifications of members of a social system on the 
basis of innovativeness; (1) innovators, (2) early adopters, (3) early majority, (4) 
late majority, and (5) laggards (Rogers, 2003) 

INNOVATORS – high interest in new ideas, which leads to quick adoption of 
new innovations (Rogers, 2003). 

EARLY ADOPTERS – not too far ahead of the average individual, decreases 
uncertainty about a new idea by adopting it and then evaluating the 
innovation (Rogers, 2003). 

EARLY MAJORITY – adopts new ideas just before the average member of a 
system (Rogers, 2003). 

LATE MAJORITY – adopt new ideas just after the average member of a 
system, they are very skeptical about new ideas and are often pressured to 
try a new innovation (Rogers, 2003). 

LAGGARDS – the last in a social system to adopt an innovation (Rogers, 
2003). 

2. COMPATIBILITY – the degree to which an innovation is perceived as being 
consistent with the existing values, past experiences, and needs of potential 
adopters, (Rogers, 1995, p.15) 

3. COMMUNICATION- process by which participants create and share information with 
one another in order to reach a mutual understanding (Rogers, 1995, p.18). 

4. COMMUNICATION CHANNELS – the means by which messages get from one 
individual to another (Rogers, 1995, p.18).  

5. COMPLEXITY – the degree to which an innovation is perceived as difficult to 
understand and use (Rogers, 1995, p.16). 

6. DEVELOPMENT OFFICER- the liaison between the nonprofit organization and its 
donor publics. 

7. FUNDRAISING- the seeking of gifts from various sources as conducted by 501(c)(3) 
organizations (National Society of Fund Raising Executives Institute, 1986). 

8. HEALTH-RELATED NONPROFIT ORGANIZATION- organizations that engage in health 
related activities, providing health care, administration of health care services, 
and health support services (Salamon and Anheier, 1996). 

9. INNOVATION-DECISION PROCESS – the process through which an individual (or 
other decision-making unit) passes from first knowledge of an innovation, to the 
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formation of an attitude toward the innovation, to a decision to adopt or reject, to 
implementation and use of the new idea, and confirmation of this decision 
(Rogers, 1995, p.20). 

10. MASS MEDIA CHANNELS – means of transmitting that involved a mass medium, 
such as radio, television, newspapers, and so on, which enable a source of one 
or a few individuals to reach an audience of many (Rogers, 2003, p.18).  

11. NONPROFIT ORGANIZATIONS (NPOS)- private organizations which serves a public 
purpose benefiting society (O’Neill, 1989) 

12. NORTH CENTRAL FLORIDA- this area includes the counties of (1) Gadsen, (2) Leon, 
(3) Wakulla, (4) Jefferson, (5) Madison, (6) Taylor, (7) Hamilton, (8) Suwannee, 
(9) Lafayette, (10) Dixie, (11) Columbia, (12) Union, (13) Bradford, (14) Gilchrist, 
(15) Alachua, and (16) Levy, as defined by the state of Florida 
(www.floridacountiesmap.com/northcentral.shtml).  

13. OBSERVABILITY – the degree to which the results of an innovation are visible to 
others (Rogers, 2003, p.16).  

14. REINVENTION – the degree to which an innovation is changed or modified by a 
user in the process of adoption and implementation (Rogers, 1995, p.17). 

15. RELATIVE ADVANTAGE – the degree to which an innovation is perceived as better 
than the idea it supersedes (Rogers, 1995, p.15) 

16. TECHNOLOGY – is a design for instrumental action that reduces the uncertainty in 
the cause-effect relationships involved in achieving a desired outcome. A 
technology usually has two components: (1) a hardware aspect, consisting of the 
tool that embodies the technology as a material or physical object, and (2) a 
software aspect, consisting of the information base for the tool (Rogers, 2003).  

17. TECHNOLOGY ADOPTION – a decision to make full use of an innovation as the best 
course of action available (Rogers, 2003, p.21).  

18. TRIALABILITY – the degree to which an innovation may be experimented with on a 
limited basis (Rogers, 2003, p.16). 

Limitations 

The first limitation was the fact that the results of the study will be self-reported. 

Because the fact that the participants will be filling out the questionnaire themselves 

leaves room for error and inaccurate results which can occur in the study. The results of 
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the questionnaire are limited to development officers within health-related nonprofit 

organizations in North Central Florida.  

The questionnaire was designed by the researcher and will not have been used in 

previous research. The researcher used a web-based questionnaire in order to 

accommodate the participants being surveyed, which could have impacted the 

response rate and self selection bias.  

Assumptions 

The following assumptions were made by the researcher in conducting this study. 

The researcher assumed that the health-related nonprofit organizations participating in 

this study engaged in fundraising and have a development officer, whether employed or 

a volunteer. Also that health-related NPOs had development officer with access to the 

information needed in the study and were willing to share this information with the 

researcher. And the respondents were truthful in their answers to the survey instrument. 

Summary 

Many nonprofit organizations have a hard time keeping up with technology due to 

the lack of resources, and this has especially affected fundraising efforts within these 

nonprofit organizations. In addition, the current state of the economy also had a large 

impact upon the success of fundraising efforts. As the economy has been in a state of 

crisis, this has, and will continue to have an effect on the nonprofit sector. The 

objectives of this study were to identify what methods are currently being used to 

disseminate messages within health-related nonprofit organizations; to determine if the 

benefits of using technology-based communication strategies outweigh the costs as 

perceived by the nonprofit organizations, and to identify the current stage of health-

related nonprofit organizations in North Central Florida, according to the Innovation-
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Decision Process in regards to use of technology to disseminate information. By 

researching the current techniques used by these nonprofits in this tough economic 

time, the results will allow development officers to know what communication methods 

are more successful when attempting to disseminate messages to their public. 
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CHAPTER 2 
REVIEW OF LITERATURE 

The nonprofit industry is one that works for the benefit of society, and therefore, is 

funded by the people it serves. The economy is in a state of crisis, and this has affected 

many industries including the nonprofit sector. With this impact, fundraising within 

nonprofits has gone through many changes in recent times, including the ways in which 

these nonprofits communicate their messages to their audiences. The objectives of this 

study are to identify the extent that health-related NPO’s use technology-based 

communication strategies to disseminate messages; to describe the differences which 

exist among health-related NPO’s use of technology-based communication strategies; 

to identify the current stage of health-related nonprofit organizations in North Central 

Florida, according to the Innovation-Decision Process in regards to use of technology to 

disseminate information; to describe the differences which exist among health-related 

NPO’s current stage in the Innovation-Decision Process; to describe the self-reported 

skill of technology-based communication strategies in fundraising; to describe the self-

reported relevancy of technology-based communication strategies in fundraising; and to 

report the Mean Weighted Discrepancy Scores for comparing skills and relevancy of 

technology-based communication strategies in fundraising.  

Theoretical Framework 

The guiding theoretical framework for this study is Diffusion of Innovations 

(Rogers, 1995). “Diffusion is the process in which an innovation is communicated 

through certain channels over time among the members of a social system. It is a 

special type of communication, in that the messages are concerned with new ideas” 

(Rogers, 2003, p.5). Because diffusion deals with messages about new ideas, this also 
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involves a certain degree of uncertainty in regards to the adoption of the new idea 

(Rogers, 1995). “Getting a new idea adopted, even when it has obvious advantages, is 

difficult. Many innovations require a lengthy period of many years from the time when 

they become available to the time when they are widely adopted” (Rogers, 1995, p.1). 

In regards to time, the speed in which an innovation is diffused is dependent on many 

factors. “There is the obvious suggestion that the speed of diffusion is positively related 

to the competitiveness of the industry or market” (Warner, 1974, p. 5). The adoption of 

an innovation is much faster in more competitive situations, whereas in more sheltered 

industries, the adoption process can take more time.  

 Another theory that was considered for this study was Uses and Gratifications 

(Katz, Blumler, & Gurevitch, 1973). This theory considers the audience analysis of their 

personal gratification once a certain innovation is used. For the purpose of this study, 

Diffusion of Innovations (Rogers, 1995) was a better framework for this study so it was 

used primarily.  

Elements of Diffusion 

“The four main elements [of the diffusion process] are the innovation, 

communication channels, time, and the social system” (Rogers, 1995, p.11). 

Innovations are ideas, practices, or objects that are seen as new to an individual or 

social system (Rogers, 1995). “Innovations that are perceived by individuals as having 

greater relative advantage, compatibility, trialability, and observability and less 

complexity will be adopted more rapidly than other innovations” (Rogers, 1995, p.16). 

Communication is the way in which individuals communicates the innovation to others, 

whereas the channel is the method in which individuals deliver the message. Time is 

considered as the period of time, which it takes an innovation to be communicated and 
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adopted or rejected. “A social system is defined as a set of interrelated units that are 

engaged in joint problem solving to accomplish a common goal,” (Rogers, 1995, p.23). 

All four of these elements are crucial in understanding the adoption and rejection 

process, but the idea of a social system is a key element. “Diffusion is a kind of social 

change, defined as the process by which alteration occurs in the structure and function 

of a social system. When new ideas are invented, diffused, and adopted or rejected, 

leading to certain consequences, social change occurs (Roger, 1995, p.6). The element 

of a new idea is something that is different for individuals. The newness of the idea, 

practice or object for the individual determines the individuals reaction to it (Rogers, 

1995). Newness of an idea or product is not necessarily related to knowledge. People 

can know about the idea or product for some time, but if they have not developed a 

favorable attitude, accepted or rejected it, the idea or product is still considered ‘new’ to 

them (Rogers, 1995).  

  Although innovations are often new ideas, there is also the idea of reinvention. 

Reinvention is when an innovation is changed or modified in some way by the user 

during the process of adoption (Roger, 1995). The idea of reinvention occurs more often 

than many realize. Although some innovations are impossible to reinvent, there are 

many innovations that are more flexible in nature and allow users to change the 

innovation to more suitable for their purposes. Regardless of whether the innovation is 

new or a reinvention, questions regarding what the innovation is, how it works, why it 

works and the innovations consequences, advantages and disadvantages, often arise 

(Rogers, 1995). 
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In the most recent cases, technological innovations are the ones that have been 

analyzed in regards to diffusion. Although “technology” and “innovations” are often used 

synonymously, an innovation is not always a technological advance (Rogers, 1995).  

Innovation-Decision Process 

 “The innovation-decision process is an information-seeking and information-

processing activity in which an individual obtains information in order to gradually 

decrease uncertainty about the innovation” (Rogers, 1995, p.20-21). There are five main 

steps in the innovation-decision process: (1) knowledge, (2) persuasion, (3) decision, 

(4) implementation, and (5) confirmation (Rogers, 1995). During the innovation-decision 

process, the user can either choose to adopt or reject the innovation. This decision can 

also be changed at a later point (Rogers, 1995). The innovation-decision process can 

vary in the length of time that the individual takes to go through the process. It could 

take a few minutes to a few years, depending on the individual. Although many 

innovation-decisions are made at the individual level, this decision can also happen at 

an organizational level. “When an innovation-decision is made by a system, rather than 

by an individual, the decision process is more complicated because a number of 

individuals are involved (Rogers, 1995, p.22).  

Adopter Categories 

The way in which to categorize individuals in regards to the innovation-decision 

process is by adopter categories. These adopter categories are identified as (1) 

innovators, (2) early adopters, (3), early majority, (4), late majority, and (5) laggards 

(Rogers, 1995). Innovators are individuals whose interests in new ideas lead them out 

of their local social system to more cosmopolitan social relationships (Rogers, 1995). 

These individuals often have many relationships with other innovators even if they are 
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geographically distanced (Rogers, 1995). Many other prerequisites for innovators that 

include financial resources to allow them to try new innovations, even if they fail; high 

degree of technical knowledge and comfort; ability to cope with high degree of 

uncertainty about an innovation; and respect by other members of a social system 

(Rogers, 1995). Innovators may also provide local trials for others who are skeptical of 

trying new innovations, so that they can see how it works and how it can benefit their 

lives (Rollins, 1993). 

Early adopters are more a part of the local social system than innovators (Rogers, 

1995). This is the group of individuals that adopters look to for advice on new 

innovations and often considered to be the individual to check with before trying a new 

idea (Rogers, 1995). Early adopters know that they are highly respected in the social 

circle, so they make informed decisions, all the while being more willing to try new 

innovations before the mass majority. “The early adopter decreases uncertainty about a 

new idea by adopting it, and then conveying a subjective evaluation of the innovation to 

near peers through interpersonal networks. In one sense, early adopters put their stamp 

of approval on a new idea by adopting it” (Rogers, 1995, p.283).  

“The early majority adopts new ideas just before the average member of a system” 

(Rogers, 1995, p.283). Although these individuals interact with their peers, they do not 

hold positions as opinion leaders within their social systems (Rogers, 1995). Early 

majority individuals often deliberate before adopting a new idea, therefore, the 

innovation-decision period is longer that those of innovators and early adopters. 

Because of where the early majority lie on the adopter category scale, they are an 

important link in the diffusion process. They just before the majority of the social system 
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but just after the first few to adopt a new innovation and the early majority makes up one 

third of all members of a system (Rogers, 1995).  

Following the early majority is the late majority. “The late majority adopt new ideas 

just after the average member of a system” (Rogers, 1995, p.284). The late majority 

also makes up one-third of the social system, but it adopts new innovations for different 

reasons. “Adoption may be both an economic necessity for the late majority and the 

result of increasing peer pressures” (Rogers, 1995, p.284).  The late majority is wary of 

new innovations, and the idea of peer pressure is essential in the innovation-decision 

process for them. They also usually have less financial resources, so a great deal of 

uncertainty must be eliminated before they will adopt a new innovation (Rogers, 1995). 

Laggards are the final adopter category in the diffusion-innovation process and 

also the final group of individuals to adopt a new innovation. They hold almost no 

opinion leadership and are the most localite of all adopter categories (Rogers, 1995). 

These individuals are seen to have very traditional values, and their decisions are often 

based on what has been done previously (Rogers, 1995). They tend to be very 

suspicious about new innovations as well as opinion leaders, and their innovation-

decision process tends to be very lengthy (Rogers, 1995).  

In addition to adopter categories, the innovation-decision process is also 

measured by the rate of adoption. “The rate of adoption is usually measured by the 

length of time required for a certain percentage of the members of a system to adopt an 

innovation” (Rogers, 1995, p.23). This length of time varies for individuals, as well as 

organizations but in any case, it helps to saturate the channels with the message so that 

people receive it as much as possible. A study by Rollins (1993) concluded that not all 
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adopters will use one information source exclusively to receive their information. By 

saturating multiple channels with the same message, it will allow a broad audience to 

receive the message, as well as individuals receiving the message multiple times.  

Communication Channels for Nonprofit Organizations 

 “Communication can be split into two parts – the message or content, and the 

channel it’s transmitted on” (Communication Improvement Free Resource Center, 

2009). The channels are just as important as the content of communication because if 

the message is delivered in a way that is not appropriate for that particular audience or 

situation, the message may not be received well, or at all. Communication channels 

have both strengths and weaknesses and knowing these are key.  

A diverse array of communication techniques have been used by companies to 

disseminate their information. Some of these techniques are audio (tapes/CDs), 

videotape, CD-ROM, letters, memos, reports, printed material, email, Internet, radio, 

TV, one-on-one interaction, meetings, phone, and video conferencing (Features from 

Fastrak Consulting, 1998). Because nonprofits have the limitation of funds, resources 

and people, some of these techniques are not plausible, although they may be the best 

choice.  

Face-to-face communication is the most basic and traditional form of 

communication. “As more communication up and down the line at work is done 

electronically, face-to-face discussion can easily fall by the wayside” (Martin, 2007, ¶ 1). 

This basic form of communication is often the best way to get a response from the 

receiver of the message. Because the interaction is immediate and visual, both parties 

are able to feed off of body language and nonverbal cues. This face-to-face interaction 

allows a relationship between the parties to be built. “Once this foundation is 
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established, it enables the other forms of communication. Having a personal connection 

builds trust and minimizes misinterpretation and misunderstanding” (Martin, 2007, ¶ 4).  

Another form of communication is that of printed material, in the form of 

newsletters, brochures, pamphlets, books, magazines, and reports (Berndtson, 1970). 

These works can encompass the mission, vision and/or goals of an organization so that 

this information is easy to distribute to the public. These printed materials are often 

inexpensive to produce, and therefore, are widely used in nonprofit organizations. 

Because of the inexpensive nature of printed materials, the distribution is often wide and 

has the potential to reach community leaders (Berndtson, 1970).  

Email has quickly become one of the most popular ways in which to communicate. 

“A recent report estimated that over 7 trillion emails were sent worldwide last year…and 

the average office worker new gets between 60-200 messages a day,” (Friedman, 

2004). As this number continues to rise every day, it is important to note email as an 

effective way to communicate, whether internally or externally from the business. Email 

has become the way in which businesses, as well as individuals communicate with each 

other most of the time. It is a quick and easy way to communicate and allows individuals 

to cross borders without even leaving their office or home.  

Traditionally, techniques like direct mail, phone calls, and special events are still 

used in many nonprofit organizations in today’s society (Hager, Rooney & Pollak, 2002). 

Many nonprofits rely on a mixture of techniques and the traditional methods still apply. 

Since there is a diverse audience that nonprofits must reach, they need to make use of 

many different tactics so that they can capture a large section of their target public. 

There are many different approaches to fundraising, just as there are many different 
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organizations that populate the nonprofit sector, and this fact complicates efforts to 

understand fundraising (Hager, Rooney & Pollak, 2002). 

In addition to traditional methods of communication, the Internet has increasingly 

become the most common way of communication in many industries. Although many 

nonprofit organizations do in fact have websites, these websites could be used for many 

reasons. Goatman & Lewis (2007) found that websites are also a communication tool 

used by nonprofit organizations. This study found that “charities consider the most 

fundamental purpose of their websites to be providing information to raise awareness of 

the charity and its mission. Features that require greater technical capability such as 

transaction and interaction are much lower priorities” (Goatman & Lewis, 2007, p. 37). 

By using the Internet as a communication tool these nonprofit organizations are able to 

break down geographic walls since they can communicate to more than just the people 

within one community. They can utilize the Internet in order to communicate their 

messages as well as many other applications.  

Technology in Nonprofits 

The Internet has encroached upon many industries in the United States, and that 

includes fundraising. Waters’ (2007) study aimed to evaluate how nonprofit 

organizations currently utilize the Internet as a communication tool. He used the 

Chronicle of Philanthropy to get a random sample of nonprofits and then analyzed the 

websites. They were evaluated on the concepts of accountability, fundraising practices, 

and interactive communication strategies. The results concluded that top rated 

nonprofits include their annual reports, goals, and mission statements on their websites, 

and lower rated nonprofits often use a sales approach by using technology and 

terminology to process online donations (Waters, 2007).  



 

35 

 The use of the Internet as a fundraising tool increased dramatically after the 

terrorist attacks in NYC on September 11, 2001. After these attacks people wanted to 

contribute, financially, in order to help those that were affected and more than $100 

million was collected for disaster relief (Waters, 2007). This also came with more and 

more nonprofits allowing donors to contribute online. “Prior to 2001, roughly 50% of the 

nonprofit organizations on the Philanthropy 400…organizations had online donation 

capabilities. By the end of 2001, the number had risen to 80%. Currently, 95% of 

Philanthropy 400 organizations accept online donations” (Waters, 2007, p.60).  

 Since the Internet has become a major way to do business today, websites are a 

huge part of this process. Sargeant, West & Jay (2007) examined the relational content 

of nonprofit Internet sites. After realizing the significant impact the Internet has on 

today’s society, the researchers thought that it would also have a significant impact on 

fundraising within nonprofits. The researchers found that “accessibility, accountablilty, 

education, interaction and empowerment are significantly correlated with the number of 

new donors a site is able to attract, and that accessibility, accountability, and education 

are also highly correlated with the total value of online donations offered” (Sargeant, 

West, & Jay, 2007, p.141). In the case of the sample websites, it was found that 

education and accessibility were the only well-developed portions, leaving out 

accountability. They found that customization was not correlated with performance of 

donors but this was thought to be a result of the fact that not many nonprofits have the 

resources and capability to truly customize the experience when a donor visits the 

website.  
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The researchers suggested that if nonprofits focus on enhancing each of these 

components, they will be more successful. “Nonprofits should make it easy to give, 

offering a facility to make a donation or a link to such a facility on every page of the site. 

It is essential that donors find it easy to navigate to the giving section of the site at the 

point at which they are motivated to give” (Sargeant, West, & Jay, 2007, p.151).  

“Technology is changing so fast it has become almost impossible to keep up. 

Every year something new hits the market; whether it's the coolest gadget or the next 

version of a critical software application, [and] nonprofits are not immune to the 

changing societal landscape. Technology has fundamentally altered the way people 

interact, and nonprofit organizations need to adapt to the changing conversation in 

order to maintain and advance fundraising efforts” (Guidestar, 2007, ¶ 1).  

Some fundraising methods that are suggested for nonprofits to utilize are 

highlighted in an article by Guidestar (2007). Multi-channel fundraising has been 

suggested for nonprofit organizations to allow multiple ways to contact their audience in 

order to increase the saturation of the message. “Constituents today get information 

from a variety of sources. Some may read the local paper in the morning, check the 

website of a national news organization during the day, and watch television news in the 

evening” (Guidestar, 2007, ¶ 3). The key to accomplishing this successfully is that the 

message stays the same. No matter what form or how many times the message is 

delivered, it needs to be consistent so that individuals constantly hear/see the same 

thing and do not become confused (Guidestar, 2007). This does not mean that the call 

to action has to be the same for each channel that is used because all channels are not 

the correct vehicle for all call to action requests (Guidestar, 2007).  
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Social media is also a suggested way for nonprofit organizations to communicate 

with their prospective donors. Although social media are seen as social networking, they 

are much more than this. “[Social media] encompasses all on-line tools designed to 

share content, including social networking, blogs, and wikis, to name a few,” (Guidestar, 

2007, ¶ 6). Social media allow for global convergence between many organizations and 

their audiences, since it allows for two-way communication. “These new communication 

mediums do not displace the traditional methods that have worked for years but rather 

add to the pool of communication choices,” (Guidestar, 2007, ¶ 6).  

In addition to strong communication with donors, social accountability is a key to 

success for nonprofit organizations. “Many nonprofits know they need to demonstrate 

financial accountability to their board of directors, but many forget to expand 

accountability – including how specific gifts are used – to donors and constituents,” 

(Guidestar, 2007, ¶ 10). This allows for transparency between the nonprofit organization 

and its audience, and when this is achieved, trust and stronger relationships are built. 

“Constituents want to know where their donations went, how they were used, and what 

impact they made,” (Guidestar, 2007, ¶ 11).  

Fundraising 

 Fundraising is the act of soliciting for financial support for a non-commercial 

cause (BusinessDictionary, 2009). This can be by an individual but is mostly referred to 

in reference to organizations. Nonprofit organizations utilize fundraising as a tool to gain 

financial support to fund their goals. Fundraising can come in many forms, from a 

school fundraiser to a special event hosted year after year, these are tailored to the 

audience that they are intended to reach. Each organization is different in the ways they 
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choose to fundraise but one thing they all have in common is that they need to be 

building a donor base.  

In addition to gaining financial support, fundraising is also about building 

relationships. The only way for an organization to raise money continuously is by 

developing a donor base that is loyal to the organization and this is done by building 

relationships (Klein, 2001). “Focusing on building a donor base rather than on simply 

raising money means that sometimes you will undertake a fundraising strategy that 

does not raise money in the first year” (Klein, 2001, p. 13).  

Fundraising must constantly evolve in order to be successful. Although many of 

the techniques and strategies have been around for many years, there are also new 

advancements that are used within the fundraising world.  

 An emerging strategy for many nonprofits is to have a fundraising staff. This may 

seem surprising but since nonprofits operate on such a small budget, many jobs within 

the organization are combined so that one employee has the responsibility of many 

jobs. This is becoming a struggle for the current nonprofits and therefore they are 

utilizing the idea of having a staff member(s) solely for fundraising. While this is not 

technically a new approach, the idea of hiring a professional fundraiser has become the 

trend.  

This can be done one of two ways; first, the organization can hire someone on as 

the full-time or part-time fundraising professional for that particular organization and 

second, the organization can hire contract workers to do the fundraising work. Hiring a 

full-time or part-time staff person allows the organization the benefit of having that 

professional in-house and available at all times, while a contracted professional is only 
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available for the time they are paid. Contracted professionals are usually hired to do 

things such as writing grant proposals, organize special events and conducting other 

essential fund-development tasks (Hager, Rooney & Pollak, 2002).  

“There are times in the life of almost every group when a fundraising consultant or 

trainer can be very helpful” (Klein, 2001, p.325). The contractors can train and motivate 

people, create fundraising plans, set up a database, conduct campaigns, assist board 

members, recommend structural changes, help hire fundraising staff, as well as many 

other things. There are limitations to what the consultants can do. They are unable to 

actually solicit money, use their personal contacts, raise money or guarantee their work 

(Klein, 2001).  

 Hager, Rooney & Pollak (2002) also found that contracting with professional 

fundraising firms to solicit funds and hold special events on behalf of the organization 

has become a current trend in fundraising. They surveyed nonprofits and found that 8% 

of those surveyed did use professional fundraisers. Although this number seems low, it 

increased by two percent over the previous year (Hager, Rooney & Pollak, 2002). This 

use was also found to more prevalent in some sectors of fundraising, than in others. For 

instance, “education nonprofits are four times more likely to hire a professional 

fundraising firm than health nonprofits,” (Hager, Rooney & Pollak, 2002). 

Direct mail 

 Direct mail is a marketing tool that uses a mail service to deliver promotional 

material to the target audience (Entrepreneur, 2009). This method of fundraising 

encompasses many different marketing materials such as brochures, catalogs, 

postcards, newsletters and sales letters. By using direct mail, the organization is able to 



 

40 

control many aspects, including who receives the message, what is included and when 

the message arrives (Entrepreneur, 2009). Direct mail is the most used means used by 

nonprofit organizations to recruit new donors (Warwick, 2009).  

 Although direct mail is extremely time consuming and detail oriented, it is the 

most cost-effective way in which to gain new donors (Warwick, 2009). This method also 

shows the most success in the long-run so immediate results are not always 

showcased. This is often because donors gained from direct mail campaigns become 

major donors with proper stewardship processes.  

Special Events 

 Special events are a common way for nonprofits to fundraise. These are social 

gatherings of all sorts that expand the reputation of the organization, they serve more as 

informational event than a money-making event, although they do usually produce 

funds for the organization (Klein, 2001). Special events are used to build upon 

relationships that are already created, as well as build new relationships. Because of 

the variety of special events, as well as the flexibility, they are great ways to allow 

people to interact with other donors of the cause. These events have three main goals; 

to generate publicity, the raise visibility of the organization, and to bring in (new) money 

(Klein, 2001).  

Phone 

Phone fundraising is a successful method of fundraising. Although many complain 

about getting phone calls asking for support, this continues to be one of the most 

successful ways to fundraise. “Phone-a-thons continue to pull a greater percent of 

response than direct mail, and they are an excellent way of reaching a large number of 

people with a (somewhat) personal message (Klein, 2001). The key to a successful 
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phone fundraiser, is to make it personal. By appealing to a specific audience, it allows 

the volunteer, who is making the phone calls, to engage the listener and gain their 

support. Preparation is essential when putting together a phone fundraiser. This 

includes preparing a list of people who will be called, setting a date, writing a script, 

writing letters to those people who need more information about the organization/cause, 

determining how many volunteers you need, find a place, and recruiting volunteers 

(Klein, 2001).  

Personal Solicitation 

A traditional, but effective, method of fundraising is personal solicitation. Asking for 

a donation in person is one of the most effective ways to fundraise. “If you ask someone 

you know for a gift they could afford to a cause they like there is a 50% change they will 

give something. Of the 50% that say yes to your request, half of them will give you the 

amount you ask for…this is a much higher response rate than you can get with any 

other kind of fundraising” (Klein, 2001).  

 Although this is one of the most effective ways to fundraise, it is also the most 

difficult strategies to implement. Asking someone for money is an uncomfortable 

situation, therefore, it takes experience and confidence to do this well.  

 One way to use the traditional method of personal solicitation, is that of door-to-

door canvassing. “Canvassing is a technique that involves a team of people from your 

organization going door-to-door requesting contributions for your group’s work” (Klein, 

2001). This is best utilized when the work that the organization is doing directly affects 

those that are being solicited for money. By canvassing those who are affected, it is 

more likely that financial donations will be given. Demographics are key in this method 

of fundraising. Without the proper research, the fundraiser could be a failure.  
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Major Gifts  

Major gifts are also part of the fundraising process. Major gifts are relative to the 

organization, therefore, they fluctuate in amount. For one organization a major gift could 

be $1,000 and for another it could be nothing less than $10,000. In a major gift 

campaign, it is important to set goals. Setting goals allows the entire organization to 

work together towards the same thing. Once again, these goals are relative to the 

organization, just as the amount of a major gift is. A list of potential donors should be 

compiled before solicitation begins as well (Klein, 2001). Once goals are set and a list of 

prospective donors is made, it is then time to solicit. While the campaign is in motion, 

regular meetings should be held to stay focused, and a celebration should be held at 

the conclusion of the campaign to announce the amount raised, as well as recognize 

those major donors (Klein, 2001).  

Use of Technology in Fundraising 

The Internet has changed the world of fundraising tremendously. More than 50 

million Americans use the Internet, and this number continues to grow every day (Klein, 

2001). Because of this statistic, it is important to reflect this in fundraising efforts 

otherwise a large audience will be ignored. Barrett, Balloun & Weinstein (2005) found 

that nonprofit organizations need to focus on developing a creative climate and learning 

orientation; continually scan their environments for new market information, act upon 

this information, and disseminate the knowledge throughout the organization; act 

proactively to use this knowledge to introduce new ideas and techniques; and use 

cross-functional, empowered groups to analyze, create, and implement marketing 

responses into dynamic environments.  
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Websites 

 One way in which to stay connected with the audience constantly is by using a 

website. Websites are a wonderful way to keep the audience informed on current issues 

as well as a large contributor to the fundraising industry. Olsen, Keevers, Paul & 

Covington (2001) found that most nonprofit organizations currently have websites. 

These sites are used for sharing information with those already interested in the 

organizations, as well as those who would like to know more. The key component to a 

website is to keep the content fresh and up-to-date.  

 Olsen, Keevers, Paul, & Covington (2001) stated that most of the sites that were 

studies did provide useful and important information about the organizations purpose. 

For instance, for health-related causes, educational information was available to the 

visitors of the site on that specific health issue. This information was educational in that 

it discussed the health issue as well as treatments and preventative measures, if 

appropriate (Olsen, Keevers, Paul, & Covington, 2001).  

 Contact information is often included on the website as well. This is true for both 

national and local chapters. Phone numbers are often listed, along with e-mail 

addresses, and physical addresses, although this is not always the case. Olsen, 

Keevers, Paul, & Covington (2001) found that most websites lacked the source of two-

way communication. It was suggested that in addition to hosting a website for the 

nonprofit organization, that the organization also develops an e-mail strategy.  

 Ingenhoff & Koelling (2008) found that the potential of the Internet is still not 

being utilized to it full capacity. They found that although many nonprofit organizations 

use a website to convey information to visitors and to ask for the visitors information for 

further contact, they miss out on the opportunity to build relationships through two-way 
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communication. They suggest that technologies such as forums, chat rooms, user 

surveys, call-back options, podcasts and blogs should be utilized more to enhance 

relationships (Ingenhoff & Koelling, 2008). 

E-mail 

E-mail is one of the most common methods that utilize the Internet to fundraise. 

This encompasses the traditional method of direct mail, but allows the process to move 

faster, as well as serve a larger audience for less money. “In terms of price, it is 

probably the only form of direct marketing that will cost you only $10 to reach one 

thousand people interested in what you have to say” (Burko, 2009). Although e-mail 

does have many similarities to traditional direct mail, it should not be assumed that the 

same approach can be used. Instead, e-mail should be considered an additional mode 

of communication and seen as a complement to the strategies already utilized (Olsen, 

Keevers, Paul, & Covington, 2001). Email, should be used to further develop 

relationships with donors, as well as build new relationships.  

This process of integrating e-mail campaigns into the fundraising strategy is easy 

and allows for much creativity. E-mails can be sent to any or all of the e-mail addresses 

that are collected by the organization and can contain text, images as well as links to 

videos and other sites. Most nonprofit organizations use e-mail to send their 

newsletters, promotional ads and thank you messages (Burko, 2009).  

Online donations 

 In addition to hosting a website, developing an e-mail strategy, creating a way for 

donors to give online is pertinent. Perhaps the most common and effective way to let 

donors to give is by allowing them to donate money online using their credit or debit 
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card (Hooper, & Stobart, 2002). Online giving has grown in the past several years and 

people are increasingly gaining confidence in donating money online.  

 Olsen, Keevers, Paul, & Covington (2001) found that from a donor’s perspective, 

many nonprofit organizations made it neither easy or compelling to donate online. Of 

the 14 sites studied, there was not one that stood out as a model website. This is a 

problem that needs to be addressed if the organizations want to continue to increase 

their funding. From a fundraising perspective it needs to be a top priority to enhance the 

online experience for the visitors. Olsen, Keevers, Paul, & Covington (2001) 

recommend that the fundraisers focus on enhancing donation visibility, streamlining and 

improving giving processes, actively nurture personalized donor relationships and 

growing.  

 In the past several years, nonprofit organizations have made this a priority. 

Waters (2007) found that organizations used a variety of ways to let the visitors know 

about ways to donate. “The vast majority (70.6%) placed a link to the online donations 

page on the site’s permanent menu; others used graphics to highlight their online 

donation capabilities (9.4%) and text boxes that are not part of the permanent menu 

(8.7%). Nine organizations (5.6%) had the ability to collect donations online but did not 

provide a link to it on their home page, and nine organizations did not use the Internet 

for fundraising” (Waters, 2007, p. 66). 

 Waters (2007) also found that many nonprofit organizations are following suit of 

other for-profit companies and allowing a third party to process their donations. As much 

as 30% reported that the organization was using a third party (Waters, 2007). When 

using this technique, it is important to be sure that the processing is done on a secure, 
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encrypted server. Whether the nonprofit organization processed their own donations, or 

they used a third party, it was found that the website would send an e-mail confirmation 

receipt as well as provide a printable receipt once the transaction was completed 

(Waters, 2007).  

 Although people are gaining confidence in online giving, many are still not 

comfortable with the idea of donating money online. Since this is the case, it is 

important for nonprofit organizations to provide other ways to donate in addition to 

donating online. Waters (2007) found that 75% provided other ways in which to donate 

if the individual did not feel comfortable doing so online. Many organizations provided 

an address that donations could be sent through the mail and/or offered a telephone 

number that could process credit card donations (Waters, 2007). Information on 

planned giving, stocks, corporate matching gifts, and in-kind donations was also often 

provided on the sampled websites (Waters, 2007).  

Stewardship 

 Fundraising is much more than asking for financial support. It is about building 

relationships so that a one-time donor turns into a habitual donor, or a major donor. This 

act of cultivating relationships and building upon them is known as stewardship. Some 

nonprofit organizations have the ability to have a full-time staff member dedicated to 

stewardship, but this is not always the case. In many nonprofits, the job of stewardship 

falls upon the fundraiser. 

 There are many ways in which to carry out stewardship, and like fundraising, it is 

unique to each individual. Some donors do not like to be recognized for their 

contributions, and others do not mind to be recognized. In each situation, the donor has 

to be thanked for their support, whether it was a $10 donation or a $100,000 donation. 
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The ways in which to thank these individuals, or companies, are different but they must 

be thanked.  

 One way to achieve stewardship is by keeping in contact through e-mail. This 

can be as simple as keeping a database of each donors e-mail address and e-mailing 

them the monthly newsletter. Waters (2007) found that over 88% of the organizations 

sampled, did keep a collection of e-mail addresses that was utilized for stewardship 

purposes. Requesting feedback from donors also allows for the stewardship to 

continue. Donors like to know that they are personally involved in the organization that 

they are contributing to and by asking them for feedback, will allow them to feel this 

way.  

 Other than e-mail, there are also functions within the actual website that can be 

utilized for stewardship purposes. Visitors of the website could use an information 

request form to ask specific questions about the organization that are not addressed on 

the website. Also, discussion forums and live chat opportunities are often utilized on 

websites (Waters, 2007). These functions allow individuals to engage in active 

conversation with staff or volunteers from the nonprofit organization, as well as other 

visitors of the website.  

 Although all of these methods will allow the donor to feel more engaged with the 

organization, there was no evidence of acknowledgment for the donation on the 

websites. Gratitude towards donors was not shown on the website (Waters, 2007). “Of 

the organizations that did acknowledge donors, organizations thanked corporate 

sponsors (100%), foundations (68%), major gift donors (28%), and every individual 

donor (4%)” (Waters, 2007, p. 67).  
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Summary 

 Chapter 2 explained the theoretical framework of the study as well as discussed 

previous findings from research on this topic. Diffusions of Innovations (Rogers, 2003) is 

the theory that was utilized in this study. Diffusions examines the pace at which an 

individual, or organization, adopts an innovation. This chapter also discussed the 

empirical findings on the following subjects; communication channels, technology in 

nonprofit organizations, fundraising, and the use of technology within fundraising.
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CHAPTER 3 
METHODOLOGY 

Introduction 

Chapter 1 described the history of nonprofit organizations within the United States, 

with a particular focus on health-related nonprofit organizations in North Central Florida. 

These nonprofit organizations often have limited resources and have a tough time with 

fundraising. In addition, the current state of the economy has a large impact on these 

fundraising efforts. The objectives of this study were also outlined in this chapter. By 

researching the current techniques used by these nonprofits in this tough economic 

time, the results will allow development officers to know what communication methods 

are more successful when attempting to disseminate messages to their public.  

 Chapter 2 discussed previous research that has been conducted in this area as 

well as the theoretical framework. The theory-base for this study was the Diffusion of 

Innovations (Rogers, 2003). Diffusion examines the way in which a message is 

disseminated to a target audience. Diffusions also takes adoption rates into 

consideration by categorizing individuals, as well as organizations. This chapter also 

discusses previous findings on the following sub-sections; communication channels for 

nonprofit organizations, technology in nonprofits, and fundraising.   

 Chapter 3 outlines the methodology utilized in this study. Specifically, this 

chapter expands upon the subjects of research design, population, instrumentation, and 

data collection. The purpose of this quantitative study was to examine what uses of 

technology are currently being used by nonprofit organizations in regards to fundraise.   
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 Research Design  

 The research design was a quantitative study which utilized convenience 

sampling methodology. Gall, Gall and Borg (2007) describe convenience sampling as a 

‘sample that suits the purposes of the study and that is convenient’ (Gall, Gall, & Borg, 

2007, p.175). For this study, the population of interests encompassed the “Community 

Health Charities” identified by the 2009 University of Florida Community Campaign.  

 Due to the subject matter, the Borich Scale was utilized in the questionnaire. A 

Borich scale is used so “that respondents provide data that can be weighted and ranked 

in order of priority so that responses are linked to a practical decision framework for 

program improvement” (Borich, 1980, 39). 

Population 

 The population for this study consisted of development officers of health-related 

nonprofit organizations in North Central Florida. More specifically, the development 

officers at the “Community Health Charities” identified by the 2009 UF Community 

Campaign Agencies. This population was chosen because of their role in the 

fundraising process within the nonprofit organization. These individuals represent the 

people who are actively seeking to reach their target audience in order to gain funding 

for their organizations goals. The total number of participants that were eligible for this 

study equaled 31. Although this was the total number of eligible participants, it was also 

important to take non-responders into account because not all 31 identified participants 

provided useable data. The total number of useable questionnaires was 13.  

Dillman (2009) stated that “nonresponse error occurs when the people selected for 

the survey who do not respond are different from those who do respond in a way that it 

is important to the study” (Dillman, 2009, p. 17). There are several things that can be 
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done to prevent this issue, although these things will not cure this problem completely. 

Using things such as follow-up reminders is an integral part of minimizing nonresponse 

error. When making use of follow-up reminders, the key is to use them correctly. The 

frequency and wording of these reminders are something to consider. “When reminders 

are sent, they need to be worded carefully and in ways that explain why they are being 

sent” (Dillman, 2009, p. 361).   

Other errors that were considered in this study were coverage, sampling and 

measurement error. Coverage error happens when not every member of the population 

have a nonzero chance of being chosen (Rogers, 1995). Since this was a convenience 

sample this was a factor in this study. Sampling error is simply that there is a limitation 

because not every person in the population is sampled. Again, this relates to using a 

convenience sample for this study. Measurement error occurs because respondents 

answers can be inaccurate. This could be due to poor wording in the instrument or other 

aspects of the questionnaire construction.  

 Using a modified version demographic instrument, the independent variables of 

gender, age, education level, and size of nonprofit organization were collected. Once 

this data was collected, the results were analyzed to interpret the findings.  

Instrumentation 

 This study utilized a descriptive survey. The researcher found several previously 

developed questionnaires that were closely related to the elements that needed to be 

measured for this study. The researcher then adapted those questionnaires to more 

closely fit with the objectives of this study.  

 The first five questions are general knowledge questions about the nonprofit 

organization. These are followed by a series of questions regarding use of and 
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knowledge of several technology-based communication strategies (Adobe products, 

internet, etc.). Questions regarding current stages in the innovation-decision process 

are also asked. These are then followed by general knowledge and demographic 

questions about the development officer.  

 To ensure that the instrument measured the construct appropriately, validity and 

reliability were issues the researcher addressed. Ary, Jacobs, and Razavieh (2002) 

describes external validity as “the generalizability or representativeness of the findings” 

(p. 296). Specifically, external validity as related to a population is concerned with 

identifying other populations in which the results could be generalized to (Ary, Jacobs, 

and Razavieh, 2002). To control this issue, a population was chosen that is 

representative of the problem. By doing this, it will allow similar groups to identify with 

the results.  

Internal validity was also addressed in this study. As described by Ary, Jacobs, 

and Razavieh (2002), internal validity “is the extent to which the changes observed in a 

dependent variable are, in fact, caused by the independent variable(s)” (p. 281). In this 

study, nine independent variables have been identified. These nine variables are: 

gender, age, years experience in the field, size of the nonprofit organization, education 

level, comfort level with technology, resources, perceptions, and location of the 

nonprofit. Since the instrument was adapted from previous questionnaires, the greatest 

threat to internal validity was instrumentation. 

To further examine the validity of the instrument, a panel of experts was used to 

analyze the instrument. These experts consisted of faculty members at the University of 
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Florida located within the Department of Agricultural Education and Communication as 

well as Family, Youth, and Community Sciences.  

 Content validity is the degree to which the results from an instrument are 

representative of a defined domain (Ary, Jacobs, and Razavieh, 2002). In relation to this 

study, content validity was controlled through the panel of experts. This panel reviewed 

the instrument before it was subjected to the pilot test, as well as before it was given to 

the population. Construct validity is described as measuring what the instrument says it 

is (Ary, Jacobs, and Razavieh, 2002). This threat will be addressed through both the 

panel of experts, as well as the pilot test.  

 The instrument the researcher utilized was made up of multiple questions as well 

as formats. There were nine ‘Level’ questions, which asked participants to indicate 

which level they were currently at regarding different issues. There were six ‘Ranking’ 

questions, six Likert Scale questions, five ‘Yes/No’ questions, and one Borich style 

question. These were followed by five demographic questions.  

Data Collection 

 The first step in this process was to gain approval through the University of 

Florida Institutional Review Board (ARB-02). The proposal was approved (Protocol 

#2009-U-1028) allowing for the study to continue (Appendix A). Following IRB approval, 

but before the data collection, a pilot test was conducted. The pilot test was conducted 

using employees from the several chapters of March of Dimes, located in North Central 

Florida. The pilot test included 13 participants. The results from the pilot study were 

analyzed by examining the frequencies and descriptive statistics in SPSS 17.0 for 

Windows. After the pilot results were collected and analyzed, the panel of experts 

reviewed the instrument again. Once the instrument was reviewed for the second time 
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and in conjunction with participant feedback, the researcher concluded that no changes 

needed to be made for the actual study.  

 Once the pilot test was completed, contact information for development officers 

in health-related nonprofit organizations was obtained.  In order to better suit the 

population and content, a Web survey was utilized. Web surveys are said to offer a 

great deal of potential for very little cost (Dillman, 2009). According to Dillman’s Tailored 

Design Method, it is suggested that distributing the questionnaire through a system of 

five contacts is recommended. These five contacts include a pre-notice letter, a 

questionnaire, a thank-you letter, a replacement questionnaire, and a final contact 

(Dillman, 2009).  

 Dillman (2009) states that web surveys are much like traditional mail surveys but 

they have to be handled differently because of the different technologies used. The 

major difference between a web survey and a mail survey is the way in which it is 

delivered. A mail survey is delivered to the participant but a web survey essentially asks 

the participant to go and get the survey themselves, via a website. This can make some 

participants uncomfortable because they may be unfamiliar with the technology; 

therefore, making this task easy and comfortable is extremely important (Dillman, 2009).  

 As with traditional survey methods, the web survey also has to make the 

experience personal. If the participant does not feel as though they can contribute, they 

will often not participate, therefore, personalization is crucial in this process. By 

personalizing the survey “it establishes a connection between the surveyor and the 

respondent that is necessary to invoke social exchange, and it draws the respondent 

out of the group” (Dillman, 2009, p.279).  
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 The timing for web-based surveys is quicker than the timing for traditional mail 

surveys. This is due to the fact that e-mails are often dismissed or deleted quicker than 

a physical piece of mail. Although the timing for web surveys has not been discovered, 

the timing is something that depends on the nature of the survey and the population 

being surveyed (Dillman, 2009). The time of the day in which the e-mail arrives is also a 

concern with web-based surveys. “There is some indication that e-mail invitations are 

most successful if they are delivered to recipients’ inboxes early in the morning” 

(Dillman, 2009, p.280).  

Day 1: e-mail prenotice 
Day 3: e-mail questionnaire 
Day 14: e-mail thank you letter/reminder letter 
Day 16: reminder e-mail to only those who have not responded 
Day 38: e-mail reminder as well as phone calls to individuals who had not responded 
(Christmas holidays fell in-between this time) 
Day 44: e-mail was sent to only those who had not responded 
 

 A personalized e-mail letter was sent to each development officer (Appendix B). 

The intent of this letter was to inform the participants that an e-mail would be arriving in 

their inbox within the next few days and that their response would be greatly 

appreciated (Dillman, 2009). The second contact contained the Web-based surveys 

sent via e-mail (Appendix C). This e-mail also included a short message explaining why 

their response is important to the study as well as instructions on how to access and 

complete the questionnaire (Dillman, 2009). In the event that there was ‘invalid’ e-mail 

addresses or no e-mail addresses for some participants, a paper questionnaire would 

be distributed to them. This was not the case in this study as an e-mail address was 

obtained for each participant.  
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 The third contact was made via e-mail and included a thank you letter to those 

who had completed the questionnaire as well as a reminder for those who had not 

completed the instrument (Appendix D). The fourth contact was made and was only 

sent to individuals who had not completed the questionnaire. This e-mail contained the 

link to the questionnaire and urged the participant to complete the survey (Dillman, 

2009) (Appendix E).  

 After the last reminder e-mail was sent, it was evident that many participants had 

disregarded the e-mails or did not receive them for some reason because of the low 

number of responses. Due to lack of participation in this study, the researcher decided 

to make phone calls in addition to sending another round of emails to those who had not 

responded (Appendix F). After calling those who did not participate, another round of e-

mails was distributed due to the fact that many participants could not be contacted 

(Appendix G).  

 After only receiving one additional response, the researcher made another round 

of phone calls and emails. This attempt yielded in more responses with a final count of 

15 completed questionnaires. The research decided to cut off the data collection due to 

time constraints. After the questionnaires were examined, two participants had to be 

discarded due to incomplete questionnaires. This yielded 13 useable participants.  

Data Analysis 

 Data were analyzed using the Statistical Package for the Social Sciences (SPSS) 

17.0 for Windows.  To analyze objective one and three, means (m), standard deviations 

(SD), and frequencies (f) were identified to the extent that health-related NPO’s use 

technology-based communication strategies to disseminate messages. To analyze 
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objective two and four, an ANOVA was conducted. This was done to identify the F-ratio 

(F), degrees of freedom (df), and the significance (sig).  

 Objectives five, six and seven dealt with Borich Scale questions. They were all 

analyzed by identifying means (m). 

 Because nonresponse error exists within all types of survey research, this error 

should be addressed. Based on Ary, Jacobs, and Razavieh’s (2002) recommendation a 

test/retest was utilized. Several questions were analyzed for a Cronbach’s Alpha in 

order to verify reliability. In the situation of adopter categories (questions 10, 14, 17, and 

20 on questionnaire; Appendix A), Cronbach’s Alpha was significant (.469, n= 4). The 

decision process (questions 8, 12, 16, 19, and 22; Appendix A) was also examined in 

terms of reliability and it yielded a Cronbach’s Alpha of a significant value as well (.595). 

The other question that was examined was the Borich Scale question (question 27; 

Appendix A) and it resulted in significant levels as well (Part 1 = .577 and Part 2 = .820) 

 At the conclusion of the data collection procedures, 14 (51.8%) of the 

development officers responded. This response rate was acceptable because Kittleson 

(1997, as cited by Cook, Heath and Thompson, 2000) stated “one can expect between 

a 25 and 30% response rate from an e-mail survey when no follow-up takes place. 

Follow-up reminders will approximately double the response rate for e-mail surveys” 

(p.196, as cited by Cook, Heath and Thompson, 2000). Therefore, a 51.8% response 

rate was deemed to be acceptable based on the literature and the prior response rate 

trends from the sampling frame.  

Inferential statistics are based on the fact that the sample is a representation of the 

population and that because of this, generalizations can be made (Lane, 2003). 
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Because of the small sample size of this study, generalizations cannot be made for the 

entire population.  

Chapter Summary 

 This chapter described the methods used to study the research objectives that 

were outlined in Chapter 1. Chapter 3 discussed the research design, population, 

instrumentation, data collection and data analysis. The research design used in this 

study was a quantitative method that utilized survey methodology. Within this study, the 

independent variables were gender, age education level, size of nonprofit organization, 

years experience in the field, comfort level with technology, resources, perceptions, and 

location of the nonprofit organization. Reliability and validity were discussed in this 

chapter as well as description of the pilot test and questionnaire methods. 
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CHAPTER 4 
RESULTS 

Chapter 1 described the history of nonprofit organizations within the United States, 

with a particular focus on health-related nonprofit organizations in North Central Florida. 

These nonprofit organizations often have limited resources and have a tough time with 

fundraising. In addition, the current state of the economy has a large impact on these 

fundraising efforts. The objectives of this study were also outlined in this chapter. By 

researching the current techniques used by these nonprofits in this tough economic 

time, the results will allow development officers to know what communication methods 

are more successful when attempting to disseminate messages to their public.  

 Chapter 2 discussed previous research that has been conducted in this area as 

well as the theoretical framework. The theory supporting this study was the Diffusion of 

Innovations (Rogers, 2003). Diffusion provides an explanations for the manner in which 

an innovation is diffused through a special system. This includes messages about the 

innovation rates of adoption and a classification system for adopter categories. This 

chapter also discussed previous findings on the following sub-sections; communication 

channels for nonprofit organizations, technology in nonprofits, and fundraising.   

 Chapter 3 outlined the methodology utilized in this study. Specifically, this 

chapter expanded upon research design, population, instrumentation, and data 

collection. The purpose of this quantitative study was to examine the extent or level at 

which technology is currently being used by nonprofit organizations in regards to 

fundraising.   

This chapter presents the findings of the study beginning with a description of the 

population, as well as the findings of each objective. The population of this study 
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consisted of 28 development officers in health-related nonprofit organizations in North 

Central Florida. At the conclusion of the data collection procedures, outlined in chapter 

3, there was a response rate of 46.4% (n=13).  

Demographics 

 Demographics were collected in the questionnaire and are provided in order to 

characterize the responses of the study. These demographics included age, education 

level, classification, years working in organization, and operating budget of organization. 

The results are represented in Table 4-1, 4-2, 4-3, 4-4, and 4-5.  

Gender and Age 

 Of the 13 participants, 76.9% (n=10) were female and 23.0% (n =3) were male. 

In the age category 15.4% (n =2) were between the ages of 18 and 24, 38.5% (n =5) 

were between the ages of 25 and 34, 15.4% (n =2) were between the ages of 35 and 

44, 30.8% (n =4) were between the ages of 45 – 54, and none were 55 or older. (Table 

4-1) 

 
Education Level 

 Of the 13 participants, 7.7% (n =1) had a high school diploma or equivalent, 

30.8% (n =4) earned an undergraduate degree, and 61.5% (n =8) earned a graduate 

degree. (Table 4-2) 

Classification of Employment 

 Of the 13 participants none were classified as a Volunteer, 7.7% (n =1) were 

classified as a Part-time Employee, and 84.6% (n =11) were classified as a Full-time 

Employee. (Table 4-3) 
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Years with the Organization 

 Of the 13 participants, 15.4% (n =2) had worked at the organization for less than 

one year, 23.1% (n =3) had worked at the organization for 1 – 3 years, 23.1% (n =3) 

had worked at the organization for 4 – 6 years, 7.7% (n =1) had worked at the 

organization for 7 – 9 years, and 15.4% (n =2) had worked at the organization for more 

than 10 years. (Table 4-4) 

 
Operating Budget 

 Of the 13 participants, none had a fundraising budget of $0 - $1,000, 0% (n =0) 

had a fundraising budget of $1,001 - $5,000, 0% (n =0) had a fundraising budget of 

$5,001 - $10,000, 7.7% (n =1) had a fundraising budget of $10,001 - $15,000, 7.7% (n 

=1) had a fundraising budget of $15,001 - $20,000, none had a fundraising budget of 

$20,001 - $25,000, and 76.9% (n =10) had a fundraising budget of $25,001 or higher. 

(Table 4-5) 

 
Objective One 

Describe the Extent that NPO’s Use Technology-Based Communication 
Strategies 

  The questionnaire contained four items regarding what level the development 

officer was currently at in regards to various technology-based communication 

strategies. The frequencies (f) and percentages (%) are identified in the Table 4-6, 4-7, 

4-8, 4-9, 4-10, 4-11, and 4-12.  
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Objective Two 

Describe Differences Among NPO’s and Technology-Based Communication  

Strategy use 

 The questionnaire contained questions which were used to determine statistical 

significance among items by demographic factors. The results to these comparisons are 

in Table 4-13, 4-14, 4-15, and 4-16. 

Results indicate that there were no significant differences among respondents use 

of blogging for fundraising. Specifically, age (f= .23, p >.05), level of education (f = .18, p 

>.05), classification (f = .13, p >.05), years at organization (f = .25, p >.05), operating 

budget (f = .28, p >.05).  

Results indicate that there were no significant differences among respondents use 

of Pod Casting for fundraising. Specifically, age (f= .14, p >.05), level of education (f = 

.29, p >.05), classification (f = .08, p >.05), years at organization (f = 5.82, p >.05), 

operating budget (f = .18, p >.05).  

 
Results indicate that there was only a significant difference in the instance of age 

in regards to the use of e-mail for fundraising. Specifically, age (f= 12.22, p <.05), level 

of education (f = .20, p >.05), classification (f = .31, p >.05), years at organization (f = 

3.74, p >.05), operating budget (f = 1.05, p >.05).  

 
Results indicate that there was only a significant difference in the instance of age 

in regards to the use of the Internet for fundraising. Specifically, age (f= 5.94, p <.05), 

level of education (f = .19, p >.05), classification (f = .21, p >.05), years at organization (f 

= .55, p >.05), operating budget (f = .68, p >.05).  
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Objective Three 

Identify the Current Stage of the Innovation-Decision Process 

 The questionnaire contained four questions to assess the current stage of the 

development officers in regards to various technology-based communication strategies. 

The frequencies (f) and percentages (%) for these questions are represented in Table 

4-14, 4-15, 4-16, 4-17, and 4-18.  

 
 

Objective Four 

Describe Differences in Current Stages in the Innovation-Decision Process 
Among NPO’s 

 The questionnaire also contained demographic questions that were used to 

compare descriptive questions. The results to these comparisons are in Table 4-19, 4-

20, 4-21, 4-22 and 4-23. 

 
Results indicate that there was no significant difference when comparing 

demographics to the current stage of Innovation-Decision Process in regards to use of 

Adobe Products for fundraising. Specifically, age (f= .38, p >.05), level of education (f = 

.52, p >.05), classification (f = .16, p >.05), years at organization (f = .94, p >.05), 

operating budget (f = .55, p >.05).  

 
Results indicate that there was no significant difference when comparing 

demographics to the current stage of Innovation-Decision Process in regards to use of 

blogging for fundraising. Specifically, age (f= .30, p >.05), level of education (f = .33, p 

>.05), classification (f = .14, p >.05), years at organization (f = .46, p >.05), operating 

budget (f = .50, p >.05).  
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Results indicate that there was no significant difference when comparing 

demographics to the current stage of Innovation-Decision Process in regards to use of 

Pod Casting for fundraising. Specifically, age (f= .43, p >.05), level of education (f = .46 

p >.05), classification (f = .08, p >.05), years at organization (f = 3.61, p >.05), operating 

budget (f = .28, p >.05).  

 
 

Results indicate that there was no significant difference when comparing 

demographics to the current stage of Innovation-Decision Process in regards to use of 

e-mail for fundraising. Specifically, age (f= .92, p >.05), level of education (f = .29, p 

>.05), classification (f = .08, p >.05), years at organization (f = 3.27, p >.05), operating 

budget (f = .18, p >.05).  

 
Results indicate that there was no significant difference when comparing 

demographics to the current stage of Innovation-Decision Process in regards to use of 

the Internet for fundraising. Specifically, age (f= 6.17, p >.05), level of education (f = .20, 

p >.05), classification (f = .31, p >.05), years at organization (f = .53, p >.05), operating 

budget (f = 1.06, p >.05).  

Objective Five 

Describe Skill Related to Technology-Based Communication Strategies 

 The questionnaire contained one Borich Scale question that asked participants to 

rate their skill level in regards to various technology-based communication strategies. 

The results are shown in Table 4-24.  
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Among respondents findings show that development officers self-reported their 

current skill level for use of e-mail (u = 2.69, SD = .63) and Internet use (u = 2.62, SD = 

.65) the highest. Graphic skills were reported low (u = 1.69, SD = .86), however, use of 

Adobe Products (u = .92, SD = .86), Blogging (u = .85, SD = 1.21) and Pod Casting (u = 

.38, SD = .87) were reported lowest in self-reported skill level of respondents. 

Objective Six 

Describe Relevance Related to Technology-Based Communication Strategies 

The questionnaire contained one Borich Scale question that asked participants to 

rate the relevance level in regards to various technology-based communication 

strategies. The results are shown in Table 4-25.  

 
 Among respondents findings show that development officers self-reported 

relevancy level for use of e-mail in fundraising (u = 2.46, SD = .66) and Internet use (u = 

2.46, SD = .78) the highest. Graphic skills were reported low (u = 1.46, SD = 1.13), 

however, use of Adobe Products (u = .92, SD = 1.04), Blogging (u = .62, SD = .87) and 

Pod Casting (u = .46, SD = .97) were reported lowest in self-reported relevancy level.  

Objective Seven 

Describe Mean Weighted Discrepancy Scores  

The questionnaire contained one Borich Scale question that asked participants to 

rate their skill and relevance level in regards to various technology-based 

communication strategies. The mean weighted discrepancy scores from both scales is 

represented in Table 4-26.  
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Summary 

 This chapter reported the findings of this study. Chapter 5 will summarize the 

study and discusses the conclusions, implications and recommendations of this study. 
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Table 4-1. Ages of Participants (n=13) 
AGE f % 
18 – 24 2 15.4 
25 – 34 5 38.5 
35 – 44 2 15.4 
45 – 54 4 30.8 
55+ 0 0 
Note: Self-reported age of study participants (n=13) 
 
Table 4-2. Education Level of Participants (n=13) 
Education Level f % 
High School  1   7.7 
AA/AS Degree 0 0 
Undergraduate Degree 4 30.8 
Graduate Degree 8 61.5 
Note: Self-reported education level of respondents (n=13) 
 
 
Table 4-3. Classification of Participants (n=13) 
Classification f % 
Volunteer 0 0 
Part-time Employee 1   7.7 
Full-time Employee 11 84.6 
Note: Self-reported employment classification of respondents (n=13) 
 
Table 4-4. Participants number of years at organization (n=13) 
Number of Years f % 
Less than 1 year 2 15.4 
1 – 3 years 3 23.1 
4 – 6 years 3 23.1 
7 – 9 years 1   7.7 
More than 10 years 2 15.4 
Note: Respondents self-reported time at current organization (n=13) 
 
Table 4-5. Operating Budget of Organization (n=13) 
Budget f % 
$0 - $1,000 0 0 
$1,001 - $5,000 0 0 
$5,001 - $10,000 0 0 
$10,001 - $15,000 1   7.7 
$15,001 - $20,000 1   7.7 
$20,001 - $25,000 0 0 
$25,001 10 76.9 
Note:  Respondents self-reported operating budget (n=13) 
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Table 4-6. Levels of involvement with blogging 
LEVEL f % 
Level 1: No use 9 69.2 
Level 2: Read others but 
do not create own blog 

2 15.4 

Level 3: Create and 
publish blogs 

1   7.7 

Level 4: Create/publish 
blogs, and follow others 

1   7.7 

Note: Extent to which blogging is used by health-related nonprofits in North Central 
Florida.  
 
Table 4-7. Means and Standard Deviations related to blogging 
Gender Mean Standard Deviation 
Level of involvement 1.54 .967 
Current Stage 1.75 1.06 
Age Mean Standard Deviation 
Level of involvement 1.54 .967 
Current Stage 1.75 1.06 
Education Mean Standard Deviation 
Level of involvement 1.54 .967 
Current Stage 1.75 1.06 
Classification Mean Standard Deviation 
Level of involvement 1.58 .996 
Current Stage 1.73 1.10 
Years at Organization Mean Standard Deviation 
Level of involvement 1.64 1.03 
Current Stage 1.90 1.10 
Operating Budget Mean Standard Deviation 
Level of involvement 1.58 .996 
Current Stage 1.82 1.08 
Note: Means and Standard Deviations in relation to demographic questions 
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Table 4-8. Levels of involvement with Pod Casting 
LEVEL f % 
Level 1: No use 11 84.6 
Level 2: Listen to other 
Pod Cast but do not 
create own 

0 0 

Level 3: Create and 
publish Pod Cast for 
organization 

1   7.7 

Level 4: Create/publish 
Pod Casts, and follow 
others 

1   7.7 

Note: Extent to which Pod Casting is used by health-related nonprofits in North Central 
Florida. 
 
Table 4-9. Means and Standard Deviations related to Pod Casting 
 Mean Standard Deviation 
Level of involvement 1.38 .961 
Current Stage 1.62 1.19 
Age Mean Standard Deviation 
Level of involvement 1.38 .961 
Current Stage 1.62 1.19 
Education Mean Standard Deviation 
Level of involvement 1.38 .961 
Current Stage 1.62 1.19 
Classification Mean Standard Deviation 
Level of involvement 1.42 .996 
Current Stage 1.58 1.24 
Years at Organization Mean Standard Deviation 
Level of involvement 1.45 1.04 
Current Stage 1.73 1.27 
Operating Budget Mean Standard Deviation 
Level of involvement 1.42 .996 
Current Stage 1.67 1.23 
Note: Means and Standard Deviations in relation to demographic questions 
 
  

 

 

 

 



 

70 

Table 4-10. Levels of involvement with e-mail 
LEVEL f % 
Level 1: No use 1   7.7 
Level 2: Use e-mail 
occasionally for 
fundraising 

0 0 

Level 3: Use e-mail 
frequently for fundraising 

4 30.8 

Level 4: Always use e-
mail for fundraising 

8 61.8 

Note:  Extent to which e-mail is used in health-related nonprofits in North Central 
Florida. 
 
Table 4-11. Means and Standard Deviations related to e-mail 
 Mean Standard Deviation 
Level of involvement 3.46 .877 
Current Stage 1.62 1.19 
Age Mean Standard Deviation 
Level of involvement 3.46 .877 
Current Stage 4.62 1.21 
Education Mean Standard Deviation 
Level of involvement 3.46 .877 
Current Stage 4.62 1.21 
Classification Mean Standard Deviation 
Level of involvement 3.42 .900 
Current Stage 4.58 1.16 
Years at Organization Mean Standard Deviation 
Level of involvement 3.73 .467 
Current Stage 4.91 .302 
Operating Budget Mean Standard Deviation 
Level of involvement 3.67 .492 
Current Stage 4.92 .289 
Note: Means and Standard Deviations in relation to demographic questions 
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Table 4-12. Levels of involvement with Internet 
LEVEL f % 
Level 1: No use 1   7.7 
Level 2: Use the Internet 
occasionally for 
fundraising 

0 0 

Level 3: Use the Internet 
frequently for fundraising 

3 23.1 

Level 4: Always use the 
Internet for fundraising 

9 69.2 

Note: Extent to which the Internet is used in health-related nonprofit organizations in 
North Central Florida.  
 
Table 4-13. Means and Standard Deviations related to use of the Internet 
 Mean Standard Deviation 
Level of involvement 3.54 .877 
Current Stage 4.30 1.25 
Age Mean Standard Deviation 
Level of involvement 3.53 .877 
Current Stage 4.38 1.21 
Education Mean Standard Deviation 
Level of involvement 3.54 .877 
Current Stage 4.38 1.21 
Classification Mean Standard Deviation 
Level of involvement 3.50 .905 
Current Stage 4.33 1.16 
Years at Organization Mean Standard Deviation 
Level of involvement 3.82 .405 
Current Stage 4.73 .467 
Operating Budget Mean Standard Deviation 
Level of involvement 3.75 .452 
Current Stage 4.67 .492 
Note: Means and Standard Deviations in relation to demographic questions 
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Table 4-14. Use of blogging by NPO’s 
 df f p 
Age 12 .23 .87 
Level of Education 12 .18 .91 
Classification 11 .13 .94 
Years at 
Organization 

10 .25 .86 

Operating Budget 11 .28 .84 
Note: Differences between demographics and use of blogging in health-related 
nonprofits in North Central Florida. 
 
 
Table 4-15. Use of Pod Casting by NPO’s 
 df f p 
Age 12 2.14 .17 
Level of Education 12   .29 .76 
Classification 11   .08 .92 
Years at 
Organization 

10 5.82 .03 

Operating Budget 11   .18 .84 
Note: Differences between demographics and use of Pod Casting in health-related 
nonprofits in North Central Florida. 
 
 
Table 4-16. Use of e-mail by NPO’s 
 df f p 
Age 12 12.22 .00 
Level of Education 12    .20 .82 
Classification 11    .31 .74 
Years at 
Organization 

10  3.74 .09 

Operating Budget 11  1.05 .33 
Note: Differences between demographics and use of e-mail in health-related nonprofits 
in North Central Florida. 
 
 
Table 4-17. Use of the Internet by NPO’s 
 df f p 
Age 12 5.94 .02 
Level of Education 12   .19 .83 
Classification 11   .21 .81 
Years at 
Organization 

10   .55 .48 

Operating Budget 11   .68 .43 
Note: Differences between demographics and use of the Internet in health-related 
nonprofits in North Central Florida. 
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Table 4-18. Current Stage regarding Adobe Products 
LEVEL f % 
Level 1: Knowledge 8 61.5 
Level 2: Persuasion 2 15.4 
Level 3: Decision 0 0 
Level 4: Implementation 0 0 
Level 5: Confirmation 2 15.4 
Note: Self-reported stage in the Innovation-Decision Process in regards to use of Adobe 
Products in health-related nonprofits in North Central Florida.  
 
  

Table 4-19. Current Stage regarding blogging 
LEVEL f % 
Level 1: Knowledge 3 23.1 
Level 2: Persuasion 2 15.4 
Level 3: Decision 3 23.1 
Level 4: Implementation 4 30.8 
Level 5: Confirmation 1  7.7 
Note: Self-reported stage in the Innovation-Decision Process in regards to use of 
blogging in health-related nonprofits in North Central Florida.  
 
Table 4-20. Means and Standard Deviations related to blogging 
Gender Mean Standard Deviation 
Level of involvement 1.54 .967 
Current Stage 1.75 1.06 
Age Mean Standard Deviation 
Level of involvement 1.54 .967 
Current Stage 1.75 1.06 
Education Mean Standard Deviation 
Level of involvement 1.54 .967 
Current Stage 1.75 1.06 
Classification Mean Standard Deviation 
Level of involvement 1.58 .996 
Current Stage 1.73 1.10 
Years at Organization Mean Standard Deviation 
Level of involvement 1.64 1.03 
Current Stage 1.90 1.10 
Operating Budget Mean Standard Deviation 
Level of involvement 1.58 .996 
Current Stage 1.82 1.08 
Note: Means and Standard Deviations in relation to demographic questions 
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Table 4-21. Current Stage regarding Pod Casting 
LEVEL f % 
Level 1: Knowledge 9 69.2 
Level 2: Persuasion 2 15.4 
Level 3: Decision 1  7.7 
Level 4: Implementation 0 0 
Level 5: Confirmation 1  7.7 
Note: Self-reported stage in the Innovation-Decision Process in regards to use of Pod 
Casting in health-related nonprofits in North Central Florida.  
 
Table 4-22. Means and Standard Deviations related to Pod Casting 
 Mean Standard Deviation 
Level of involvement 1.38 .961 
Current Stage 1.62 1.19 
Age Mean Standard Deviation 
Level of involvement 1.38 .961 
Current Stage 1.62 1.19 
Education Mean Standard Deviation 
Level of involvement 1.38 .961 
Current Stage 1.62 1.19 
Classification Mean Standard Deviation 
Level of involvement 1.42 .996 
Current Stage 1.58 1.24 
Years at Organization Mean Standard Deviation 
Level of involvement 1.45 1.04 
Current Stage 1.73 1.27 
Operating Budget Mean Standard Deviation 
Level of involvement 1.42 .996 
Current Stage 1.67 1.23 
Note: Means and Standard Deviations in relation to demographic questions 
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Table 4-23. Current Stage regarding e-mail use for fundraising 
LEVEL f % 
Level 1: Knowledge 1 7.7 
Level 2: Persuasion 0 0 
Level 3: Decision 0 0 
Level 4: Implementation 1  7.7 
Level 5: Confirmation 11 84.6 
Note: Self-reported stage in the Innovation-Decision Process in regards to use of e-mail 
in health-related nonprofits in North Central Florida.  
 
Table 4-24. Means and Standard Deviations related to e-mail 
 Mean Standard Deviation 
Level of involvement 3.46 .877 
Current Stage 1.62 1.19 
Age Mean Standard Deviation 
Level of involvement 3.46 .877 
Current Stage 4.62 1.21 
Education Mean Standard Deviation 
Level of involvement 3.46 .877 
Current Stage 4.62 1.21 
Classification Mean Standard Deviation 
Level of involvement 3.42 .900 
Current Stage 4.58 1.16 
Years at Organization Mean Standard Deviation 
Level of involvement 3.73 .467 
Current Stage 4.91 .302 
Operating Budget Mean Standard Deviation 
Level of involvement 3.67 .492 
Current Stage 4.92 .289 
Note: Means and Standard Deviations in relation to demographic questions 
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Table 4-25. Current Stage regarding Internet use for fundraising 
LEVEL f % 
Level 1: Knowledge 1  7.7 
Level 2: Persuasion 0 0 
Level 3: Decision 0 0 
Level 4: Implementation 4 30.8 
Level 5: Confirmation 8 61.5 
Note: Self-reported stage in the Innovation-Decision Process in regards to use of the 
Internet in health-related nonprofits in North Central Florida.  
 
Table 4-26. Means and Standard Deviations related to use of the Internet 
 Mean Standard Deviation 
Level of involvement 3.54 .877 
Current Stage 4.30 1.25 
Age Mean Standard Deviation 
Level of involvement 3.53 .877 
Current Stage 4.38 1.21 
Education Mean Standard Deviation 
Level of involvement 3.54 .877 
Current Stage 4.38 1.21 
Classification Mean Standard Deviation 
Level of involvement 3.50 .905 
Current Stage 4.33 1.16 
Years at Organization Mean Standard Deviation 
Level of involvement 3.82 .405 
Current Stage 4.73 .467 
Operating Budget Mean Standard Deviation 
Level of involvement 3.75 .452 
Current Stage 4.67 .492 
Note: Means and Standard Deviations in relation to demographic questions 
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Table 4-27. Current Stage in Innovation-Decision Process regarding Adobe 
Products 

 df f p 
Age 11 .38 .70 
Level of Education 11 .52 .61 
Classification 10 .16 .86 
Years at 
Organization 

9 .94 .44 

Operating Budget 10 .55 .60 
Note: Differences between demographics and current stage in Innovation-Decision 
Process regarding Adobe Products in health-related nonprofits in North Central Florida. 
 
Table 4-28. Current Stage in Innovation-Decision Process regarding Blogging 
 df f p 
Age 11 .30 .83 
Level of Education 11 .33 .80 
Classification 10 .14 .93 
Years at 
Organization 

9 .46 .72 

Operating Budget 10 .50 .69 
Note: Differences between demographics and current stage in Innovation-Decision 
Process regarding blogging in health-related nonprofits in North Central Florida. 
 
 
Table 4-29. Current Stage in Innovation-Decision Process regarding Pod Casting 
 df f p 
Age 12 1.43 .30 
Level of Education 12   .46 .72 
Classification 11   .08 .97 
Years at 
Organization 

10 3.61 .07 

Operating Budget 11   .28 .84 
Note: Differences between demographics and current stage in Innovation-Decision 
Process regarding Pod Casting in health-related nonprofits in North Central Florida. 
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Table 4-30. Current Stage in Innovation-Decision Process regarding e-mail use 
for fundraising 
 df f p 
Age 12   .92 .43 
Level of Education 12   .29 .76 
Classification 11   .08 .92 
Years at 
Organization 

10 3.27 .10 

Operating Budget 11   .18 .68 
Note: Differences between demographics and current stage in Innovation-Decision 
Process regarding use of e-mail in health-related nonprofits in North Central Florida. 
 
Table 4-31. Current Stage in Innovation-Decision Process regarding Internet use 

for fundraising 
 df f p 
Age 12 6.17 .02 
Level of Education 12   .20 .82 
Classification 11   .31 .74 
Years at 
Organization 

10   .53 .49 

Operating Budget 11 1.06 .33 
Note: Differences between demographics and current stage in Innovation-Decision 
Process regarding use of the Internet in health-related nonprofits in North Central 
Florida. 
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Table 4-32. Skill level for technology-based communication strategies 
 Mean Standard Deviation 
E-mail 2.69   .63 
Internet 2.62   .65 
Graphics 1.69   .86 
Adobe Products   .92   .86 
Blogging   .85 1.21 
Pod Casting   .38   .87 
Note: Self-reported skill level of development officers in health-related nonprofits in 
North Central Florida. Scale: 0 – 3, 0 being No Skill and 3 being Skillfull 
 
 
Table 4-33. Relevance level for technology-based communication strategies 
 Mean Standard Deviation 
Internet 2.46   .78 
E-mail 2.46   .66 
Graphics 1.46 1.13 
Adobe Products   .92 1.04 
Blogging   .62   .87 
Pod Casting   .46   .97 
Note: Self-reported relevance level of technology-based communication strategies in 
health-related nonprofits in North Central Florida. Scale: 0 – 3, 0 being No Relevance 
and 3 being Very Relevant 
 
 
Table 4-34. Mean Weighted Discrepancy Scores 
 Mean Standard Deviation 
Blogging .05 .32 
Graphics .05 .16 
E-mail .05 .10 
Internet .02 .08 
Pod Casting .01 .08 
Adobe Products .00 .00 
Table 4-61, MWDS indicate that respondents had the largest self-reported differences in 
blogging (u = .05), e-mail (u = .05), and graphics (u = .05).  
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CHAPTER 5 
CONCLUSIONS AND RECOMMENDATIONS 

This chapter summarizes the study and discusses the conclusions, implications, 

and recommendations that have been drawn from the study. The first section of this 

chapter provides an overview of the study, including the purpose and specific 

objectives, methodologies, and findings. The remainder of the chapter discusses the 

conclusions from the findings, implications of the findings, and recommendations for 

future research. 

The problem addressed by this study was how nonprofit organizations are 

choosing to communicate with their publics. In this tough economic time, it is crucial to 

take budget into account and save money where possible. This is especially true 

concerning nonprofit organizations fundraising efforts. As the mission of the nonprofit 

needs to be funded, the actual fundraising efforts are essential but often where budgets 

cuts are made.  

The purpose of this study was to examine the use of technology-based 

communication strategies used by health-related nonprofit organizations in their 

fundraising campaigns. This study sought to find what methods are currently being used 

to disseminate the nonprofit’s messages. In addition to this, identifying where the 

development officers are in terms of the adoption-innovation process was also a goal. 

The following research objectives were used to guide this study:  

1.) to identify the extent that health-related NPO’s use technology-based communication 
strategies to disseminate messages,  

2.) to describe the differences which exist among health-related NPO’s use of 
technology-based communication strategies, and  
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3.) to identify the current stage of health-related nonprofit organizations in North Central 
Florida, according to the Innovation-Decision Process in regards to use of 
technology to disseminate information, and  

4.) to describe the differences which exist among health-related NPO’s current stage in 
the Innovation-Decision Process, and  

5.) to describe the self-reported skill of technology-based communication strategies in 
fundraising, and  

6.) to describe the self-reported relevancy of technology-based communication 
strategies in fundraising, and  

7.) to report the Mean Weighted Discrepency Scores for comparing skills and relevancy 
of technology-based communication strategies in fundraising.  

This study utilized a convenience sample, which asks a series of questions to a 

sample of the population. The survey instrument was researcher-developed, reviewed 

by a panel of experts for face and content validity and distributed as a pilot test to obtain 

acceptable reliability scores. The sample in this study was development officers in 

health-related nonprofit organizations in north central Florida (n = 27). Responses were 

obtained from 13 of the 27 participants, yielding a response rate of 51.8%.  

Summary of Findings 

Objective 1: To Identify the Extent that Health-Related NPO’s Use Technology-
Based Communication Strategies to Disseminate Messages 

 Objective one sought to identify the extent that health-related NPO’s use 

technology-based communication strategies to disseminate their messages. In regards 

to involvement with blogging, it was indicated that use of this technology was minimal. 

Sixty-nine percent (n=13) of development officers surveyed indicated that they do not 

use this technology at all, followed by 15.4% (n=13) indicated that they read other 

organizational blogs but do not create their own. Only one participate of the survey 

(7.7%, n=13) indicated that they create and publish blogs and the same percentage 
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(7.7%, n=13) responded that they create/publish their own blog as well as following 

other organizational blogs.  

 The result to this question indicates that blogging is not a prevalent practice in 

health-related nonprofit organizations. The low mean score (1.54) and standard 

deviation (.967) confirms that blogging is not used often for fundraising purposes.  

 Use of Pod Casting also had a low indication of utilization. With 11 participants 

(84.6%, n=13) indicating that they do not use this technology at all. One participant 

(7.7%, n=13) responded that they create and publish Pod Casts for their organization, 

with the same percentage (7.7%, n=13) indicating that they create/publish Pod Casts as 

well as following others. A low mean score (1.38) and standard deviation (.961) 

confirms this result.  

 Results from this question indicated that utilization of Pod Casting is severely 

under-used in the health-related nonprofit organization field. With only 15.4% (n=13) of 

development officers using this technology, there is much room for improvement.  

 E-mail was one aspect of technology that was utilized more than any other for 

fundraising efforts. With a total of 92.6% (n=13) of development officers indicating that 

they do use this technology it is evident that this is currently the most used 

communication method. Following e-mail, the Internet is the second most utilized 

technology-based communication method. It was indicated that 92.3% (n=13) of 

development officers use the Internet as a fundraising method.  

 The results from this objective indicates that although health-related NPO’s have 

begun to use technology-based communication strategies, they do not utilize them to 
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the fullest extent. Although it is unknown why they have chosen not to utilize this 

technology, it is evident that they do not use either blogging or Pod Casting much.  

Objective 2: To Describe the Differences which exist Among Health-Related 
NPO’s Use of Technology-Based Communication Strategies. 

 Objective two sought to describe the differences among NPO’s and technology-

based communication strategy use. This objective compared demographics (age, level 

of education, classification in organizations, years at organization, and operating 

budget) to technology use (blogging, Pod Casting, E-mail and the Internet).  

 In regards to blogging, there was not a significance (p > .05) as well as no 

significance regarding the F-ratio. Pod Casting was much the same with no significance 

(p > .05) or significant F-ratio. E-mail was slightly different. There was not a significance 

(p > .05) in any case except with age (p < .05). The F-ration was deemed as not 

significant in e-mail as well. Use of the Internet mirrored the results of e-mail use, with 

no significance (p > .05) except in the instance of age (f = .23, p < .05). With the F-ratio 

deemed as not significant as well.  

 When taking mean scores into account when comparing demographics to 

individual questions, it is more evident to find relationships. The mean for blogging use 

is 1.54 (n=13), which indicates that most development officers surveyed do not use 

blogging at all, or very little. The mean age range was 2.62 (n=13), which indicates that 

most development officers surveyed are between the ages of 25-34 and 35-44. The 

researcher believes that due to the ages of the development officers, blogging is not 

being utilized as much as it could be. Had there been more development officers in the 

age range of 18-24, the researcher believes blogging would be more prevalent.  
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 Pod Casting was also one of the most underutilized technology-based 

communication strategy (m=1.38). As the development officers indicated that they do 

not use Pod Casting in order to fundraise, this can also be correlated to age. Like use of 

blogging, the researcher believes that had there been a younger age range for 

development officers, use of Pod Casting would be stronger.  

Pod Casting could be used to fundraise to access another market, or simply add to 

the channel of communications. By creating Pod Casts of information about the 

organization and their mission, will allow the audience to access this information and the 

touch of button. Pod Casts are available for download on an iPod and once 

downloaded, they can be replayed instantly. From downloading several Pod Casts at a 

time so the individual could listen to them on the way to work, to using these Pod Casts 

to show others, these Pod Casts can be used in many ways.  

Use of e-mail and the Internet did have some significance when examining age as 

a factor. Both technology-based communication strategies, e-mail (m=3.46) and the 

Internet (m=3.54), are said to be used frequently, or always by development officers in 

regards to fundraising. The researcher believes that since the age range of 

development officers surveyed is between 25-34 and 35-44, their preferred mode of 

communication is through e-mail and use of websites. This is becoming more and more 

prevalent and encouraged and therefore researchers are beginning to view this change 

in preference.  
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Objective 3: To Identify the Current Stage of the Health-Related Nonprofit 
Organizations in North Central Florida, According to the Innovation-Decision 
Process in Regards to Use of Technology to Disseminate Information. 

 Objective three aimed to identify the current stage of the Innovation-Decision 

Process in regards to different technology-based communication strategies. 

Frequencies (f) and percentages were found to analyze results.  

 In regards to use of Adobe products, the most frequent answer was Level 1, 

which indicated ‘Knowledge’ (61.5%, n=13), followed by both ‘Persuasion’ and 

‘Confirmation’ (15.4% each, n=13). With a low mean score (m=1.83, SD= 1.53), 

indicating that although most development officers are knowledgeable on Adobe 

products, they are not all using this technology for some reason. The researcher 

believes that this could be due to the fact that these programs are better known in 

communication and graphic design. Since most development officers are not the ones 

creating the materials for fundraising, they may not have skills in this area.  

 Current stage in the blogging process is very much scattered. The most frequent 

stage indicated was the ‘Implementation’ stage (30.8%, n=13), followed by both the 

‘Knowledge’ stage and ‘Decision’ stage (23.1% each, n=13), then ‘Persuasion’ (15.4%, 

n=13) and finally ‘Confirmation’ (7.7%, n=13). With a low mean score (m=1.75, SD= 

1.06), these results indicate that use of blogging is not a universal mode of 

communication among health-related NPO’s. It seems that some development 

officers/NPO’s are utilizing this technology while others are not. This could be due to 

lack of knowledge on this topic, not understanding the technology, of lack of time in the 

development officers schedule, among other reasons.  

 Pod Casting’s current stage was largely at Level 1, ‘Knowledge’ (69.2%, n=13). 

This was followed by ‘Persuasion’ (15.4%, n=13), and then by both ‘Decision’ and 
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‘Confirmation’ (7.7%, n=13). This indicates that, like blogging, the knowledge is there 

but the initiative to use this technology is not currently present in health-related NPO’s. 

With the lowest mean score (m=1.62, SD = 1.20), this leads the researcher to believe 

that lack of understanding the technology could be an issue in this case. Since many 

development officers understand what Pod Casting is but do not utilize this technology, 

it could be because they do not understand how to create a Pod Cast or they are 

unaware of the benefits of using this technology.  

 The current stages of e-mail and use of the Internet are fairly similar. In regards 

to use of e-mail for fundraising purposes, 84.6% (n=13) of development officers placed 

themselves at the ‘Confirmation’ level, followed by ‘Implementation’ (7.7%, n=13), and 

‘Knowledge’ (7.7%, n=13). Regarding use of the Internet, ‘Confirmation’ was the most 

frequent answer (61.5%, n=13), followed by ‘Implementation’ (30.8%, n=13) and one 

development officer at the ‘Knowledge’ stage (7.7%, n=13). A high mean score 

(m=4.62, SD= 1.12) was expected by the researcher. This technology has been around 

for quite a few years and therefore more and more people are becoming more sufficient 

in both sending and receiving this type of communication. While NPO’s are become 

more reliant on e-mail and Internet campaigns to fundraise, it is also important to 

understand their audience’s preferred mode of communication. As e-mail and use of the 

Internet is becoming an all-day, every-day type of communication, more individuals are 

saying that they prefer to receive mail, notices, etc. by e-mail or through a website. 

Since this is the case, it is important to understand this and for NPO’s to then tailor their 

communication methods to their specific audience.  
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Objective 4: To Describe the Differences which Exist Among Health-Related 
NPO’s Current Stage in the Innovation-Decision Process.  

 Objective four sought to describe the differences in current stages in the 

Innovation-Decision Process among NPO’s. This question compared demographics 

(age, level of education, classification in organization, years at the organization, and 

operating budget) to technology use (adobe products, blogging, Pod Casting, e-mail 

and the Internet).  

 In regards to Adobe products, there was not a significance (p > .05) as well as 

the F-ratio not being significant. This was also the case for use of blogging (p > .05) and 

Pod Casting (p > .05). In the case of e-mail and use of the Internet, there was not a 

significance (p > .05) except in the case of age (f = .92, p < .05). The F-ratio was also 

deemed as not significant.  

 Much like comparing individual use of these different technology-based 

communication methods, current stage in the Innovation-Decision Process is very 

similar. The researcher believes that age is the contributing factor in most of the cases. 

Since the age range is between 25 – 34 and 35 – 44, the researcher believes that 

utilizing ‘new’ technologies is not a priority of current development officers. Because 

they have done things a certain way for a quite a few years and it has worked, they will 

continue to make use of the same techniques.  

Objective 5: To Describe the Self-Reported Skill of Technology-Based 
Communication Strategies in Fundraising.  

 Objective five aimed to describe the skill related to technology-based 

communication strategies. This question utilized a Borich Scale question style with a 

scale of 0 – 3; 0 being ‘No Skill’ and 3 being ‘Skillful’. 
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 Skill associated with Adobe products was relatively low with a mean (m=.92, SD= 

.86) (n=13). Blogging was also low with regards to the mean (m=.85, SD= 1.21) (n= 13). 

Pod Casting had the lowest mean (m=.38, SD=.87) (n=13). E-mail use for fundraising 

indicated a much higher mean (m=2.69, SD= .63) (n=13). Use of graphics yielded a 

slightly high mean (m=1.69, SD=.86) (n=13). Use of the Internet also had a high mean 

(m=2.62, SD= .65) (n=13). 

 This reiterates that health-related NPO’s use e-mail and the Internet the most in 

comparison to other technology-based communication strategies that were included in 

the questionnaire.  

Objective 6: To Describe the Self-Reported Relevancy of Technology-Based 
Communication Strategies in Fundraising.  

 Objective six aimed to describe the Relevance related to technology-based 

communication strategies. This question utilized a Borich Scale question style with a 

scale of 0 – 3; 0 being ‘No Relevance’ and 3 being ‘Very Relevant’. 

 The relevancy placed on use of Adobe products had a mean of .92 (n=13) and a 

standard deviation of 1.04. Blogging had a lower mean (m=.62, SD= .87) (n=13). Pod 

Casting was even lower in regards to the mean (m=.46, SD= .97) (n=13). E-mail had a 

very high mean (m=2.46, SD= .66) (n=13), as did relevance of the Internet with a high 

mean (m=2.46, SD= .78) (n=13). Relevance of use of graphics was high with a mean 

(m=1.46, SD= 1.13) (n=13). 

 This confirms that development officers believe that use of e-mail and the 

Internet to be the most relevant tool in comparison to other technology-based 

communication strategies.  
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Objective 7: To Report the Mean Weighted Discrepancy Scores for Comparing 
Skills and Relevancy of Technology-Based Communication Strategies in 
Fundraising. 

 Objective 7 sought to describe the Mean Weighted Discrepancy Scores in 

regards to the Borich Style question. Mean weighted discrepancy scores (MWDS) were 

calculated for each of the skills and relevancy levels as reported by the development 

officers. A high MWDS indicates training in this area is needed while a low MWDS 

indicates that no training is necessary.  

 Positive MWDS were obtained for all comparisons of skill and relevancy. The 

highest MWDS were for “Blogging” (MWDS = .053), “E-mail” (MWDS = .053), and 

“Graphics” (MWDS = .053). This indicates that training in the areas of blogging, e-mail, 

and graphic use would be helpful to development officers since they view it as relevant 

but do not have enough knowledge in this area. 

Conclusions 

• Blogging is not a prevalent practice in health-related NPO’s in regards to 
fundraising. 

• Pod Casting is highly under-utilized as a technology-based communication 
method in health-related NPO’s.  

• E-mail and use of the Internet for fundraising is the most prevalent technology-
based communication strategy reported.  

• Development officers/NPO’s have begun to utilize some technology-based 
communication methods but are not yet using them to the full potential.  

• Low blogging rate can be attributed to age range of those surveyed. 

• Low Pod Casting rate can be attributed to age range of those surveyed. 

• Use of e-mail and the Internet is more prevalent due to change in acceptability 
according to individuals. 

• Low Adobe product knowledge could be due to the fact that development officers 
are not the ones putting promotional material together.  
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• Low blogging could be due to a lack of knowledge as to how to do this activity.  

• Low blogging could be attributed to lack of knowledge as to how effective this 
technology is in today’s society. 

• Low Pod Casting could be due to a lack of knowledge as to how to do this 
activity. 

• Low Pod Casting could be attributed to lack of knowledge as to how effective this 
technology is in today’s society. 

• Knowledge and use of ‘new’ technology is not a priority to development officers. 

• Since many development officers stick with ‘what works’ they are not inclined to 
try new methods of fundraising. 

• Training in areas such as blogging, Pod Casting, and use of e-mail could 
increase use of these technologies.  

Discussion and Implications 

 There has been little research done that has examined health-related nonprofit 

organizations, specifically, as a source of information on fundraising. Fundraising is an 

important and vital part of sustaining an NPO and thus is important to research. By 

understanding what methods are currently be utilized as well as what is not being taken 

advantage of, researchers could aid these NPO’s in understanding the missing link. In 

addition, the development officers will then benefit the organization because they will be 

better equipped to fundraise successfully.  

  Goatman & Lewis (2007) state that NPO’s are increasingly using their websites 

to communicate messages to their publics and this was confirmed from this study. In 

addition to using the website to communicate message, fundraising is also becoming a 

top use of websites for many NPO’s. This makes it very convenient for donors and is 

expected by many in today’s fast-paced society. Waters (2007) also confirms this idea 

by stating that 95% of NPO’s accept online donations. The research believes that this 
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study confirms this statistic. The researcher found that 100% of the NPO’s surveyed 

utilize websites, as well as 100% of them use their website for fundraising purposes.  

 As technology changes on a daily basis, this is very hard for NPO’s to stay 

current due to lack of financial resources. Guidestar (2007) states that since technology 

alters the way people interact and get information, that NPO’s need to adapt to these 

changes in order to stay alive. The researcher’s study confirms that development 

officers understand that technology-based communication methods are out there 

available for use but they are not utilizing all of them to the fullest extent.  

 Social media has been suggested to NPO’s in order to maximize exposure to 

their audiences as well as it allowing for two-way communication (Guidestar, 2007). As 

blogging is a part of social media, NPO’s should definitely take part in this activity. The 

researcher’s study has shown that although development officers understand what 

blogging is, they are not utilizing this technology to the fullest extent.  

Klein (2001) emphasizes the idea of building relationships while fundraising. Social 

media and use of technology-based communication strategies can help development 

officers do this. By utilizing two-way communication channels such as blogging, this 

could allow more options to increase the number of relationships they can cultivate and 

sustain. The researcher found that not all types of social media are being utilized to the 

fullest extent, and therefore, these relationships could be made stronger.  

E-mail is one of the most common methods used to fundraise that involves the 

Internet. Burko (2009) states that in terms of price, use of e-mail is extremely cost 

effective. The researcher’s study confirmed that most health-related NPO’s in North 

Central Florida do utilize e-mail to fundraise.  
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Recommendations 

Recommendations for future research and practice are provided as a result of 

assessing the use of technology-based communication strategies in nonprofit 

organizations as well as the factors that influence message dissemination.  

Recommendations for Practice 

• Development officers should be informed on the efficiency (both cost as well as 
timely) of technology-based communication strategies (use of blogging, 
Podcasting, etc.) 

• Information/training sessions on blogging should be provided for health-related 
NPO’s in order for development officers to be informed on the process of creating 
blogs, following blogs, as well as the effectiveness of blog use.  

• Information/training sessions on Pod Casting should be provided for health-
related NPO’s in order for development officers to be informed on the process of 
creating Pod Casts as well as the effectiveness of using Pod Casting.  

• Development officers should utilize more technology-based communication 
strategies for fundraising efforts.  

Recommendations for Future Research 

• More research should be done to find why development officers use the current 
methods to disseminate messages as well as why they do not expand into new 
techniques.  

• Qualitative research should be conducted in the form of interviews with 
development officers. By interviewing development officers, the researcher can 
ask specific questions to get a better understanding of why these development 
officers choose the methods they do.  

• A qualitative study should be done with development officers to identify additional 
methods of communication that are used to disseminate message that were not 
identified in questionnaire.  

• A larger sample size should be carried out by way of survey methodology. By 
gaining the opinions of additional development officers, the researcher can reach 
a better conclusion as to what methods are used by more organizations.  

• Additional research should be done with other nonprofit industries (other than 
health-related) and compared to this study.  
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• Facebook and Twitter should be included in further research to further 
understand what methods NPO’s are currently utilizing.  

• Further examination into characteristics of demographics should be done to 
better understand specifically what type of person is using what technology.  

Current Trends in Fundraising 

Since this study has concluded, there have been many developments in the field 

of fundraising due to several unfortunate events. The earthquake and Haiti was one of 

these events. Much like September 11, 2001, the earthquake also changed the way 

nonprofit organizations approach fundraising. Since new technology has evolved, this 

translated in how the Red Cross, among many others, solicited for donations. 

“Yesterday, we noted that $5 million had been raised in donations for Haiti through text 

messaging in the U.S. alone. Today, that number surpassed $10 million…(Siegler, 

2010).  

 Text messaging is not the only trend that has been observed in fundraising. 

There are also trends in how these organizations are choosing to communicate to their 

audience. It was found that “62% of respondents cited some form of asynchronous 

communication: information was disseminated through email, newsletters, websites or 

direct mail” (Johnson, Debner & Vesneski, 2009).  

Social networking within nonprofit organizations for fundraising is also on the rise. 

Because most social networking sites are free to use, this is a perfect outlet for nonprofit 

organizations. Sites such as Facebook, MySpace, LinkedIn, as well as many more can 

be helpful tools to those organizations that need to cut-back on their fundraising 

budgets.  

In addition to these trends, the idea of stewardship has become a buzzword in the 

nonprofit industry. Although creating and building relationships have always been a 
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focus for NPO’s, it has been significantly more important in this tough economic time. 

“We have continued to keep the same rate of contact with our major donors, whether or 

not we expect them to make a significant commitment in the short term” (Johnson, 

Debner, & Vesneski, 2009). This is because nonprofits are realizing that even if a donor 

is not able to make a significant donation now, when the economy turns around, they 

will remember the relationship that they have and make that contribution. The current 

trends of use of social media and use of technology make this an easy process for 

development officers.  

Reflection on Research Process 

Unfortunately, there were many obstacles during this study. First, the issue of 

timing with the web-based survey was not successful. Due to the holidays many 

development officers did not respond to the survey the first time it was sent out. This 

could have been because they were already out of the office for the holiday season or 

because they were too busy before the holidays began to take the survey. After the low 

response rate, the researcher decided to send the survey out again after the new year 

and everyone was back to work.  

 Secondly, there was some confusion with who the survey was e-mailed to. The 

researcher found individual names for many of the organizations from looking on their 

websites, but for other organizations, phone calls where made. In these instances the 

secretary often told the researcher names of who could help in the area of fundraising. 

In some cases, there were multiple employees that were involved with fundraising so 

the researcher tried to send the questionnaire to all involved. This must have confused 

many of them because they did not respond.  
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 When the researcher decided to distribute the questionnaire again, phone calls 

were also made in an attempt to increase the response rate. This was a very 

discouraging process as it seemed as though the there was not much enthusiasm to 

complete the questionnaire. Upon getting development officers on the phone, they did 

not want to take the time to answer the questions over the phone and often pushed the 

researcher through to another individual. This can only be thought to be because of a 

busy work load or lack of interest in the research being conducted.  

 It has to be said that there were a few organizations that were very enthusiastic 

about the research being done and further validated that it was important. They were 

the development officers that were eager to hear what became of this research and very 

encouraging to the researcher.  

Summary 

 Chapter 5 began by reviewing the previous chapters as well as reviewing the 

purpose and objectives of this study. It then summarized the findings for each seven 

objectives. Next, conclusions were drawn from the data provided in Chapter 4. These 

conclusions were discussed in further detail and compared to previous literature. 

Finally, recommendations for practice and future research were offered. 
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APPENDIX A 
INSTRUMENT 

The Use of Technology-Based Communication Strategies for Fundraising in 
Health-Related Non Profits in North Central Florida 

 

Purpose of the research study:  

The purpose of this study is to examine the use of technology-based communication 
strategies used by health-related nonprofit organizations in their fundraising campaigns. 
Specifically, examining the perceptions and implementation of individual technologies in 
fundraising efforts.  

What you will be asked to do in the study:  

You are asked to complete an online survey. Please complete this to your best ability.  

Time required:  

30 minutes 

Risks and Benefits:  

There are no perceived risks or benefits in this study.  

Compensation:  

You will NOT be paid to complete this study.  

Confidentiality:  

Your identity will be kept confidential to the extent provided by law. Your information will 
be assigned a code number. Your name will not be used in any report.  

Voluntary participation:  

Your participation in this study is completely voluntary. There is no penalty for not 
participating.  

Right to withdraw from the study:  

You have the right to withdraw from the study at anytime without consequence.  

Whom to contact if you have questions about the study:  
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Amanda Brumby, Graduate Student, Department of Agricultural Education and 
Communication, PO Box 11540, phone 392-0502.  

Whom to contact about your rights as a research participant in the study:  

IRB02 Office, Box 112250, University of Florida, Gainesville, FL 32611-2250; phone 
392-0433.  

Agreement:  

I have read the procedure described above. I voluntarily agree to participate in the 
procedure and I have received a copy of this description.  

Participant: ___________________________________________ Date: __________  

Principal Investigator: ___________________________________ Date: __________  

 
1. What is your preferred computer platform? 

a. Macintosh 

b. Windows 

2. Does your organization use both computer platforms? 

a. Yes 

b. No 

3. Does your organization have a website? 

a. Yes 

b. No 

4. Is your organization’s website used for fundraising purposes? 

a. Yes 

b. No 

5. Are you an administrative member of your organization’s website team? 

a. Yes 

b. No 
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6. How would you rate yourself as a user of Adobe Products? 

a. No knowledge of this product 

b. Can use it but occasionally need help 

c. Can use it to accomplish most tasks 

d. Expert – have or would be willing to instruct others 

7. What is your view of using Adobe Products for fundraising efforts? 

a. Strongly Agree 

b. Agree 

c. Neutral 

d. Disagree 

e. Strongly Disagree 

8. What is your current stage in regards to using Adobe Products for fundraising 
efforts? 

a. Level 1: Knowledge (I have only heard about this technology, I do not use 
it) 

b. Level 2: Persuasion (I have had others urge me to use this technology but 
still do not use it) 

c. Level 3: Decision (I have made the decision to use this technology) 

d. Level 4: Implementation (I have begun to use this technology) 

e. Level 5: Confirmation (I use this technology most of the time and feel it is 
useful in this context) 

9. What is your interest in blogging, in regards to your organization? 

a. Very interested 

b. Somewhat interested 

c. I’m not sure, what is it? 

d. No interest 
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10. In regards to blogging for fundraising purposes, what processes are you involved 
with? 

a. Level 1: I do not use blogging for fundraising efforts 

b. Level 2: I read other organizations blogs, but do not create any of my own 

c. Level 3: I create and publish blogs for my organization 

d. Level 4: I create/publish blogs, as well as following other organization’s 

11. What is your view of using blogging for fundraising efforts? 

a. Strongly Agree 

b. Agree 

c. Neutral 

d. Disagree 

e. Strongly Disagree 

12. What is your current stage in regards to using blogging for fundraising efforts? 

a. Level 1: Knowledge (I have only heard about this technology, I do not use 
it) 

b. Level 2: Persuasion (I have had others urge me to use this technology but 
still do not use it) 

c. Level 3: Decision (I have made the decision to use this technology) 

d. Level 4: Implementation (I have begun to use this technology) 

e. Level 5: Confirmation (I use this technology most of the time and feel it is 
useful in this context) 

13. What is your interest in Pod Casting, in regards to your organization? 

a. Very interested 

b. Somewhat interested 

c. I’m not sure, what is it? 

d. No interest 

14. In regards to Pod Casting, what processes are you involved with? 
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a. Level 1: I do not use Pod Casting for fundraising efforts 

b. Level 2: I listen to other organizations Pod Casts, but do not create any of 
my own 

c. Level 3: I create and publish Pod Casts for my organization 

d. Level 4: I create/publish Pod Casts, as well as following other 
organization’s 

15. What is your view of using Pod Casting for fundraising efforts? 

a. Strongly Agree 

b. Agree 

c. Neutral 

d. Disagree 

e. Strongly Disagree 

16. What is your current stage in regards to using Pod Casting for fundraising 
efforts? 

a. Level 1: Knowledge (I have only heard about this technology, I do not use 
it) 

b. Level 2: Persuasion (I have had others urge me to use this technology but 
still do not use it) 

c. Level 3: Decision (I have made the decision to use this technology) 

d. Level 4: Implementation (I have begun to use this technology) 

e. Level 5: Confirmation (I use this technology most of the time and feel it is 
useful in this context) 

17. Indicate your e-mail use for fundraising? 

a. Level 1: I do not use e-mail for fundraising 

b. Level 2: I use e-mail occasionally for fundraising 

c. Level 3: I use e-mail frequently for fundraising 

d. Level 4: I always use e-mail for fundraising 
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18. What is your view of using e-mail for fundraising efforts? 

a. Strongly Agree 

b. Agree 

c. Neutral 

d. Disagree 

e. Strongly Disagree 

19. What is your current stage in regards to using e-mail for fundraising efforts? 

a. Level 1: Knowledge (I have only heard about this technology, I do not use 
it) 

b. Level 2: Persuasion (I have had others urge me to use this technology but 
still do not use it) 

c. Level 3: Decision (I have made the decision to use this technology) 

d. Level 4: Implementation (I have begun to use this technology) 

e. Level 5: Confirmation (I use this technology most of the time and feel it is 
useful in this context) 

20. Indicate your graphics use for fundraising: 

a. Level 1: I do not use graphics for fundraising 

b. Level 2: I use graphics on a small-scale for fundraising (ex: clip art) 

c. Level 3: I use graphics on a larger-scale for fundraising (ex: digital photos) 

d. Level 4: I always use graphics for fundraising (ex: Photoshop, InDesign 
and Publisher) 

21. What is your view of graphic use for fundraising efforts? 

a. Strongly Agree 

b. Agree 

c. Neutral 

d. Disagree 

e. Strongly Disagree 
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22. What is your current stage in regards to using graphics use for fundraising 
efforts? 

a. Level 1: Knowledge (I have only heard about this technology, I do not use 
it) 

b. Level 2: Persuasion (I have had others urge me to use this technology but 
still do not use it) 

c. Level 3: Decision (I have made the decision to use this technology) 

d. Level 4: Implementation (I have begun to use this technology) 

e. Level 5: Confirmation (I use this technology most of the time and feel it is 
useful in this context) 

23. Indicate your Internet use in regards to fundraising: 

a. Level 1: I do not use the Internet for fundraising 

b. Level 2: I use the Internet occasionally to fundraise 

c. Level 3: I use the Internet frequently to fundraise 

d. Level 4: I always use the Internet to fundraise 

24. What is your view of using the Internet for fundraising efforts? 

a. Strongly Agree 

b. Agree 

c. Neutral 

d. Disagree 

e. Strongly Disagree 

25. What is your current stage in regards to using the Internet for fundraising efforts? 

a. Level 1: Knowledge (I have only heard about this technology, I do not use 
it) 

b. Level 2: Persuasion (I have had others urge me to use this technology but 
still do not use it) 

c. Level 3: Decision (I have made the decision to use this technology) 
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d. Level 4: Implementation (I have begun to use this technology) 

e. Level 5: Confirmation (I use this technology most of the time and feel it is 
useful in this context) 

26. What is the total number of hours a week that you spend on a computer, at the 
office? 

a. 0 

b. Less than 1 

c. 1-5 

d. 6-10 

e. 11-15 

f. 16-20 

g. 21+ 

27. Of these hours, how many are used for fundraising activities? 

a. 0 

b. Less than 1 

c. 1-5 

d. 6-10 

e. 11-15 

f. 16-20 

g. 21+ 

28. What is your most common activity when using a computer at the office? (Check 
only 1) 

a. Fundraising 

b. Researching 

c. Searching Databases 

d. E-mail 
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e. Letter writing 

f. Design work 

29. How many hours a week do you spend doing the following activities (at the 
office)? 

a. Fundraising (0, less than 1, 1-5, 6-10, etc.) 

b. Research 

c. Searching Databases 

d. E-mail 

e. Letter writing 

f. Design work 

30. Indicate your gender: 

a. Female 

b. Male 

31. Indicate your age: 

a. 18-24 

b. 25-34 

c. 35-44 

d. 45-54 

e. 55+ 

32. Indicate the highest level of education completed: 

a. High School 

b. Community College 

c. University (Undergraduate Degree) 

d. University (Graduate Degree) 

33. What is your classification at your organization? 
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a. Employee 

b. Volunteer 

34. What is the total number of years that you have served as ‘development officer’ 
for your organization? 

a. Less than 1 year 

b. 1-3 years 

c. 4-6 years 

d. 7-9 

e. More than 10 years 

35. What fundraising budget does your organization belong to, as of last year? 

a. $0 - $5,000 

b. $5,001 - $10,000 

c. $10,001 - $50,000 

d. $50,001 - $1 million 

e. $1.1 million + 

36. What is your operating budget (yearly), in regards to fundraising? 

a. $0 - $1,000 

b. $1,001 - $5,000 

c. $5,001 - $10,000 

d. $10,001 - $15,000 

e. $15,001 - $20,000 

f. $20,001 - $25,000 

g. $25,001 + 

 
Borich Scale Questions 
Scale for these questions will be the following: 
Skill: No skills, Low skills, Moderate skills, Skillful 
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Relevance: No relevance, Some relevance, Relevant, Very relevant 
 
Questions Skill Relevance 

1. Use of Adobe Products, in regards to fundraising?   

2. Use of blogging, in regards to fundraising?   

3. Use of Pod Casting, in regards to fundraising?   

4. Use of email, in regards to fundraising?   

5. Use of graphics, in regards to fundraising?   

6. Use of the Internet, in regards to fundraising?   
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APPENDIX B 
EMAIL 1 

I am writing to ask your help in a study of nonprofit organizations being conducted 

for the University of Florida. This study is part of an effort to learn the role that 

technology plays in fundraising efforts for nonprofit organizations.  

It is my understanding that you are involved with fundraising within the nonprofit 

organization that you work for. I am conducting a convenience sample of development 

directors from North Central Florida health-related nonprofit organizations.  

Results from the survey will be used to help other nonprofit organizations 

understand the role that technology plays in fundraising. By understanding what 

technology communication methods that nonprofit organizations are using and how 

effective they are, other organizations will be able to apply this method as well.  

Your answers are completely confidential and will be released only as summaries 

in which no individual's answers can be identified. When you return your completed 

questionnaire, your name will be deleted from the mailing list and never connected to 

your answers in any way. This survey is voluntary. However, you can help us very much 

by taking a few minutes to share your experiences and opinions about use of 

technology in fundraising. If for some reason you prefer not to respond, please let me 

know by responding by email.  

If you have any questions or comments about this study, I would be happy to talk 

with you. My phone number is (352) 392-0502 x 244 or you can respond to this email. 

Thank you very much for helping with this important study. 
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Amanda Brumby 

MS Graduate Assistant 

University of Florida 
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APPENDIX C 
EMAIL 2 

I am writing to ask your help in a study of nonprofit organizations being conducted 

for the University of Florida. This study is part of an effort to learn the role that 

technology plays in fundraising efforts for nonprofit organizations.  

It is my understanding that you are involved with fundraising within the nonprofit 

organization that you work for. We are conducting a convenience sample of 

development directors from North Central Florida health-related nonprofit organizations.  

Results from the survey will be used to help other nonprofit organizations 

understand the role that technology plays in fundraising. By understanding what 

technology communication methods that nonprofit organizations are using and how 

effective they are, other organizations will be able to apply this methods as well.  

Your answers are completely confidential and will be released only as summaries 

in which no individual's answers can be identified. When you return your completed 

questionnaire, your name will be deleted from the mailing list and never connected to 

your answers in any way. This survey is voluntary. However, you can help us very much 

by taking a few minutes to share your experiences and opinions about use of 

technology in fundraising. If for some reason you prefer not to respond, please let me 

know by responding by email.  

Please click on this link and it will take you to the survey: 

https://www.surveymonkey.com/s/GS2RKKJ 

If you could provide me with any feedback regarding this questionnaire, that would 

be greatly appreciated. Please let me know if you found anything unclear or 

inappropriate.  

https://www.surveymonkey.com/s/GS2RKKJ?c=46�
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If you have any questions or comments about this study, I would be happy to talk 

with you. My phone number is (352) 392-0502 x 244 or you can respond to this email.  

 

Thank you very much for helping with this important study. 

Amanda Brumby 

MS Graduate Assistant 

University of Florida 
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APPENDIX D 
EMAIL 3 

 

Last week a questionnaire seeking your opinion on technology use in fundraising 

efforts by nonprofit organizations was emailed to you. 

If you have already completed and returned the questionnaire, please accept my 

sincere thanks. If not, please do so today. I am especially grateful for your help because 

it is only by asking people like you to share your experiences that we can understand 

why people use technology in fundraising efforts. 

Again, here is the link that will take you to the questionnaire: 

https://www.surveymonkey.com/s/GS2RKKJ 

 If you could provide me with any feedback regarding this questionnaire, that 

would be greatly appreciated. Please let me know if you found anything unclear or 

inappropriate. 

Thank you very much for helping with this important study. 

Amanda Brumby 

MS Graduate Assistant 

University of Florida 

 

 

 

 

 

 

https://www.surveymonkey.com/s/GS2RKKJ�
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APPENDIX E 
EMAIL 4 

A week ago I sent an email containing a link to a questionnaire regarding the use 

of technology in fundraising efforts within nonprofit organizations. To the best of my 

knowledge, it's not yet been returned. 

I am writing again because of the importance that your questionnaire has for 

helping to get accurate results. Although I sent questionnaires to most health-related 

nonprofit organizations in North Central Florida, it's only by hearing from nearly 

everyone in the sample that I can be sure that the results are truly representative. 

A few people have replied to say that they are not involved in fundraising within 

their organization. If this applies to you, please let me know by replying to this email so 

that I can remove your name from the mailing list. 

A comment on our survey procedures. A questionnaire identification number is 

given to each questionnaire so that I can check your name off of the mailing list when it 

is returned. The list of names is then destroyed so that individual names can never be 

connected to the results in any way. Protecting the confidentiality of people's answers in 

very important to us, as well as the University. 

Again, here is the link to the questionnaire: 

https://www.surveymonkey.com/s/GS2RKKJ?c=35 

I hope that you will fill out and return the questionnaire soon, but if for any reason you 

prefer not to answer it, please let me know by replying to this email.  

If you have any questions or concerns, please contact me by responding to this 

email.  

https://www.surveymonkey.com/s/GS2RKKJ?c=35�
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Thanks! 

Amanda Brumby 

MS Graduate Assistant 

University of Florida 
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APPENDIX F 
EMAIL 5 

As I know you were busy before and during the holidays, I understand that my 

previous emails may have been overlooked. I sent a few emails before the holidays 

containing a link to a survey in regards to Technology Use in Fundraising. Today, I hope 

that you know have a little more time to consider taking this survey. As a graduate 

student at the University of Florida, I am trying to build upon the body of knowledge in 

regards to the nonprofit sector. It is people like you who can allow me to graduate with a 

better understanding of how the nonprofit sector operates and therefore have a better 

opportunity of succeeding in my future. 

Below is the link to the survey. All you need to do is click on the link (or copy and 

paste) and it will take you to the survey. This should only take a few minutes of your 

time and requires NO research on your part. It is strictly your opinion and knowledge 

that is needed. 

https://www.surveymonkey.com/s/GS2RKKJ 

Again, thank you for your time and help in this process. I truly appreciate it! 

 

Thanks! 

Amanda Brumby 

MS Graduate Assistant 

University of Florida 

 

 

 

https://www.surveymonkey.com/s/GS2RKKJ�
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APPENDIX G 
EMAIL 6 

Hello again! I emailed you last week in regards to participating in a study that I am 

conducting. I realize that you are very busy with your own work and life but I hope that 

you will consider helping me in my thesis research. As a graduate student at the 

University of Florida I am hoping to collect information about Technology Use in 

Fundraising. The survey will only take a few minutes to take and does NOT require any 

research on your part. It is based only on your opinion and knowledge on fundraising 

techniques. The link is provided below and all you have to do is click on the link (or copy 

and paste) and it will direct you to the survey.  

https://www.surveymonkey.com/s/GS2RKKJ 

Also, if you know anyone else in your organization that would have knowledge in 

this area - feel free to pass this link along. The more participants that I have in this 

study, the better so you would be doing me a great favor.  

Again, I really appreciate your time and effort with this! 

 

Thanks! 

Amanda Brumby 

MS Graduate Assistant 

University of Florida 
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