
FAACPA STRATEGIC PLANNING 
 

The Filipino American Association of Certified Public  

Accountants (FAACPA) 
 
is a professional organization made up of: 

 

 - individuals who have qualified as Certified Public  
               Accountants in any state, territory or possession of  
the United States,  
 or   

- individuals who have qualified as in Certified Public  
      Accountantsthe Philippines, 
 
   or 
 - individuals who have qualified as or asChartered  
Accountants or similar CPA designation in any country  
or jurisdiction.   

    and 

- individuals who hold positions of responsibility or 
have proven trackrecords in the accounting and 
other related industries. 
    
    and 

-individuals who are enrolled as students in any four year       
accredited college or university who are at least in 
junior level  
status majoring in accounting. 
 
    and 

-spouses, significant others or close relatives of 
members of the organization 

  And THE RETIRED MEMBERS 
 
 

 FAACPA’s objectives: 

 To promote professional growth and development of members.            
career opportunities and advancement.       
       

 To encourage and aid members in the attainment of CPA  
certification in Washington. 
    

REGULAR MAMBERS: 

1. ANY INDIVIDUAL WITH 

CPA CERTIFICATRION IN 

THE US 

2.  ANY INDIVIDUAL 

WITH CPA 

CERTIFICATRION IN 

THE PHILIPPINES OR 

EQUIVALENT 

CERTIFICATION 

ELSEWHERE 

AFFILIATE MEMBERS: 

3.  ANY INDIVIDUAL 

ACTIVELY ENGAGED IN 

ACCOUNTING AND/OR 

RELATED WORK AND 

ASPIRING FOR 

CERTIFICATION LATER ON 

4.  STUDENT MEMBERS: 

STUDENTS OF 

ACCOUNTANCY AND OR 

RELATED FIELD 

5.  AUXILLARY MEMBERS 

6.  RETIRED  MEMBERS 



 To develop cordial relation among members of the accounting  
profession and members of other professional organization.       
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Three Things You Can’t Do Without—Mission, 

Vision and Values Statements 
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When used properly mission, vision and values statements can be very powerful 

tools. They are inspiring words developed by leaders to clearly and concisely 

convey the purpose, direction and driving forces of their organization. By creating 

clear, meaningful and reflective statements, you can powerfully communicate your 

intentions and motivate and inspire your team to ensure they understand the 

objectives of the organization, to make consistent everyday decisions and to 

achieve buy-in to new directions. Your team members will gain a sense of pride in 

working as part of an organization that stands for something and are united by a 

common sense of purpose. 

Why do they matter?  
Mission, vision and values statements are crucial to communicating the “who, 

what and why” for your organization to corporate management, team members and 

to the users of your services. It’s not enough to feel passionate about the products 

and services your organization offers, you and your entire team also have to 

consciously understand the framework of what drives the organization. This is 

essential in order to effectively communicate those drivers to a diverse group of 

people. 

The more clearly you can articulate your high-level goals from the start, the less 

time and resources you will spend on trying to fix poor communication, alignment, 

employee engagement and unwanted cultural behaviors later. Your strategic goals 

and tactical plans will be more aligned, streamlined and easier to communicate to 

your stakeholders. 

http://www.cellaconsulting.com/blog/three-things-you-cant-do-without-mission-vision-and-values-statements/
http://www.cellaconsulting.com/blog/author/ceil-wloczewski/
http://www.specificfeeds.com/follow
javascript:void(0);
http://www.cellaconsulting.com/blog/three-things-you-cant-do-without-mission-vision-and-values-statements/
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So, what is the difference between mission, vision and values? How are they 

distinct? Following is some advice to start developing your organization’s mission, 

vision and value statements. 

Mission Statement Creation 

What do we do? 
Your mission statement should be a concise statement of business strategy. It 

should be developed from the customer’s perspective and it should fit with the 

vision for the business. Describe the overall purpose of your organization: what we 

do, who we do it for, and how and why we do it. 

 To create your mission statement, first identify your organization’s “winning 

idea.” 

 This is the idea or approach that will make your organization stand out, and is 

the reason that your customers will come to you and not go to outside 

vendors. 

 Next, identify the key ways you will measure your success. 

 Combine your winning idea and success measures into a tangible and 

measurable goal. 

 Refine the words until you have a concise and precise statement of your 

mission, which expresses your ideas, measures and desired result. 

Vision Statement Creation 

Why are we here? 
Once you’ve created your mission statement, move on to create your vision 

statement: 

 First, identify your organization’s mission. Then uncover the real human 

value in that mission. Reflect the essence of the organization’s mission and 

values. 

 Answer the question: What impact do we want to have within the 

corporation? 

 Next, identify what you, your customers and other stakeholders can be 

expected to value most about how your organization will achieve this 

mission. Distill these into the values that your organization has or should 

have. 

 Combine your mission and values, and polish the words until you have a 

vision statement inspiring enough to energize and motivate stakeholders 

inside and outside your organization. 

 Make sure the words convey a larger sense of organizational purpose, so that 

your team members see themselves as “important” and relevant to the 

corporation. 

Values Statement Creation 



Who are we? 
A value statement should: 

 Reflect the core ideology of an organization, the deeply held values that do 

not change over time. 

 Answer the question: How do we carry out our mission? 

 Include the values your organization lives and breathes in all its activities. 

Find ways to involve as many people as possible in the mission/vision/values 

creation processes, because engaging team members will help them to take 

ownership, while also providing more minds to help craft statements that 

accurately reflect the diverse organization. 

Review Periodically 
Remember that your mission, vision and values statements are meant to be a road 

map for your organization, not to lock you into a particular direction. A periodic 

review with corporate management will enable them to agree on your 

organization’s evolving long-term direction, set anew course if required, get the 

organization back on track when necessary, or determine whether interim 

modifications are needed. 

Do Mission, Vision and Value Statements Help? 
To be of use, mission, vision and values statements must be assimilated into the 

organization. For these to pay off, the organization needs to: 

 Communicate these statements through many mediums and to all levels of the 

organization. 

 Take internal measures to ensure management speaks with one voice about 

mission, vision and values. 

 Relate and reinforce success stories that demonstrate the mission, vision and 

values in action. 

 Embody and enact vision and values in management practices. 

 Define short-term objectives that are compatible with the long-range vision. 

Summary  

The core elements of mission, vision and values are key to your ability to 

communicate clearly and consistently with corporate management, your current 

and potential clients and team members. Through consciously understanding your 

organization’s values and goals, you can clearly express what brought your 

organization into existence and how it continues to define, benefit and drive the 

corporation. 



http://www.cellaconsulting.com/blog/three-things-you-cant-do-without-mission-

vision-and-values-statements/ 
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Importance of Mission Vision in Organizational 
Strategy 
by Neil Kokemuller 

 

A mission and vision are standard and critical elements of a company's 

organizational strategy. Most established companies develop organizational 

mission statements and vision statements, which serve as foundational guides in 

the establishment of company objectives. The company then develops strategic and 

tactical plans for objectives. 

Mission Statement Purpose 

A company's mission statement is essentially its statement of purpose. It serves as 

a guide for all of the company's decision-making. Shareholders, leaders and 

employees are generally the target of the mission. It should help workers within the 

organization know what decisions and tasks best align with the mission of the 

company. A mission statement offers insight into what company leaders view as 

the primary purpose for being in business. Some companies have profit-motivated 

missions, while others make customers a focal point. Other firms use a mission to 

point out more altruistic intentions that ultimately lead to profits. 

http://www.cellaconsulting.com/blog/three-things-you-cant-do-without-mission-vision-and-values-statements/
http://www.cellaconsulting.com/blog/three-things-you-cant-do-without-mission-vision-and-values-statements/
http://smallbusiness.chron.com/
http://smallbusiness.chron.com/business-models-organizational-structure/
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Relationship to Organizational Strategy 

Strategic planning is the process of developing company objectives, strategies and 

tactics to achieve the mission of the organization. The company generates short 

and long-term objectives using the mission statement. Objectives may include 

market-share targets, revenue or profit goals, customer satisfaction scores and 

improved brand awareness. Next, it develops strategies to accomplish objectives. 

For instance, better training and monitoring of feedback scores are strategies to 

achieve higher customer satisfaction. Actionable steps or tactics are then 

developed. Hiring an outside training consultant for a series of service training 

sessions is a tactic tied to the customer satisfaction goal and the training strategy. 

Vision Statement Purpose 

Vision statements are sometimes confused or used synonymously with mission 

statements. However, vision statements should offer more of a direction and 

include a perspective of corporate values. A vision might provide a direction for 

the company for the next five to 10 years, while also noting a commitment to 

integrity, transparency, openness and other such values. "Mind tools," indicates 

that a vision statement takes your mission and adds an element of human values. It 

should inspire employees and given them a sense of purpose. 

Example 

On its website, pharmaceutical company Merck includes product, customer, 

employee and investor interests in its mission statement. It effectively conveys 

intentions to deliver desired results to each entity. Its vision statement goes into 

more details about the company's values and includes the phrase "make a 

difference in the lives of people." This phrase ultimately means that the company 

makes helping the world with medicine a higher priority than profits in its 

organizational strategy. The company's vision also notes a desire to be the best 

health care company in the world. 

Ads by Google 

http://smallbusiness.chron.com/importance-mission-vision-organizational-strategy-16000.html 
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An organization’s mission statement should clearly communicate what it is that 

they do. Many mission statements succumb to an over use of words in general, but 

especially jargon.  Good mission statements should be clear, memorable, concise. 

Some might also add “inspiring” to the list of descriptors. We don’t altogether 

disagree, but we find that including this as an upfront criteria often ends up with a 

Frankenstein that is part mission, part vision statement (desired end-state), and 

almost always too long. 

 

The following  are 50 mission statements selected from the top 100 

nonprofits list (based on a series of web, social, and financial metrics). 

Details on how this list was compiled can be found by scrolling down to the bottom of 

the page. 

General Findings 

 The best mission statements are clear, memorable, and concise 

 Avg length for the full 50 organizations listed here is only 15.3 

words (excluding brand references) 

 Avg length for the first 20 organizations below is only 9.5 words (excluding 

brand references). 

 The shortest contains only two words (TED) 

 The longest contained 235 words (UNHCR) 

 

50 Mission Statements from Top Nonprofits 

TED: Spreading Ideas. (2 words) 

https://topnonprofits.com/examples/vision-statements/
https://topnonprofits.com/lists/best-nonprofits-on-the-web/
https://topnonprofits.com/lists/best-nonprofits-on-the-web/
https://topnonprofits.com/lists/best-nonprofits-on-the-web/


The Humane Society: Celebrating Animals, Confronting Cruelty. (4 words) 

Smithsonian: The increase and diffusion of knowledge. (6 words) 

Monterey Bay Aquarium: To inspire conservation of the oceans. (6) 

Wounded Warrior Project: To honor and empower wounded warriors. (6) 

Best Friends Animal Society: A better world through kindness to animals. (7) 

Kiva: To connect people through lending to alleviate poverty. (8) 

Livestrong: To inspire and empower people affected by cancer. (8) 

Invisible Children: To bring a permanent end to LRA atrocities. (8) 

Public Broadcasting System (PBS): To create content that educates, informs and 

inspires. (8) 

USO lifts the spirits of America’s troops and their families. (9) 

Human Rights Campaign Working to achieve lesbian, gay, bisexual and transgender 

equality. (9) 

National Wildlife Federation: Inspiring Americans to protect wildlife for our 

children’s future. (9) 

Oxfam: To create lasting solutions to poverty, hunger, and social injustice. (10) 

charity: water: Bringing clean, safe drinking water to people in developing countries. 

(10) 

American Heart Association: To build healthier lives, free of cardiovascular 

diseases and stroke. (10) 

Environmental Defense Fund: To preserve the natural systems on which all life 

depends. (10) 

New York Public Library: To inspire lifelong learning, advance knowledge, and 

strengthen our communities. (10) 

The Nature Conservancy: To conserve the lands and waters on which all life 

depends. (11) 



CARE: To serve individuals and families in the poorest communities in the world. 

(12) 

National Parks Conservation Association: To protect and enhance America’s 

National Park System for present and future generations. (13) 

JDRF: To find a cure for diabetes and its complications through the support of 

research. (14) 

Heifer International: To work with communities to end hunger and poverty and care 

for the Earth. (14) 

ASPCA: To provide effective means for the prevention of cruelty to animals 

throughout the United States. (15) 

Defenders of Wildlife: The protection of all native animals and plants in their 

natural communities. (15) 

Amnesty International: To undertake research and action focused on preventing and 

ending grave abuses of these rights. (15) 

 

Creative Commons develops, supports, and stewards legal and technical 

infrastructure that maximizes digital creativity, sharing, and innovation. (15) 

March of Dimes: We help moms have full-term pregnancies and research the 

problems that threaten the health of babies. (16) 

American Diabetes Association: To prevent and cure diabetes and to improve the 

lives of all people affected by diabetes. (16) 

Habitat for Humanity International: Seeking to put God’s love into action, Habitat 

for Humanity brings people together to build homes, communities and hope. (16) 

In Touch Ministries: To lead people worldwide into a growing relationship with 

Jesus Christ and to strengthen the local church. (17) 

Cleveland Clinic: To provide better care of the sick, investigation into their problems, 

and further education of those who serve. (18) 

The U.S. Fund for UNICEF fights for the survival and development of the world’s 

most vulnerable children and protects their basic human rights. (18) 



Leukemia & Lymphoma Society: Cure leukemia, lymphoma, Hodgkin’s disease and 

myeloma, and improve the quality of life of patients and their families. (18) 

Teach for America: Growing the movement of leaders who work to ensure that kids 

growing up in poverty get an excellent education. (20) 

Save the Children: To inspire breakthroughs in the way the world treats children and 

to achieve immediate and lasting change in their lives. (20) 

San Diego Zoo is a conservation, education, and recreation organization dedicated to 

the reproduction, protection, and exhibition of animals, plants, and their habitats. (20) 

Ducks Unlimited conserves, restores, and manages wetlands and associated habitats 

for North America’s waterfowl. These habitats also benefit other wildlife and people. 

(20) 

Make-A-Wish: We grant the wishes of children with life-threatening medical 

conditions to enrich the human experience with hope, strength and joy. (21) 

American Red Cross prevents and alleviates human suffering in the face of 

emergencies by mobilizing the power of volunteers and the generosity of donors. (21) 

National Multiple Sclerosis Society: We mobilize people and resources to drive 

research for a cure and to address the challenges of everyone affected by MS. (21) 

Doctors without Borders (Médecins Sans Frontières) works in nearly 70 countries 

providing medical aid to those most in need regardless of their race, religion, or 

political affiliation. (21) 

Feeding America: To feed America’s hungry through a nationwide network of 

member food banks and engage our country in the fight to end hunger. (22) 

Susan G Komen for the Cure is fighting every minute of every day to finish what 

we started and achieve our vision of a world without breast cancer. (24) 

Audubon: To conserve and restore natural ecosystems, focusing on birds, other 

wildlife, and their habitats for the benefit of humanity and the earth’s biological 

diversity. (24) 

Mayo Clinic: To inspire hope and contribute to health and well-being by providing 

the best care to every patient through integrated clinical practice, education and 

research. (24) 



The Rotary Foundation: To enable Rotarians to advance world understanding, 

goodwill, and peace through the improvement of health, the support of education, and 

the alleviation of poverty. (24) 

AARP: To enhance quality of life for all as we age. We lead positive social change 

and deliver value to members through information, advocacy and service. (25) 

Boy Scouts of America: To prepare young people to make ethical and moral choices 

over their lifetimes by instilling in them the values of the Scout Oath and Law. (25) 

NPR: To work in partnership with member stations to create a more informed public 

– one challenged and invigorated by a deeper understanding and appreciation of 

events, ideas and cultures. (28) 

  

What does this mean for you? 

Is your mission statement longer than 20 words? Can you get it below 15? Below 10? 

 Design it to clearly communicate what you do in such a way that people can 

remember it and communicate this to others. If you can’t get a mission statement 

below 15 words, consider also creating a mission tagline (2-6 words) which people 

can more easily remember. 

How the list was compiled 

 Mission statements were gathered for each of the top 100 nonprofits (based on 

a series of web, social, and transparency metrics) and then evaluated for content 

and length. 

 The top 50 were then selected for this list based on length and 

organized roughly from shortest to longest (based on number of characters). 

 The number in parenthesis at the end of each line depicts the number of non-

branded words included in their mission statement. 

 In order to standardize the list, we removed things like “[Brand’s] mission is” 

or “The mission statement of [Brand]” when it created redundancy. 

https://topnonprofits.com/examples/nonprofit-mission-statements/ 
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10 Effective Nonprofit Mission and Vision Pages 
September 10, 2014 by Alex McQuearyWeb Content 

 

Mission and vision statements capture the essence of your organization’s 

beliefs and values, and define its place in the world. A vision statement 

explains the overall goal of your organization looking into the future, while the 

mission statement outlines the present plan to realize the vision. 

Well-crafted mission and vision statements can inspire people to engage with 

your organization and deserve a well thought-out place on your website. While 

the mission and/or vision statement may show up in other places on the site, 

it’s a good idea to give the two a home of their own where visitors can learn 

more in depth about what the current and future goals are for your nonprofit. 

Update your web design and site structure with Wired Websites 

Consider designing your mission and vision page in a way that draws visitors 

in, and makes it both easy and interesting to learn about the foundation your 

organization is built upon. Here are 10 examples of nonprofits with well-

designed, compelling mission and vision pages.Center for Community Change 

https://wiredimpact.com/about/team/alex-mcqueary/
https://wiredimpact.com/about/team/alex-mcqueary/
https://wiredimpact.com/wired-websites/


 



Center for Community Change includes a prominent infographic on their 

mission page to present their goals in an eye-catching way, and is 

accompanied with a traditional text description as well. 

  

FINCA 

 

FINCA’s mission to provide financial services to the world’s lowest-income 

entrepreneurs is brought to life by the large header photo of women the 

organization has helped. This photo allows website visitors to visualize the 

organization in action. 

  

http://www.communitychange.org/real-people/mission/
http://www.finca.org/who-we-are/mission-vision/


Hope Unlimited for Children 

 

Hope Unlimited for Children uses some unexpected design elements 

throughout their site. The navigation is vertical (normal enough), but the 

navigation items are a bit cock-eyed, creating a unique design aesthetic. 

Vintage-feeling background textures are also used behind the heading text 

and images as you move down the page, creating an exciting visual journey 

through the mission and vision information. They also use a large image to 

give their visitors a glimpse into the world of the organization. 

  

http://www.hopeunlimited.org/about.html#mission


The Trevor Project 

 

While The Trevor Project doesn’t include epic photos on their mission page, 

they certainly know how to grab your attention simply with typography. These 

bold headings and bright colors (accompanied by a refreshing amount of 

white-space) make their mission and vision page easy to navigate and 

intriguing to look at. 

  

 

 

 

 

 

 

 

http://www.thetrevorproject.org/pages/our-mission
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The Importance of a SWOT Analysis for your 
Nonprofit 
Social Solutions Nonprofits 

With origins dating back to the 1950’s, the SWOT analysis was developed as a method for 
evaluating a company or organization’s internal strengths and weaknesses against their external 
opportunities and threats; hence the acronym SWOT which stands for Strengths, Weaknesses, 
Opportunities and Threats. A lot of you may be asking, what is a SWOT analysis really? Or if you do 
understand what a SWOT analysis is, you might be wondering how to apply it to your organization. 
For those of you that are currently using a SWOT analysis, sit tight, because I will also talk about 
building a better one! 

Initially introduced by Stanford University’s Albert Humphrey, and Harvard Business School Policy 
Unit professors – George Albert Smith Jr., C Roland Christiensen and Kenneth Andrews; the SWOT 
was developed for usage and application to organizational strategy as opposed to marketing.  Over 
time, the simple tool has been broadly adopted as the go-to tool set for understanding changes 
impacting the inside or outside of a business, organization or even a nonprofit. 

 

To get a better understanding of the SWOT acronym, let’s break it down. According to Wikipedia, the 
definition is as follows: 

STRENGTHS  WEAKNESSES 

 qualities that enable us to    qualities that prevent us 

to accomplish FAACPA’s        from accomplishing 

 mission.          FAACPA’s mission and 

Strengths  may be both         achieving our potentials 

tangible and intangible. 

___________________________________________

OPPORTUNITIES         THREATS 

are presentedby thearise when conditions in 

 environment within      an external environment 

 which FAACPA operates.     jeopardize the reliability 

                   and viability of activity 

         (mission)     

    : 

:                            :  

              : 

http://www.socialsolutions.com/blog/author/social-solutions-3/
http://www.socialsolutions.com/blog/category/nonprofits/


 Strengths: characteristics of the business or project that give it an advantage over others. 
 Weaknesses: characteristics that place the business or project at a disadvantage relative to others 
 Opportunities: elements that the project could exploit to its advantage 
 Threats: elements in the environment that could cause trouble for the business or project 

Based on this definition, it is easy to see how SWOT can be applied to almost any type of business 
or project. If you are starting a new nonprofit or have an established one, the SWOT analysis can be 
used to fine tune your goals and strategies. 

For existing nonprofits, a SWOT can be used at any time to rapidly evaluate changes in your 
organization, system, process, competition, funding and help build a proactive plan for how you will 
respond, act, or face those changes. Most marketing professionals, for example, conduct a SWOT 
analysis at least once a year to shape the upcoming year or quarter’s marketing strategy. 

 

For those that are interested in using a SWOT analysis or simply building a better 

one, and for those who are involved in it for the first time,here are 3 simple tips: 

1. Be honest  (with yourself, first of all, and to your colleagues). And if you 

find that you are consistently building a SWOT based on what you want to 

do, or how you want to be, then ask members of your colleagues to 

independently do their own version. The results may open your eyes! 

2. Take the time to actually do a careful SWOT. I know that every nonprofit 

has limited time, BUT this is one exercise, when done properly, could 

actually save your valuable time in the end. Imagine not wasting precious 

time or dollars on ineffective strategies, decisions or marketing plans 
because you spent the time upfront to build a solid SWOT analysis. 

3. Make sure you have facts to back up your SWOT. If you want your team 

to stand behind you then you need to provide solid data to support your 

SWOT analysis. Theories, hunches or gut feelings will only go so far in 

motivating a team. 

And finally, have fun, and know that the work your nonprofit is doing is 

extremely important and tools like the SWOT analysis can go a long way in 

ensuring you are getting your message and mission out to the world. 

If you have other tips or tools you would like to share, feel free to let us know in 

the comments below! We look forward to hearing from you! 

http://www.socialsolutions.com/blog/importance-swot-analysis-nonprofit/ 

 

Identifying Strengths 
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The first step in conducting a SWOT analysis for a nonprofit is to find out where 

the strengths of the nonprofit lie. This involves determining the characteristics that 

places the particular nonprofit in a position of strength in relation to all the other 

nonprofits within the chosen niche and other areas of specialization. 

One way to do this is to create a comparison chart that lists your competitors 

alongside your own organization to allow a comparison of the things you do to the 

things that they do. You should also list the characteristics that make each of the 

nonprofits a stronger organization on its own, as well as those traits that it can 

draw on to help it grow. 

Some of the strengths of a nonprofit may include the fact that much of their work 

is done by volunteers, as well as the fact that most of the money and materials that 

nonprofits use for their operational costs and charity work come from donations. 

Identifying Weakness 

The weaknesses identified through a SWOT analysis of a nonprofit organization 

should include all of the factors that put the organization in a position of weakness. 

Such weaknesses could include the fact that they are dependent on grants, 

contributions, and donations. This is something that nonprofit organizations are not 

totally in control of since they cannot force people to give them money. As such, 

the nonprofit organization is forced to depend on the goodwill of contributors and 

their own ability to effectively fundraise. If the organization is struggling to 

consistently raise adequate monies, it will have no reliable way of predicting how 

much it will receive in any business cycle. This is definitely a weakness because it 

makes it really hard to create a budget. 

Identifying Opportunities 

Opportunities in a nonprofit SWOT analysis might include factors such as 

government incentives. Most nonprofits are eligible for all kinds of government 

grants, which they can apply toward the cost associated with fulfilling their 

mission. Apart from government grants, they may be also eligible for many types 

of tax deductions and exemptions. Additionally, there are numerous corporate and 

foundation giving programs that may be persuaded to support their programs and 

mission. 

Other opportunities that may be capitalized upon include the organization’s ability 

to organize fundraisers or raffle drawings to help them raise money. All of these 



types of funds can further free up capital for unfunded expenses required to 

perform their work. 

Identifying Threats 

Threats in a nonprofit SWOT analysis should include all of those aspects that 

threaten the continued survival of the nonprofit. For most nonprofits, the main 

threat to their stability is a downturn in the economy which typically translates to a 

dwindling of charitable donations. Often, another threat is too much competition 

from too many nonprofit organizations working for the same purpose. This makes 

it harder for people to choose which nonprofit to donate to thus leading to the 

division of the funds into smaller chunks. 

Other opportunities that may be capitalized upon include the ability to organize 

fundraisers to help them make money and the ability to organize other functions 

such as raffle drawings. 

Adapting to the Changing Environment 

By way of an example, the United Ways around the country were forced to do this 

kind of analysis prior to and during the United Way of America leadership scandal 

in the nineties. One of United Way’s strengths was that it was a one stop shop to 

fund many agencies that served many needs in the community – your donation 

went further. A weakness was that people saw the United Way as a bureaucracy 

and one of many branches of the United Way of America which had been poisoned 

by the scandal. A threat was that the scandal created the wrong impression about 

the local United Ways who were not branches but were stand alone organizations. 

The opportunity was the chance to go to the community and educate them about 

the differences and make sure that they were separated from the scandal. It gave 

United Ways unprecedented access to workplaces since people wanted to lambaste 

them. This experience helped them to create a differentiation strategy and was a 

key to their primary role in creating the outcomes measurement system so widely 

used today. 

Getting Started 

If you have not performed a SWOT analysis before, you should consider doing so. 

Every organization needs to routinely evaluate its position in its community and 

the broader nonprofit world. I suggest the following resources to help you get 

started: 



 http://myphliputil.pearsoncmg.com/student/bp_turban_introec_1/CompAna.
html 

 http://managementhelp.org/strategicplanning/index.htm#anchor37202 

 

Supplemental readings: 

One of the most valuable tools in management is a SWOT analysis. In this process, 

we identify factors in four areas: strengths, weaknesses, opportunities and threats. 

The first two factors are internal. The latter two are external to the organization. 

We generally run SWOTs on our own organizations, but they are also used to 

analyze competitors. A small business will benefit greatly from a well-executed 

SWOT. 

Nonprofits 

A SWOT analysis for a nonprofit organization (also known as a non-government 

organization, an NGO or a public charity) is similar to the analysis for a for-profit, 

commercial business. Analysis for the nonprofit has no investors or return on 

investment to consider, but it has to weigh factors such as fundraising, volunteer 

staff and goodwill that a commercial firm does not. SWOTS are used to develop a 

company’s marketing strategy. A small nonprofit organization should use it to plan 

financial development (fundraising) as well. 

Strengths 

NGOs have some strengths that commercial companies don’t. For one, NGOs 

usually are tax exempt. They can offer products at a discount since they don’t have 

the expense of taxes, and sometimes they can offer products to buyers who pay no 

sales tax on the purchase. NGOs often have a volunteer staff in many roles; artists, 

canvassers, attorneys. Volunteers can mean an enormous savings to the business, 

which is particularly important to a small nonprofit. The board of directors must by 

law be composed of volunteers, which can be advantage to the company. 

Weaknesses 

Most small nonprofits barely cover their expenses with revenue. They can’t match 

the salaries of their for-profit competitors. Nonprofit professionals typically are 

more focused on job satisfaction as compensation, particularly in small companies. 

An entrepreneur will have no opportunity for return on investment and often can 

expect a minimal salary. The budget problem also may be evident in purchasing 

http://myphliputil.pearsoncmg.com/student/bp_turban_introec_1/CompAna.html
http://myphliputil.pearsoncmg.com/student/bp_turban_introec_1/CompAna.html
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from suppliers. Small NGOs are especially vulnerable to budgetary deficits and 

need to husband their endowments. 

Opportunities 

Any grant that a charity may be eligible for is an opportunity. A grant may be from 

a government or private agency or group. There are many grants being offered 

even during a recession. Finding them and applying for them is a considerable task. 

Nonprofits often enjoy alliances with other organizations; commercial business or 

other NGOs. Cause marketing, for example, is a system in which a portion of the 

purchase price charged by a commercial business is donated to a specific charity. 

Ideally, it offers benefits to both organizations, as well as to the buyer, whose 

charitable giving is facilitated. 

Threats 

Nonprofits are very vulnerable to economic crises. Unfortunately, charitable giving 

is one of the first cash outflows that consumers cut back on when money is tight. 

Public charities are held to a higher standard than for-profits. Since they depend on 

contributions, nonprofits need to avoid the perception of impropriety. Even a small 

scandal can be damaging. 

 

SOME ADDED GUIDELINES: 

Non-profits have many of the same challenges as for profit organizations.  
In addition, they face unique circumstances because of their reliance on 
government, foundation and private funding.  A great technique to look at 
the health of the non-profit is using SWOT Analysis. SWOT is an acronym 
for Strengths, Weaknesses, Opportunities and Threats.  The goal is to 
examine internal (Strengths & Weaknesses) and external (Opportunities 
and Threats) elements of an entity.  If there are different divisions or parts 
of the non-profit providing services, the SWOT Analysis can be defined 
more or less narrowly, as necessary. Here are questions to start you on the 
exercise. 
 
 
STRENGTHS: 
1) Do you have a deep, experienced, engaged Board of Directors? 

2) What are your assets? 



3) Which asset is strongest? 

4) What differentiates you from others that provide similar services? 

5) Do you have immensely talented people on your staff? 

6) Are you debt free or have a debt structure that is manageable from cash 
flow? 

7) What unique resources do you have? 

8 Do you have a sustainable competitive advantage? 

9) Do you have specific expertise that others do not have? 

10) What unique funding sources do you have? 

11) Is your senior management team backed by a strong bench? 
 
WEAKNESSES: 
1) What areas do you need to improve on? 

2) What necessary expertise/manpower do you currently lack? 

3) In what areas do other non-profits have an edge? 

4) Are you relying on one funding source too much? 

5) Do you have adequate cash flow to sustain you? 

6) Are you balancing your budget and putting away for a rainy day? 

7) Do you have a well of new ideas? 

8  Are you over leveraged (too much debt)? 

9) Is your mission overly broad? 

10) Are your financials audited and monitored beyond the Executive 
Director and CFO? 

 
OPPORTUNITIES: 
1) What external changes present interesting opportunities? 
2) What trends might impact your services? 

3) Is another non-profit providing services in an adjacent space that you 
can team up with? 

4) Is there another non-profit you could acquire or merge with to increase 
your size and stability? 



5) Is there an unmet need/want that you can fulfill? 

6) Are there trends emerging that you can profitably service? 

7) Can you convert from single year to multi-year funding? 

8 Can you take advantage of the historically low interest rates to refinance 
your debt? 

9) Can you geographically expand your footprint? 

10) Can you identify new funding sources? 
 
THREATS: 
1) What if your top funders don’t continue funding in the future? 

2) Is there an entity that may move into your space and offer the same or 
similar services? 

3) Are your key staff satisfied in their work? Could they be poached by 
another non-profit or for profit organization? 

4) What if you are sued? 

5) Do you have to rely on third parties for critical steps in your process that 
could possibly derail your delivery schedule? 

6) What if your website is hacked? 

7)  What if there is a natural disaster? 

 
The Takeaway: 
 
Non-profits need to use techniques like SWOT to analyze their environment 
and risks to meeting the needs of their clients. 
 

 

 

 

 

 



Segment Two:BALANCED SCORECARD    

 

An Introduction To Balanced Scorecards For Nonprofits 
 

 

A group of local educators from one my community’s largest public school 
systems recently invested a portion of their valuable summer time off in 
attending a week of leadership training hosted by Harvard University. 

One area of focus centered around the concept of balanced scorecards. 

The research into the use of balanced scorecards leads me to the work of 
Robert S. Kaplan entitled Strategic Performance Measurement and 
Management in Nonprofit Organizations. 

Kaplan’s article gives an overview of the four main elements of a proper 
balanced scorecard. When combined, they allow virtually all nonprofits to 
move away from a set of financial objectives only and into a more 
diversified way to measure and monitor other key areas. 

The most important net result is being able to gauge how effective and 
efficient they are in meeting the needs of all constituencies. This would of 
course include the measurement of their success in achieving the overall 
organization mission and its related objectives. This is truly needed by a 
large number of nonprofit organizations! 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.390.2721&rep=rep1&type=pdf
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Here is a quick run-down of the four main elements of a proper balanced 
scorecard: 
 
1. Financial Perspective 

This perspective illustrates through the following what success is to those 
interested and involved with financial aspects of the organization: 

 Objectives 
 Measures 
 Targets 
 Initiatives 

Organizations implementing this perspective will have a few key objectives 
with the appropriate measures, targets and initiatives. Keep in mind some 
higher-level financial perspectives such as Return on Investment and 
Return on Assets. 

The objective of the balanced scorecard is to still know these financial 
items are important. They are just not the only focus… 

2. Internal Perspective 

The same four areas listed above in “a” through “d” will apply to this and 
the other two perspectives. The goal of the internal perspective is to satisfy 
mission recipients (nonprofit customers), funders, volunteers and staff. 

This allows objectives beyond the normal financial results.  Is our mission 
being achieved? Are others both internal and external-benefiting? What is 
the extent of their benefit? 

This key perspective will probably have the most explosion in the growth of 
new tools and systems to measure outcomes for nonprofit organizations. 



 

3. Learning and Growth 

This is not the typical organizational growth metrics. Here the organization 
outlines learning and growth as it applies to its full team of staff, volunteers, 
board, vendors, etc. 

Improvement is the key result of the focus on objectives around learning. 
Measuring this takes additional effort since this is not the norm at most 
nonprofits. 

Insights should be gained, which can be used in the other three 
perspectives. 



This one perspective may have the largest impact on any organization’s 
internal team. This is reflected in such areas as happiness, satisfaction, 
innovation and retention. 

4. Constituent Perspective 

How do we improve our relationships with constituents, as well as retain 
those relationships over the long term are two of the common areas of 
focus. 

Some common areas to measure include: 

 Donor Retention 
 Dollar Retention 
 Donor Acquisition Costs 
 Donor Satisfaction 
 Other Constituent Satisfaction 

When used properly, the full picture of what is happening at any charity 
emerges. I can see why the local school group was so excited! 

Is your organization using some form of a Balanced Scorecard? Let us 
know how it’s going in the comments below! 

img via 
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Balanced Scorecard Basics 

The balanced scorecard is a strategic planning and 

management system that is used extensively in business and 

industry, government, and nonprofit organizations worldwide to 

align business activities to the vision and strategy of the 

organization, improve internal and external communications, and 

monitor organization performance against strategic goals. It was 

originated by Drs. Robert Kaplan (Harvard Business School) and 

https://www.flickr.com/photos/wfryer/
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David Norton as a performance measurement (see What is a 

KPI?) framework that added strategic non-financial performance 

measures to traditional financial metrics to give managers and 

executives a more 'balanced' view of organizational performance. 

While the phrase balanced scorecard was coined in the early 1990s, 

the roots of the this type of approach are deep, and include the 

pioneering work of General Electric on performance measurement 

reporting in the 1950’s and the work of French process engineers 

(who created the Tableau de Bord – literally, a "dashboard" of 

performance measures) in the early part of the 20th century. 

 

Gartner Group suggests that over 50% of large US firms have 

adopted the BSC. More than half of major companies in the US, 

Europe and Asia are using balanced scorecard approaches, with 

use growing in those areas as well as in the Middle East and 

Africa. A recent global study by Bain & Co listed balanced 

scorecard fifth on its top ten most widely used management tools 

around the world, a list that includes closely-related strategic 

planning at number one. Balanced scorecard has also been 

selected by the editors of Harvard Business Review as one of the 

most influential business ideas of the past 75 years.  

 

The balanced scorecard has evolved from its early use as a 

simple performance measurement framework to a full strategic 

planning and management system. The “new” balanced 

scorecard transforms an organization’s strategic plan from an 

attractive but passive document into the "marching orders" for 

the organization on a daily basis. It provides a framework that 

not only provides performance measurements, but helps planners 

identify what should be done and measured. It enables 

executives to truly execute their strategies. 

 

http://balancedscorecard.org/Resources/Performance-Measures-KPIs
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This new approach to strategic management was first detailed in 

a series of articles and books by Drs. Kaplan and Norton. 

Recognizing some of the weaknesses and vagueness of previous 

management approaches, the balanced scorecard approach 

provides a clear prescription as to what companies should 

measure in order to 'balance' the financial perspective. The 

balanced scorecard is a management system (not only a 

measurement system) that enables organizations to clarify their 

vision and strategy and translate them into action. It provides 

feedback around both the internalbusiness processes and external 

outcomes inorder to continuously improve strategic performance 

and results. When fully deployed, the balanced scorecard 

transforms strategic planning from an academic exercise into the 

nerve center of an enterprise. 

 

Kaplan and Norton describe the innovation of the balanced 

scorecard as follows: 

 

"The balanced scorecard retains traditional financial measures. 

But financial measures tell the story of past events, an adequate 

story for industrial age companies for which investments in long-

term capabilities and customer relationships were not critical for 

success. These financial measures are inadequate, however, for 

guiding and evaluating the journey that information age 

companies must make to create future value through investment 

in customers, suppliers, employees, processes, technology, and 

innovation." 

 

http://www.balancedscorecard.org/Resources/About-the-Balanced-Scorecard 

 

http://www.balancedscorecard.org/Resources/About-the-Balanced-Scorecard


 

 

Adapted from Robert S. Kaplan and David P. Norton, “Using the Balanced Scorecard as a Strategic 
Management System,” Harvard Business Review (January-February 1996): 76. 



Perspectives 
The balanced scorecard suggests that we view the organization 
from four perspectives, and to develop metrics, collect data and 
analyze it relative to each of these perspectives: 

The Learning & Growth Perspective 

This perspective includes employee training and corporate 
cultural attitudes related to both individual and corporate self-
improvement. In a knowledge-worker organization, people -- the 
only repository of knowledge -- are the main resource. In the 
current climate of rapid technological change, it is becoming 

necessary for knowledge workers to be in a continuous learning 
mode. Metrics can be put into place to guide managers in 
focusing training funds where they can help the most. In any 
case, learning and growth constitute the essential foundation for 
success of any knowledge-worker organization. 
Kaplan and Norton emphasize that 'learning' is more than 
'training'; it also includes things like mentors and tutors within 
the organization, as well as that ease of communication among 
workers that allows them to readily get help on a problem when it 
is needed. It also includes technological tools; what the Baldrige 

criteria call "high performance work systems." 

The Business Process Perspective 
This perspective refers to internal business processes. Metrics 
based on this perspective allow the managers to know how well 
their business is running, and whether its products and services 
conform to customer requirements (the mission). These metrics 
have to be carefully designed by those who know these processes 
most intimately; with our unique missions these are not 
something that can be developed by outside consultants. 
The Customer Perspective 

Recent management philosophy has shown an increasing 
realization of the importance of customer focus and customer 
satisfaction in any business. These are leading indicators: if 
customers are not satisfied, they will eventually find other 
suppliers that will meet their needs. Poor performance from this 
perspective is thus a leading indicator of future decline, even 
though the current financial picture may look good. 



In developing metrics for satisfaction, customers should be 

analyzed in terms of kinds of customers and the kinds of 
processes for which we are providing a product or service to 
those customer groups. 

The Financial Perspective 
Kaplan and Norton do not disregard the traditional need for 
financial data. Timely and accurate funding data will always be a 
priority, and managers will do whatever necessary to provide it. 
In fact, often there is more than enough handling and processing 
of financial data. With the implementation of a corporate 

database, it is hoped that more of the processing can be 
centralized and automated. But the point is that the current 
emphasis on financials leads to the "unbalanced" situation with 
regard to other perspectives. There is perhaps a need to include 
additional financial-related data, such as risk assessment and 
cost-benefit data, in this category. 
Strategy Mapping 

Strategy maps are communication tools used to tell a story of 
how value is created for the organization. They show a logical, 
step-by-step connection between strategic objectives (shown as 
ovals on the map) in the form of a cause-and-effect chain. 
Generally speaking, improving performance in the objectives 
found in the Learning & Growth perspective (the bottom row) 
enables the organization to improve its Internal Process 
perspective Objectives (the next row up), which in turn enables 
the organization to create desirable results in the Customer and 
Financial perspectives (the top two rows). 

 

 

 

 

 

 

 

 



 

 

Reference: The Institute Way: Simplify Strategic Planning & Management with the Balanced 
Scorecard. 

Balanced Scorecard Software 
The balanced scorecard is not a piece of software. Unfortunately, 
many people believe that implementing software amounts to 
implementing a balanced scorecard.Once a scorecard has been 
developed and implemented, however,performance management 
software can be used to get the right performance information to 
the right people at the right time. Automation adds structure and 
discipline to implementing the Balanced Scorecard system, helps 
transform disparate corporate data into information and 

knowledge, and helps communicate performance information. The 
Balanced Scorecard Institute formally recommends the QuickScore 

Performance Information System
TM developed by Spider Strategies and co-

marketed by the Institute. 
 

 

http://www.balancedscorecard.org/LinkClick.aspx?link=395&tabid=61
http://www.balancedscorecard.org/LinkClick.aspx?link=395&tabid=61
http://www.spiderstrategies.com/

