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The Web at Its Best Want
to cite Elements of Styleis
advice on active voice in your
house style guide? Looking
for the precise wording of
that sharp-tongued Ben
Franklin quote on sacripcing
liberty for safety? Need an
illustration of cranial bones?
You can pnd itall Aand much
morefat Bartleby.com.

Everyone who writes or
edits anything should save the
link to this comprehensive source
for answering all sorts of lan-
guage and reference questions.
Bartleby.com not only compiles
a rich trove of resourcesfiusage
guides, almanacs, encyclopedias,
a dictionary, Grayis Anatomy,
verse anthologies, quotation
collections, and morefit also
provides easy access to the nug-
gets you need.

The site offers multiple ways to
pnd resources, and the interface
and navigation are clean and
logical. Seeking quick answers?
Search the entire site, specific
works, or types of works by key-
word. Just poking around? Browse
a book by index or chapterficlick
through the index of prst lines in
the 1917 Oxford Book of English
Mystical Verse, say, or see Colum-
bia Encyclopedia entries from the
Bridge of Sighs to D°llinger. Or
just click around the home page:
Bartleby.comis cover displays
tidbits from its database, such as
a word depnition with an audio
pronunciation, an apropos quote,
a poem, and a featured work.

Bartleby.com cites as its inspi-
ration the closing line of Herman
Melvilleis classic short story:
0Ah Bartleby! Ah Humanity!6 and
itis fundamentally a humanist
project: wide-ranging knowledge,
free for the taking. !

Have a rant or rave idea? Send
it to rantnrave@realedit.com.
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Your Web site can play a vital role in
garnering support for outreach initiatives

f your organization is planning a new campaign, your Web site can
play a significant supporting role. This is true whether the initiative is a
major capital campaign, an appeal to individual donors, a drive for new
members or more volunteers, or an effort to increase activism.

Your site can promote the campaign and provide supporting information
for other solicitations. A Web site can also provide easy ways for people to
give or join, sign up for e-mail updates, subscribe to a newsletter, or receive
information through the mail. While many larger nonprofits are using these
methods to reach their constituents, smaller and midsize organizations are
just beginning to take advantage of them.

According to a Dec. 17 article in the online publication onPhilanthropy, non-
profits may raise up
to 10 percent of their
funds online this year.
(Some are far ahead
of that mark: MoveOn
PAC has raised mil-
lions for political action via the Internet, and organizations such as the Red Cross
have gathered millions in tsunami relief donations via their Web sites.)

0000000 O0OO00 00r 0000000EI0 Encouraging people to come to your Web
site allows you to stay in touch with those who don’t give right away. If they
subscribe to your e-newsletter or sign up to receive issue updates, you can
gather their names, e-mail addresses, and other information to add to your
database of potential supporters.

Fundraising experts are realizing that integrated efforts amplify the effect
of campaign messages and increase the chances of success. According to
the onPhilanthropy article, using online efforts along with other methods to
cultivate more and better prospects is “the future of successful fundraising.” In
one example, a new online strategy raised first-year retention from 40 percent
to 58 percent at the Carnegie Museums of Pittsburgh.

00000000 000000000 This potential will go untapped, however, if few people

visit your site or if the content fails to engage them. MoveOn’s success is due
(00000000000000000

Integrated efforts amplify the
effect of campaign messages and
increase the chances of success.

Lessons for Nonprofits If you missed our Feb. 3 communications
workshop, you can reap some of the benefits by reading our upcom-
ing recap article. In addition to summarizing the day’s lessons, we'll
include insights gleaned from class discussions. The article will be
posted Feb. 16 at www.realedit.com/articles.html. Send an e-mail
to editor@realedit.com if you'd like a reminder.
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- Dear Grammar Queen: Iim
having an argument about
how to make a name end-
ing in s possessive: is it
othe Jonesis houseb or othe
Jonesi housed6? AEmbattled

Dear Embattled: This is the
rare case in which everyone
is correct: it is essentially
a matter of taste. (That
this should be a cause of
argument says something
about human nature, the
GQ is sure, but that is a subject
upon which she prefers to keep
her opinions to herselffibefore
cocktail hour, at least.)

The traditional dsis, to the GQ,
more aesthetically pleasingfishe
does not care for the apostrophe
dangling off a word like a thread
from a sleeve. One caveat: con-
vention calls for dropping the s
with certain biblical and classical
names, and in cases where pro-
nunciation would tie the tongue.

The apostrophe-only style is a
popular innovation perpetrated by
the AP Stylebook. But note that
even APrequires the dswith nouns
ending in s (0the heiressis willd),
unless the next word begins with
sfa quirky exception the GQ sug-
gests you forget right now. I

Baffled? Ask the Grammar
Queen at askgg@realedit.com.
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One question we get frequently from people who manage nonprofit
communications programs is, “How do | convince my ED [or board] to invest in
this work?” They know their Web site doesn’t present the right image for their
organization or that their newsletter fails to deliver engaging success stories,
but they lack executive support for improvements.

Our short answer: poor publications waste time and money; effective publica-
tions are an investment that pays dividends. Here are some ways to analyze the
costs and benefits of communications programs:

Calculate opportunity costs. Continuing with the status quo—a Web site from
another era or a ho-hum newsletter—could be costing you support. You can’t
afford to turn people off with publications that tell them your organization isn’t
effective or professional. And you may be missing out on ways to gather more
donations, recruit members, and enlist volunteers.

Account for staff time. Nonprofit organizations often think that because
a staffer handles their newsletter or Web site, it's free (or nearly so). Not
true—staff time is an expense. Nonprofits often relegate publications to staff
members with other primary responsibilities, so both the publications and the
staff members’ primary duties get short shrift. And if writing and editing aren’t
the staffer’s best talents, it's a poor allocation of resources.

Assess the value of expert help. Outside experts can help you think clearly
about your communications goals, break out of internal processes and politics,
overcome unconscious biases that prevent you from communicating effectively,
provide solutions nonexperts don’t know about, and ensure professional-level
writing and design. Moreover, outsourcing allows your staff to concentrate on
other areas, such as development, programs, or education.

Consider the payoff. Members, donors, and others are far more likely to renew
their support when they feel you're spending their money well. Communicating
that you are requires publications that bring the results of your work to life.

The bottom line: a newsletter no one reads or a Web site that fails to make the
case for your work just costs money; engaging publications earn support. [
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to its focused, action-oriented e-mail campaigns to its support database (the
organization boasts about 3 million members) coupled with a site that makes
compelling arguments for its issues.

00000000 000000000 Make sure all your campaign materials send people
to your site, and that their visit doesn’t go unrewarded. Provide a wealth of
information that makes the case for your needs and capabilities: highlight
your successes, detail the impact of your work in case studies, cite internal
and third-party research, and tell readers about your organization’s vision for
the future. And remember: be specific. The more concrete details (especially
quantitative measures) you can provide, the better.

This information is crucial: if your site tells a compelling and inspiring story,
it will help you form the emotional connection with prospective donors (or
members or volunteers) that’s key to garnering their support.

In these days of increasing competition for donation dollars, it doesn’t pay
to overlook your Web site’s ability to boost campaign success. [
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Real Edit works with organi-
zations that want to produce
more effective publications. We
develop newsletters, Web sites,
and magazines; revamp publica-
tions; and write and edit all kinds
of outreach materials.

Words That Work is published
monthly. E2005 Real Edit. All
rights reserved. To subscribe,
go to www.realedit.com. Contact
us at:

tel.: 415.848.5678
fax: 415.665.8280
e-mail: editor@realedit.com
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